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FULL  COLOR 


has  tremendous 


SALES  IMPACT 
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DAILY  NEWS 


CINCE  the  Chicago  Daily  News  annoauced 
the  availability  of  full  color  last  Docensber, 
the  response  of  advertisers  has  been  tremendoos. 

In  the  first  half  of  19S7,  the  News  carried 
353.125  lines  of  color  advertising,  of  which  inore|^ 
than  84,000  lines  were  in  full  color  —  an  an* 
paralleled  response  for  its  first  year  of  fall  ^ 
color  printing. 

TIm  response  is  accelerating  .  .  .  orders  on 
hand  point  to  the  enthusiastic  acceptance  of 
color  offered  every  Tharsday  by  the  new  Daily 
News  full  color  presses. ' 

Be  COLOR-FULL  ...  in  the  Daily  News 


THESE  ADVERTISERS  RAN  FULL  COLOR  IN  THE  DAILY  NEWS 


IN  THE  FIRST  SIX  MONTHS  OF  1957: 


All 

American  Dairy  Association 
Armour  Star  Meats 
Chicken  of  the  Sea  Tuna 
Hawthorne-Mellody 
Dairy  Products 
Heileman's  Old  Style  Beer 


Hixson's  Coffee 
Land  O'Lakes  Butter 
Lux  Soap 

Oscar  Mayor  Fine  Meats 
Meister  Brau  Pilsoner  Baer 
Newport  Cigarettes 


Pepsi  Cola 
Perfect  Plus  Hosiery 
Rea  Lemon 

Standard  Oil  Co.  of  Ind. 
Sunshine  Biscuits 
Vienna  Sliced  Meats 


8  MORE  SCOTT  PRESS  UNITS 

EQUIPPED  WITH  WOOD  REELS,  TENSIONS  A  PASTERS 


FOR  THE 


AMEKICA 
FWST  'k, 


MONARCH  OP 


Examiner. 


THE  DAILIES 


The  truth  of  the  adage  “A  Satisfied  Customer  is  the  best 
Advertisement”  is  borne  out  at  the  EXAMINER.  When 
rapidly  expanding  circulation  made  additional  Press¬ 
room  and  Reelroom  equipment  necessary,  the  EXAM¬ 
INER  again  chose  SCOTT  and  WOOD  equipment. 
AddiMpnal  units,  and  other  essential  equipment,  are  solv- 
ing  tM  problem.  SCOTT  and  WOOD,  will  again  provide 
the  !I^^MINER  with  the  facilities  needed  to  keep  pace 
with  «day’s  production  requirements  and  meet  future 
anticipated  increases. 


Now,  a  total  of  29  Scott 
Press  Units  equipped 
with  color  plate  cylin¬ 
ders.  5  pr.  of  SCOTT  3-2 
folders,  4  sets  upper 
formers,  7  SCOTT  Reels 
and  Tensions  with  sub¬ 
structures  and  controls. 
★ 

8  WOOD  Standard  Reels 
with  4-belt  Tensions  and 
Automatic  Autopasters. 


WALTER  SCOTT  i  CO. 

DIVISION  OF  WOOD  NEWSPAPER  MACHINERY  CORPORATION  Plant:  Plainfield,  N.  J. 
EXECUTIVE  &  SALES  OFFIC’E:  501  FIFTH  AVENUE,  NEW  YORK  17,  NEW  YORK 


tKJje  Sxtt 

is  the 

FASTEST  GROWING 

Detroit  daily  newspaper 
with  the 

MOST  CIRCULATION 

in  its  126-year  history— 

461,167  DAILY 

up  15,432  from  a  year  ago 

507,128  SUNDAY 

up  7,007 

Representatives 

National:  Story,  Brooks  and  Finley 
1  Retail:  Kent  Hanson,  New  York 
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EDITOR  &  PUBLISHER  CALENDAR 


Smmton  Simeii 

/j^SSSS^ 

^^ScwttHOHi 

EVENING  \  CITYZONE  LACKA.COUNTY 

TIMESy...80%..71% 

MORNING  _ 

TRIBUNE..  ..44%  . 43% 

SUNDAY  _  _ ^  , 

SCRANIONIAN.  .64%. .  60% 


RGURES  COMPUTED 
USINOABC  AUOnORS 
REPORT, YEAR  ENDING 
JUNE  30,1956  AS  A 
SOURCE. 


GEORGE  AMcDEVnr  COulNC.  National  Representatives 
New  York, Chicago,  Philadelphia,  PHtsburgh,Dehx)it,Los  Angeles 


Sept.  22-24 — Central  States  Circulation  Managers  Associatioti,  ||| 
meeting,  LaSalle  Hotel,  Chicago. 

Sept.  23-25— Newspaper  ROP  Color  Conference,  second  annual,  l-Mt 
ton  Hotel,  Chicago.  r 

Sept.  26-28 — Pennsylvania  Newspaper  Publishers'  Association,  |A 
convention,  Penn  Harris  Hotel,  Harrisburg,  Pa. 

Sept.  26-29 — New  England  Associated  Press  News  Executives  Ass^ 
tion.  Fall  meeting,  Chatham  Bars  Inn,  Chatham,  Mass. 

Sept.  26-29  — Advertising  Federation  of  America  Tenth  District  ^ 
vention,  El  Paso,  Texas. 

Sept.  29-30 — Ohio  Select  List  of  Daily  Newspapers,  annual  merj 
Fort  Hayes  Hotel,  Columbus,  Ohio. 

Sept.  29-Oct.  4— Newspaper  Food  Editors  Conference,  15th  a-M 
meeting,  Drake  Hotel,  Chicago.  f 

Oct.  1-8 — National  Newspaper  Week.  j 

Oct.  2 — Canadian  Press,  Fall  meeting  of  Board,  Windsor 
Montreal.  1 

Oct.  3 — North  Dakota  AP  Broadcasters  Association,  annual  rrer 
Plainsman  Hotel,  Williston,  N.  D. 

Oct.  4-5— University  Press  Club  of  Michigan,  40th  annual  miri 
University  of  Michigan,  Ann  Arbor,  Mich. 

Oct.  4-5 — United  Press  Illinois  Newspaper  Editors  Association  mtrA 
Pore  Marquette  State  Park  near  Alton.  F 

Oct.  4-5 — University  of  Colorado,  26th  Newspaper  Week,  Bouldtf 
Oct.  5-6 — South  Dakota  Associated  Press,  Fall  meeting,  Sioux  Fell 
Oct,  6-8 — Ohio  Circulation  Managers  Association,  Fall  meeting, . 
coin  Lodge,  Columbus,  Ohio. 

Oct.  6-8— Advertising  Managers  Bureau,  New  York  State  Dailie 
nual  meeting,  DoWitt  Clinton  Hotel,  Albany,  N.  Y. 

Oct.  9-12 — National  Conference  of  Editorial  Writers,  Oklahome  0 
Oct.  10-12 — West  Virginia  Press  Association,  annual  Fall  business  r 
ing  and  convention.  Stonewall  Jackson  Hotel,  Clarksburg,  W,  Va. 

Oct.  II — United  Press  Editors  of  West  Virginia,  Fall  mooting,  C 
burg,  W.  Va. 

Oct.  1 1 — The  Newspaper  Comics  Council,  Fall  meeting.  Hotel  ^ 
Lane,  New  York  City. 

Oct.  11-12 — Interstate  Advertising  Managers  Association,  mes 
Bethlehem  Hotel,  Bethlehem,  Pa. 

Oct.  12 — Connecticut  Editorial  Association,  Fall  meeting,  Sllve- 
Tavern,  Norwalk,  Conn. 

Oct.  12-13 — Illinois  AP  Telegraph  Editors  Association,  annual  mee' 
Palmer  House,  Chicago. 

Oct.  12-13 — Indiana  Associated  Press,  Fall  meeting,  Indiana  Un-t 
Bloomington,  Ind. 

Oct.  13-15— California  Newspaper  Circulation  Managers  Assc: ; 
annual  convention.  Hotel  Huntington,  Pasadena,  Calif. 

Oct.  13-15— Pennsylvania  Newspaper  Publishers'  Association  Cnii‘ 
Clinic,  Penn  Harris  Hotel,  Harrisburg,  Pa. 

Oct.  13-15 — Inland  Daily  Press  Association,  annual  meeting,  Drake knt 
Chicago.  I 

Oct.  13-16 — Institute  of  Newspaper  Controllers  and  Finance  0*4 
lOth  annual  meeting.  Hotel  Statler,  Boston,  Mass. 

Oct.  14-18 — Inter-American  Press  Association,  13th  annual  m«f 
Mayflower  Hotel,  Washington,  D.  C. 

Oct.  15— New  England  Daily  Newspaper  Association,  Fall 
Sheraton-Plaza  Hotel,  Boston,  Mass. 

Oct.  17-18 — Audit  Bureau  of  Circulations,  annual  mooting,  Drake"; 
Chicago. 

Oct.  17-19 — National  Editorial  Association  Fall  meeting,  Conrad  h 
Hotel,  Chicago. 

Oct.  18 — New  Jersey  Press  Association,  36th  annual  Newspape' 
stitute  Rutgers  University,  New  Brunswick,  N.  J. 

Oct.  18-19 — Michigan  Press  Advertising  Conference.  Porter  t 
Lansing. 

Oct.  18-20 — Southern  Illinois  University  Photojournalism  Won. 
second  annual.  Giant  City  State  Park,  III. 

Oct.  19 — Oregon  Newspaper  Publishers  Association  Admanaqen 
meeting,  Heathman  hotel,  Portland,  Ore. 

Oct.  19-20 — Texas  AP  Managing  Editors  Association  meeting,  Adc 
Hotel,  Dallas. 

Oct.  19-20 — South  Coralina  Associated  Press  News  Council,  Fall  • 
ing,  Columbia  Hotel,  Columbia,  S.  C. 

Oct.  19-20 — New  England  Newspaper  Mechanical  Conference,  F 
Statler  Boston.  Mass. 


Vol.  90.  No.  39,  Septemlier  21,  1967,  Editor  &  Publisher,  the  Fourth 
published  every  Saturdny  with  an  additional  issue— The  International  Year 
Number  in  February  by  the  Editor  &  Publisher  Co.,  Inc.  Editorial  and  r 
ness  offices  at  Suite  1700,  Times  Tower,  1476  Broadway,  New  York  36.  N 
(Printed  by  Scott  Printini;  Co.,  Jersey  City,  N.  J.)  Second  class  mail  pri'j.' 
authorized  at  New  York,  N.  Y.  under  the  act  of  March  3.  1879,  with  T 
patented  and  Registered  and  contents  Copyrighted  1957  by  the  Editor  4  • 
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No.  81  in  a  series  of  friendly  talks  . . . 


Good 

Movie 

Section 

Proves 

Itself 

With 

Readers 


The  Motion  Picture  Theatre  Owners  and  Operators  of 
Georgia  recently  conducted  a  contest  among  Georgia  daily 
and  weekly  newspapers  to  determine  which  papers  had  the 
best  movie  coverage.  Several  papers  competed.  The  prizes  were 
trips  to  Hollywood,  U.  S.  Savings  Bonds  and  other  attractive 
awards. 

Naturally,  we  w^ere  greatly  interested,  so  we  made  it  our 
business  to  get  a  look  at  the  entries.  These,  to  our  delight, 
turned  out  to  be  a  fascinating  demonstration  of  what  news¬ 
papers  can  do  in  presenting  a  subject  to  their  readers.  While 
we  were  pleased  with  all  the  space  given  to  motion  pictures 
by  the  competing  publications,  we  were  especially  impressed 
by  a  foreword  to  the  scrapbook  entered  by  the  Macon  News. 
Written  by  George  Doss  of  the  Netes,  the  foreword  was  as 
follows : 


“Entertainment  Column  Every  Day,  Same  Page 
Location,  Builds  Readership. 

“Movies  Lead  Story,  Diversity  of  Column  Assures 
Wide  Cross  Section  of  Readers. 

“Sunday  Paper  Carries  4  to  5  2-Column  Pieces. 
Sunday  Art  Free. 

“Theatre  Calendar  Lists  Weekly  Program 
Every  Sunday  Free. 

“Hollywood  News  and  Chit  Chat  Appeals 
to  Women  and  Teen-agers. 

“Macon  News  Was  Carrying  No  Movie  Copy. 
Now  Carries  from  2  Columns  to  One-Half 
Page  Plus  Photos  of  Top  Stars.” 


We  understand  other  theatre  groups,  inspired  by  the  suc¬ 
cess  of  the  Georgia  contest,  are  planning  similar  promotions. 
That,  of  course,  is  fine,  and  we  are  all  for  it.  But  why  should 
a  newspaper  w’ait?  After  all,  regardless  of  the  value  of  con¬ 
test  prizes,  the  main  prize  is  increased  readership.  And  that, 
it  seems  to  us,  is  an  award  any  newspaper  can  win  immedi¬ 
ately.  Just  increase  the  attractiveness  and  news  content  of  its 
movie  page,  and — Presto! — the  prize  is  won. 


September  21,  1957 


The  Council  of  Motion  Picture  Organizations,  Inc. 
1501  Broadway,  New  York  36,  N.Y. 


We  know  of  no  better 
way  to  display  the  proven 
value  of  Women's  News 
Service  than  to  welcome  our 
newestdistinguished  clients. 


As  of  July  1  St 


Tokc  Sex  Appeot 
To  the  Ktcmim 


Journol  J 


\  The  Piltsburgh  Press  eomoH 


As  of  Aug.  19th 


el)c 


(Thr  (tharlotte  (Dbsm'cr 


As  of  right  now 


^^WHY  NOT  YOUR  MASTHEAD?”! 


5  stories  a  day  — 6  days  a  week  •  In¬ 
cludes  Anita  Colby's  own  important 
column  each  Monday  •  All  material 
exclusive  •  Brightly  and  tightly  written 
for  ease  of  handling  *  Usable  in  every 
section  of  your  newspaper  *  Will 
gladly  sample  and  quote  rates  for 
open  territories 


WOMEN'S  NEWS  SERVICE 


229  West  43rcl  Street  •  New  York,  N.  Y. 


★  ★ 

umn 


1?  IFTY-EIGHT  reporters  from  New  York  and  Newark  were  taken! 
a  tour  of  the  new  $35,000,000  structural  steel  rolling  mill  of  i  | 
Bethlehem  Steel  Company  at  Bethlehem,  Pa.,  Sept.  12.  The  two-andc 
quarter  billion-dollar  corporation  treated  us  right  royally.  There  » 
two  parlor  cars  and  two  diners  for  us  aboard  the  Lehigh  ViYi 
Railroad's  Asa  Packer  in  the  morning  and  on  the  Black  Diamond^l 
the  return  trip.  Lunch  and  an  afternoon  of  golf  on  the  famous  36'lii<| 
course  of  the  Saucon  Valley  Country  Club  were  attractions.  John  iL 
Long,  manager  of  publications,  ex-Springfield  Union  and  Boston 
script,  was  our  host  there  and  Max  Brown,  Bethlehem’s  popular  SaJ 
York  public  relations  man  and  ex-UP,  was  train  host.  Marshall  hlf 
ex-Reading  (Pa.)  Eagle,  is  a  new  man  on  the  PR  staff  at  HethMil 
and  Franklin  Banker,  ex-AP,  has  been  transferred  to  Buffalo.  I 
of  the  guests.  Charles  Sullivan,  Newark  Star-Ledger,  who  used  to  ij  I 
with  me  on  the  New  York  Sun,  said  he  will  be  married  in  Novedf  i 
to  an  English  girl  he  met  during  his  Navy  service.  f  | 

— New  York  Daily  Newt  columnist  Charles  McHarry  rep 
‘^There’s  a  guy  going  around  town  saying  he’s  me.  This  m 
IS  wrong.  I  m  me,  1  think.  This  same  fellow  sometimes 
he’s  my  assistant  and  1  know  for  sure  this  isn't  so.  One  o(( 
many  things  I  haven't  got  is  an  assistant.  The  most  distv 
thing  about  all  this  is  that  the  imposter  is  described  as  yon 
cleaner,  more  courteous,  more  affable  and  smarter  thaa  || 
original." 

— An  example  of  how  the  tip-off  on  a  news  story  of  woriihill 
importance  may  come  from  a  relatively  insignificant  ob'irvatwii 
given  by  Robert  St.  John,  former  AP  Balkan  correspondent,  in  hut 
book  of  journalistic  reminiscences,  “Foreign  Correspondent”  (l)ouh 
&  Co.).  In  1940.  foreign  correspondents  were  speculating  c 
the  German-Russian  military  pact  would  continue  or  whether  the 
army  would  attack  its  Soviet  ally.  Mr.  St.  John  was  AP  corre^f 
in  Bucharest.  Parked  in  front  of  his  villa  were  German  tanks  aadl 
noticed  the  Nazi  soldiers  were  reading  identical  books.  He  begli| 
campaign  of  trying  to  identify  the  book  by  giving  American 
to  a  young  soldier  and  eventually  the  youth  accepted  an  invitatkill 
go  into  the  house  long  enough  to  have  a  bottle  of  beer.  He  took  bf 
book  with  him.  It  was  a  German  army  edition  of  “Russian  for ! 
ginners.”  ....  Richard  O’Connor,  once  a  newsman  in  Detroit,  Vafc 
ton,  Boston,  Brooklyn,  Erie,  New  Orleans.  Chicago,  Los  Angeles  d 
New  York,  is  author  of  “Johnstown:  The  Day  the  Dant  Brob' 
(J.  B.  Lippincott  Co.).  .  .  .  Reporter  John  J.  Quigley,  Lynn  (Mk- 
Telegram-News,  was  unable  to  fulfill  an  assignment  to  cover  a  talk:' 
health  authorities  on  the  Asiatic  flu.  He  was  home  with  the  flu. 


— Henry  (Hank)  Gordon,  Cleveland  Prett  reporter, 
became  a  policeman  for  six  months  without  the  departmr;' 
knowing  it,  then  wrote  a  series  of  Page  1  inside  stories,  p* 
parking  ticket  the  day  the  first  story  ran.  .  .  .  Oscar  Frak' 
whose  United  Press  column,  “Today’s  Sport  Parade,”  is  carrei| 
by  more  than  400  clients,  is  co-author  of  “The  Untouchable 
(Julian  Messner,  Inc.)  about  breaking  the  (iapone  mob. 
Whitechapel  Pub  of  the  I.a  Salle  Hotel,  Chicago,  famed 
venerable  gathering  place  for  newspapermen  with  front-page  naH 
as  murals,  has  been  given  a  scale  model  of  the  8-unit  and  2-fom 
Goss  Headliner  Press.  The  model  was  presented  by  Scotty  Cant 
bell,  manager  of  the  New  England  Newspaper  Supply 
through  C.  S.  Reilly,  vicepresident-sales,  Goss  Printing  PreM  b 
....  John  J.  Pullen  of  N.  W.  Ayer’s  Philadelphia  office,  (W'l 
with  the  Kennebec  (Me.)  Journal,  is  author  of  “The  Twenti^ 
Maine"  (J.  B.  Lippincott),  story  of  that  regiment  in  the  Cr- 
War.  .  .  .  William  A.  Monacelli,  Albion,  N.  Y.,  AP  stringer, 
sitting  on  a  hot  story  and  didn’t  know  it.  He  was  typing  a  Mte. 
smelled  smoke,  found  the  floor  under  him  afire. 


— Ed  Easterly,  ex-AP,  Louisville,  is  editor  of  The  Comrnunu 
new  monthly  magazine  published  by  the  Kentucky  Legislative  Kt- 
Commission,  State  Capitol,  Frankfort.  ...  A  nine-foot  bronze  statue 
British  newspaper  magnate  Lord  Beaverbrook  was  unveiled  at  Fredef; 

ton  N.  B . Buffalo  Courier-Express  police  reporter  William  ■' 

Callahan  was  slightly  surprised  when  he  received  a  telephoned  imiit' 
at  police  headquarters  from  Liverpool.  England  about  traffic  dcatk  * 
an  ex-Liverpool  resident.  And  Buffalo  Evening  News  staffer  Jeriy 
on  vacation,  found  the  Wild  West  woolier  than  expected.  His 
brakes  failed  in  Hell’s  Canyon  on  Snake  River,  which  separates  Ida:, 
and  Oregon.  50  miles  from  the  nearest  village.  A  cable  broke  vfhfU'j 
truck  tried  to  pull  the  car  and  then  the  bumpers,  lashed  together  • 
the  broken  cable,  broke  apart  eight  times  during  a  hazardous  mnunta  < 
descent.  .  .  .  The  Estelline  (S.D.)  Journal  is  reprinting  in  weekly  - 
stallments  the  book,  “Track’s  End”  (Harper  &  Bros.,  1911),  by  Hay.  i 
Carruth,  once  on  the  New  York  Tribune  and  later  for  many  yf‘' 
writer  of  The  Postscript  department  of  the  W Oman’s  Home  Compof<‘ 
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Whats  under  wraps  for  '58..? 

(And  how  many  will  you  help  to  sell?) 


Since  the  abandonment  of  dealer  co-op  advertising  by  auto 
makers,  the  decision  on  placement  of  an  estimated  SI 82 
million  worth  of  newspaper  space  is  being  made  at  the 
factories  .  .  .  and  by  men  who  have  not  been  so  active  in 
the  buying  picture  until  now. 

This  change  creates  new  and  urgent  problems  for  your 
representatives.  How  best  to  cover  these  new  buying  influ¬ 
ences  .  .  .  rapidly,  accurately  and  thoroughly.’  It’s  not 
easy,  and  above  all,  it  takes  time. 

The  most  effective  way  to  do  it.’ 

^'ell,  why  not  check  with  your  representatives?  We’re 
pretty  certain  they  will  agree  that  your  first  selling  effort 
should  be  done  through  the  pages  of  the  auto  industry’s 
own  newspaper,  AUTOMOTIVE  NEWS. 

Here’s  why:  AUTOMOTIVE  NEWS— and  AUTOMOTIVE 
NEWS  alone — each  week  gathers,  sorts,  edits,  interprets 
and  prints  the  vital  happenings  of  the  vitally  important 
auto  industry.  To  deliver  this  news — while  it  still  is  news 
— to  more  than  44,000  paid  subscribers*  (some  150,000 
readers)  requires  14  full  time  editors  and  more  than  100 
correspondents. 

You  will  want  to  find  out  for  yourself  how  AUTOMO¬ 
TIVE  NEWS  has  helped  introduce  over  35  other  local 
newspapers  like  your  own  to  the  men  who  will  now 


decide  when  and  where  Si 82  million  worth  of  news¬ 
paper  space  will  be  spent.  To  find  out  how  you  can  be 
sure  of  your  share  of  this  gigantic  investment,  why  not 
get  in  touch  with  your  nearby  AUTOMOTIVE  NEWS 
representative  today;  he  will  welcome  the  opportunity  to 
discuss  this  new  situation  with  you. 

♦86%  of  whom  annually  renew  their  subscriptions  at 
the  regular  $8  rate.  They  are  offered  no  premiums,  cut 
rates,  or  special  inducements. 

NEW  YORK:  Edward  Kruspak,  Ray  Billingham,  Howard  E.  Bradley, 
Murray  Hill  7-6871 

CHICAGO:  J.  Goldstein,  William  H.  Gallagher,  State  2-6273. 
DETROIT:  R.  L.  Webber,  William  R.  Maas,  Roy  Holihan,  Wood¬ 
ward  3-0<9S. 

LOS  ANGELES:  R.  H.  Dicbler,  Dunkirk  3-0303. 

The  Most  Influential  Publication  in  the  Automotive  Industry 
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editorial 

Progress  in  Color 

This  “Color  Progress  Edition”  is  designed  to  reveal  whether  news¬ 
paper  color  has  made  advances  in  (juality.  We  know  that  ROP 
color  has  made  great  strides  quantitatively— it  is  available  in  852  news¬ 
papers  in  the  U.S.  and  Canada  and  color  linage  is  increasing  rapidly. 
But  how  has  it  been  doing  qualitatively? 

The  first  ROP  Color  Conference  in  Chicago  a  year  ago  was 
devoted  primarily  to  a  discussion  of  the  technical  know-how  involved 
in  producing  better  color.  On  the  eve  of  the  Second  Color  Conference 
it  is  worthwhile  appraising  the  results  of  the  first.  Did  the  participants 
go  home  and  forget  all  they  heard?  Or  have  they  been  applying  what 
they  learned? 

The  consensus  in  this  issue  is  summed  up  in  a  comment  by  Leonard 
S  Matthews,  vicepresident  in  charge  of  media  for  Leo  Burnett  Co., 
who  says: 

‘  Yes,  it’s  true,  ROP  color  is  better  than  ever  and  the  industry  has 
made  progress  this  vear.” 

But  that  statement  does  not  mean  that  newspaper  and  agency 
production  executi\  es  can  now  rest  on  their  laurels.  As  Mr.  Matthews 
and  others  in  this  issue  point  out,  there  is  still  a  job  to  be  done— 
there  is  still  room  for  improvement  in  techni(|ues  and  materials  used 
from  advertising  agency  to  final  press  run. 

Some  agency  men  point  out  there  is  still  a  lack  of  color  standards, 
register  and  know-how  in  many  newspaper  plants  (in  spite  of  the 
over-all  progress  noted).  Another  agency  man  notes  that  newspaper 
color  failure  “more  often  than  not  belongs  on  the  desk  of  the  agencv 
art  director  and  production  man.” 

These  problems  will  be  solved  through  the  catalyst  of  tin*  ROP 
Color  Conferences  this  year  and  in  the  future.  The  originators  of 
this  annual  ev’ent— the  .\merican  Association  of  Newspaper  Rei^resen- 
f;;tives,  the  Advertising  Agency  Men’s  Production  Club  of  Chicago, 
and  the  Art  Directors  Club  of  Chicago— can  be  proud  of  the  interest 
they  hav'e  stimulated  in  better  color  reproduction.  The  rewards  to 
the  newspaper  business  of  increasing  quantity  and  qualitv'  of  color 
is  self-evident. 


Athletes,  Yes;  Reporters,  No! 

^  ECRET.ARY  of  State  Dulles  has  announced  that  bona  fide  athletes 
from  all  Communist  countries,  including  Red  China,  will  be 
admitted  to  the  United  States  to  jjarticipate  in  the  1960  Olympic 
games  in  California.  The  fingerprint  requirement  will  be  waived. 

A  month  ago  Mr.  Dulles’  State  Department  said  a  selected  group 
of  U.S.  correspondents  would  be  permitted  to  go  to  Red  China  but 
there  would  be  no  reciprocity  e.xtended  to  new’smen  from  that  countrv . 
Belatedly,  that  pronouncement  was  softened  bv  the  admission  that 
applications  by  Communist  Chinese  newsmen  would  be  processt'd 
under  our  laws. 

Why  this  discrimination?  The  State  Department  contended  for 
almost  a  year  that  one  of  its  reasons  for  preventing  U.S.  correspondents 
from  going  to  Red  China  was  to  avoid  any  appearance  of  a  “cultural 
exchange.”  Apparently  athletes  don’t  come  under  that  definition  but 
newsmen  do.  We  cannot  see  the  justification  for  denying  travel 
privileges  to  our  own  news  correspondents  as  well  as  those  from 
abroad  while  at  the  same  time  facilitating  similar  travel  for  athletes. 

This  merely  emphasizes  once  again  the  utter  confusion  that  has 
existed  in  the  State  Department  with  respect  to  the  basic  principles 
of  world  freedom  of  information. 


And  He  spoke  a  parable  unto  them  iij 
this  end,  that  men  ought  always  to  prr 
and  not  to  faint. — Luke.  Will;  1. 
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‘THEY  BLANKETED  THE 

In  33  years  at  the  Standard-Times,  from 
the  police  reporter’s  beat  to  the  editor’s 
seat,  I  have  seen  more  than  a  few  stories 
of  catastrophes— land,  sea  and  aerial. 

Never  has  a  story  struck  this  community 
with  more  impact  or  inspired  more  deeds  of 
heroism  and  sacrifice  than  the  Northeast 
Airlines  plane  crash  Sunday  night  (Sept. 

15)  at  New  Bedford  Municipal  Airport, 
which  took  11  lives  and  injured  13  persons. 
This  includes  the  hurricanes  and  tidal  waves 
of  19.38  and  1944. 

I  want  to  tell  about  the  performance  of 
the  staff  of  the  Standard-Times,  not  about 
the  New  Bedford  community. 

If  editors  have  doubts  about  the  quality 
of  the  young  men  and  w’omcn  coming  out 
of  the  colleges  these  days— and  I  had  some 
—an  experience  on  a  big  story  may  set  fears 
at  rest  for  others- as  it  did  for  me. 

We  have  been  expanding  our  staff  with 
giant  strides  in  the  last  few  vears,  some 
reporters  going  into  the  field  that  includes 
the  islands  of  Martha’s  Vinevard  and  Nan¬ 
tucket  and  right  down  Cap<‘  Cod  to  the  tip 
at  Provineetown. 

Others  have  come  onto  the  c'itv  staff  to 
replace  veterans  who  retired  undc'r  our 
companv  pension  plan. 

The  veterans  had  covered  such  stories  as 
the  hurricane  of  1938,  94  dead,  .$6,000,000 
damage; 

The  hurricane  of  1944,  5  dead.  .$5,000,000 
damage; 

Sinking  of  the  S-51  off  Block  Island.  R.I., 
Sept.  2.5,  192.5— crew  of  .33  lost; 

Sinking  of  the  II. S.  Submarine  S-4  off 
Provineetown  Dec.  17,  1927,  after  collision 
with  CG  Cutter  Patdding— 40  men  lost; 

Nantucket  Lightship  struck  bv  Steamer 
Olvmpic,  Mav  19.34— seven  men  lost; 

Death  of  14  men  and  rescue  of  -37,  .■Xpril 
194.5,  in  collision  of  a  Canadian  tanker  and 
.\merican  cargo  ship  off  Hen  and  Chickens 
Light  in  Vineyard  Sound; 

Motor  Launch  Constance  sank  Sept.  10, 
1949,  between  Falmouth  and  Nantucket— 

9  dead: 

Two  oil  tankers— the  Pendleton  and  the 
Fort  Mercer— broke  in  half  off  Chatham  in 
severe  storm,  February  19.52—1.5  dead,  6.5 
rescued; 

Collision  of  C-47  military  transport  plane 
and  F-94  jet  fighter  at  Camp  Edwards  on 
Cape  Cod,  April  10,  1952—12  dead; 

Sinking  of  pleasure  sloop  in  Cape  Cod 
Bav,  June  19.52—7  dead; 

Collision  of  the  Italian  liner  Andrea  Doria 
and  the  Swedish  liner  Stockholm,  Julv  2-5, 
1956— .50  dead.  1,664  rescued. 

The  report  of  the  Northeast  Airlines  plane 
crash  came  from  police  at  10  o’clo<-k  Siin- 
dav  night. 

Here  is  some  idea  of  what  our  staffers  did: 

A. — In  the  office  writing  his  Siindav 
assignments,  he  went  to  the  scene  at  the 
swamp  near  the  airport  and  staved  fh«'re 
during  the  night. 

B. — He’s  in  the  Sunday  department,  but 
he  came  in  to  the  office  without  c:dl  and 
went  to  the  scene. 

C. — He  came  into  the  office  on  his  own 


STORY  THOROUGHLY’ 

accord,  handled  phon«‘s  and  directed  cover¬ 
age  for  the  AP  all  night. 

D. — lie  reported  from  the  key  infonnation 
posts'. 

E. — He  watched  at  Acushnet  Hospital  and 
police  headquarters. 

F’.— 1  le  went  to  the  'airport  and  wrote  the 
lead  story. 

G.— He  was  on  the  de.sk  Sunday  night; 
stayed  until  dawn. 

11.— She  came  in  early  and  interviewed 
survivors  at  the  ho.spital. 

I. — He  came  in  early  and  checked  the 
confusing  survivor  listings. 

J. — He  went  to  the  scene  and  helped  move 
survivors  out  on  litters,  then  came  back  to 
write  his  experiences. 

K. — She  got  out  of  bed  and  sped  to  the 
hospital  to  stay  up  all  night  and  interview 
survivors. 

L. — Ho  got  out  of  bed  and  went  to  the 
hospital. 

M. — He  went  to  the  sc«'ne  of  the  crash 
and  covered. 

N.  and  O.— Thev  checked  at  the  North¬ 
east  station  on  the  islands  and  obtained 
identities  of  passengers  and  biographies. 

P.  Q.  and  B.- Thev  went  out  to  the  air¬ 
port.  took  the  pictures  there  and  at  the 
hospital.  One  was  on  vacation,  but  be  got 
out  of  bed  when  called  and  worked  all  night. 

The  record  doesn’t  include,  of  tours*', 
the  city  editor  and  the  managing  editor  who 
worked  from  otfiee  and  home  in  correlating 
the  coverage. 

Nor  does  it  include  the  editor. 

He,  poor  sotd,  just  happened  to  be  "down 
at  the  office’’  at  10  p.m.,  making  plans  for 
the  Monday  editions. 

.\bout  12  midnight,  before  the  plane  had 
lieen  found  but  while  reporters  were  crawl¬ 
ing  through  swampland  to  find  the  sur¬ 
vivors,  led  by  the  cries  and  screams,  a 
reporter  of  a  New  York  City  newspaper 
t<'lephoned  the  Standard-Times  newsroom: 

“Have  you  got  anvone  on  the  plane  crash 
story?”  he  asked. 

“About  30  or  40  persons,”  I  replied. 

“I  didn’t  know,”  he  commented.  "I  knew 
you  were  an  afternoon  paper  and  wondered 
if  von  had  anything  on  the  storv  tonight.” 

Pat  Yale,  chief  of  the  .\ssociated  Press 
bureau  at  Boston,  wrote  Managing  Editor 
Dick  Early  as  follows: 

“I  can’t  STieak  too  highiv  of  the  work  don*' 
for  us  bv  both  vour  news  and  photo  p«'r- 
sonnel.  Thev  blanketed  the  story  thoroughlv, 
si-)eedilv  and  accurately.  We  heard  from  w 
many  of  vour  staffers  I’m  not  going  to  trv 
to  list  anv  names  here  because  I  would 
certainly  omit  someone.  Please  I'list  quote 
me  as  saving  that  the  .Standird-Times  put 
on  a  real  team  iob  and  that  all  of  ns  in  the 
.\P  are  trratefid.” 

Too  had  our  staff  didn’t  n-alize  we  were 
an  “afternoon  paper.” 

CnvBi.Fs  |.  Lf.win 

FIditor, 

Sew  Bedford  (Mass.)  Standard-Times 
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The  traffic  situation  is  so  bad  wherever  you  go  these  days,  they’ve 
revised  that  old  saying  to  read  “all  the  world  loves  a  mover.”  And  a 
mover  is  what  Joseph  C.  Ingraham  is— a  reporter  whose 
fast-moving  stories  in  The  New  York  Times  about  traffic  make 
traffic  move  faster  tomorrow  than  it  did  today. 

Joe  Ingraham  has  been  a  reporter  for  more  than  30  years. 

He  started  while  still  in  college,  working  nights  and  summers  to  make 
his  w’ay  through  Northwestern  and  then  Ohio  State.  It  may  be 
that  his  early  years  as  a  medical  student  help  him  diagnose  traffic  ills 
as  part  of  his  present  job  as  automobile  editor. 

Joe  first  tangled  with  New  York  City  traffic  in  1924.  He  worked  first 
for  the  New  York  City  News  Association,  then  for  the  New  York 
World.  He  joined  The  Times  in  1930.  Working  the  police  beat,  he 
soon  had  a  reputation  for  having  covered  every  district  in  the  city. 

As  traffic  increased  and  its  problems  mounted,  Joe  found 
himself  more  involved  in  it.  By  1945  he  had  become  a 
specialist  in  traffic.  In  1952  he  traveled  10,000  miles  — many 
on  foot— to  do  a  notable  round-up  of  traffic  problems  and  solutions 
in  a  dozen  major  U.  S.  cities. 

This  led  to  his  writing  a  book  on  the  subject,  “Modern  Traffic 
Control,”  which  today  is  used  as  a  text  practically  everywhere  that 
traffic  administration  is  taught.  His  clear,  authoritative 
reporting  on  traffic  matters  has  won  numerous  awards. 

On  The  Times  staff  alt  over  the  world  you  will  find  many  editors 
and  reporters  like  Joe  Ingraham.  Specialists  in  their  fields, 
they  join  talents  to  produce  every  day  a  newspaper  that  is  lively, 
informative,  fascinating  to  read.  They  put  more  into  The  Times. 
Readers  get  more  out  of  The  Times.  So  do  advertisers. 


JJark  Simie/5 
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ROP  Color  Called  Greatest 
Challenge  in  Media  Field 

Coverage  of  Top  100  Markets 
Will  Give  Medium  a  Lift 

By  Leonard  S.  Matthews 

Vicepresident-.Media,  Leo  Burnett  Co. 

There  is  no  greater  frontier,  no  bigger  challenge  in  the 
media  field  today  than  that  which  lies  ahead  in  the  develop¬ 
ment  of  ROP  color  newspaper  advertising. 

A  frontier,  because  literally  and  relatively,  ROP  color 
is  barely  standing  on  shaky  legs  as  a  national  advertising 
medium.  Certain  forward-looking,  progressive  individual 

newspapers  are  developinjr  ROP  - - 

color  by  leaps  and  bounds  in  increased  their  expenditures  in 
their  local  markets.  But  as  a  ROP  color  year  after  year.  In 
truly  national  medium,  ROP  fact,  a  study  of  ROP  linage  of 


ArntU 


color  is  barely  off  the  floor. 
What  media  planner  can  con 


the  top  25  newspapers  seems  to 
indicate  that  advertisers  have 
sider  ROP  color  as  a  national  met  the  newspaper  industry 
idvertising  medium  when  New  more  than  half-way  by  invest- 
York  City,  accounting  for  8.5%  ing  dollars  in  ROP  color  at  a 
of  the  population,  10.3%  of  the  greater  rate  than  the  increase 
food  sales  and  7.4%  of  the  drug  in  number  of  newspapers  ac- 
sales,  cannot  be  reached  with  cepting  ROP  color, 
this  medium? 

What  media  planner  can  tell 
his  client  that  the  ad  is  going 


Color  Rebirth 
Starting  with  1954, 


when 


relative  rebirth: 

%  Increase 

%  Increase 

In  Papers 

In  ROP 

Offering 

Color 

B&W  Plus 

Linage  Top 

1  Color 

25  Papers 

1954  7.9% 

12.6% 

1955  4.7 

23.1 

1956  4.2 

19.3 

to  look  80%  as  good  as  the  ® 

proof  in  all  or  most  of  the 
markets  where  ROP  color  is 
available? 

Paucity  of  Know-How 
Beyond  spot  color,  which  may 
[sot  be  worth  the  cost  premium 
many  instances,  what  kind 
f  color  can  an  agency  recom¬ 
end  with  confidence  when  you 

nsider  the  lack  of  color  These  figures  are  something 
itandards  and  the  paucity  of  less  than  completely  comparable 
'olor  know-how  which  exists  in  because  only  the  top  25  papers 
he  newspaper  medium  today?  are  included  and  the  reporting 
Simple,  two  color  register  periods  are  probably  not  iden- 
annot  be  counted  on  consist-  tical.  But,  I’m  sure  that  if  the 
in  the  majority  of  the  same  data  were  analyzed  on  a 
which  truly  national  basis,  the  same 
relative  picture  would  develop 
— advertisers  using  ROP  color 
at  a  greater  rate  than  the  in- 


670 


plus  newspapers 
^er  this  service. 

Yet,  despite  the  lack  of 
tandardization  of  production 

equirement.s,  difficult  to  read  dustry  development  in  terms  of 
cards,  papers  accepting  color. 

_ j,  lack  This  is  only  one  indication 

f  color  availabilities  and  all  of  why  I’ve  called  the  develop- 
he  other  hurdles  the  newspaper  ment  of  ROP  color  the  greatest 
“edium  has  thrown  (or  left)  frontier  in  the  media  field 
'  our  path,  advertisers  have  today, 
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Leotvard  S.  Matthews 

There’s  no  doubt  in  my  mind 
that  the  availability  of  good 
consistent  ROP  color  in  the  top 
100  markets  could  give  the 
newspaper  medium  an  unparal¬ 
leled  lift  in  advertising  revenue 
and  stature. 

I  know  of  no  other  medium 
today  which  could  reach  so 
deeply,  both  numerically  and 
emotionally,  into  the  minds  and 
pocketbooks  of  the  nation’s 
urban  families — if  I  could  buy 
it — as  ROP  color  newspapers. 
No  other  medium,  at  this  time, 
can  reach  urban  audiences  in 
depth  with  the  large  space  that 
some  advertising  jobs  require 
and  thus  deliver  the  degree  of 
sales  “impact”  of  good  ROP 
color. 

TV  Color  Threat 

But  television  is  not  sitting 
on  its  hands.  This  upstart 
medium,  which  has  made  itself 
known  as  a  formidable  com¬ 
petitor  for  national  advertising 
dollars,  may  steal  the  march 
from  ROP  color  if  the  battle 
of  color  economics  can  be  won 
and  the  price  of  color  sets 
brought  down  to  a  reasonable 
premium.  It  won’t  be  solved 
overnight  and  it  will  take  quite 
a  number  of  years  to  convert 
the  nation’s  40,000,000  television 
homes  to  color. 

But,  if  I  were  selling  news¬ 
paper  space,  I  would  sure  hate 
to  see  color  television  become 
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an  acceptable  national  medium 
before  ROP  color  became  an 
effective  national  competitor. 

Now  let’s  look  at  the  other 
side  of  the  coin.  The  editors  of 
Editor  &  Publisher  have  called 
this  the  “Color  Progress  Edi¬ 
tion”  and  I  was  asked  to  re¬ 
port  on  a  special  continuing 
study  we  at  Leo  Burnett  have 
been  making  of  ROP  color  re¬ 
production  and  the  “progress” 
of  the  industry  in  this  area, 
as  we  see  it. 

Leo  Burnett  Study 

About  a  year  ago,  discour¬ 
aged  by  the  tremendous  varia¬ 
tion  in  reproduction  quality  we 
were  getting  in  ROP  color 
newspapers,  we  instituted  a 
study  designed  to  rank  papers 
by  their  ability  to  consistently 
reproduce  acceptable  ROP  color. 
I  say  consistently,  because  not 
only  did  we  find  great  varia¬ 
tions  between  markets,  which 
you  would  expect,  but  also  be¬ 
tween  different  ads  run  in  the 
same  newspaper  from  the  same 
campaign.  And,  these  were  ads 
of  consistent  ROP  color  repro¬ 
duction  values  as  they  left  our 
Production  Department. 

Our  initial  study  involved  the 
collection  of  five  tear  sheets 
from  every  major  four-color 
ROP  advertisement  which  came 
to  the  attention  of  the  Adver¬ 
tising  Checking  Bureau  in  a 
three-month  period. 

A  panel  of  five  judges  from 
the  Media,  Art,  Production  and 
Service  Departments  examined 
each  of  these  five  tear  sheet.<$ 
(Continued  on  page  84) 
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Second  Annual  ROP  Color  Conference 


Hoe  Provides  Stylish 
Promotion  for  Color 


SUNDAY  -  SEPT.  22 
6:30  PM — Cocktails  &  Buffet, 
R.  Hoe  &  Company. 

MONDAY  -  SEPT.  23 
9:15  AM — Welcome  to  Color 
Conference,  J.  H.  Sawyer, 
Sawyer-Ferguson-Walker  Co. 

9:30  AM — Keynote,  Lawrence 
T.  Knott,  Chicago  Sun  Times. 

9:45  AM — How  Action  Colors 
Sell,  0.  C.  Holland — Printinj? 
Ink  Division,  Interchemical 
Corp. 

10:15  AM — How  Color  Pro¬ 
duces,  presentation  by  Robert 
N.  Weed,  National  Newspaper 
Promotion  Association. 

10:45  AM  —  Newspapers’ 
Color  Role  in  Establishing  a 
Brand  Image,  Walter  Kurz, 
Chicago  Tribune. 

11:15  AM — Newspaper  Color 
and  the  Campaign  Plan,  Vin¬ 
cent  R.  Bliss,  Earle  Ludgin  & 
Co. 

Noon  —  Luncheon,  Irwin 
Maier,  Milwaukee  Journal, 
“Future  of  ROP  Color,” 

2:00  PM — Movie,  Kenneth 
F'lood  San  Diego  Union  Tribune. 

2:30  PM — Progress  in  Over¬ 
coming  Present  Problems,  Ver¬ 
non  Spitaleri,  Sta-Hi  Corp. 

3:00  PM — Color  Challenges 
the  Art  Director,  John  Amon, 
Needham,  Louis  &  Brorby. 

3:30  PM — Agency  Color  Pro¬ 
duction  Problems,  Frank  Stolz, 
Batten,  Barton,  Durstine  & 
Osborn. 

3:45  PM — Color  on  a  Shoe¬ 
string,  Louis  B.  Spilman, 
Waynesboro,  (Va.)  News. 

4:15  PM — AN  PA  Services, 
Richard  Lewis,  ANPA  Mechani¬ 
cal  Dept. 

4:30  PM — Tour  —  Chicago 
Sun  Times. 

6:00  PM — Cocktails  —  Chi¬ 
cago  Sun-Times. 

TUESDAY  -  SEPT.  24 
9:15  AM — Keynote,  Charles 
Lord,  Indianapolis  Star  and 
News. 

9:30  AM — Creative  Oppor¬ 
tunities,  Arthur  A.  Porter,  J. 
Walter  Thompson  Co. 

10:00  AM — Color  in  the 
Northwest,  Gilbert  Swanson, 
Spokane  Spokesman  Review 
and  Chronicle. 

10:30  AM  —  Merchandising 
Color,  Mark  Cox,  Wilson  &  Co. 

11:00  AM — Color  in  Black 
&  White,  Miss  Sue  Sizer,  Nie- 
man  Marcus. 


11:30  AM — Coloi’  Impact, 
Carl  Nelson,  Publication  Re¬ 
search  Service. 

Noon  —  Luncheon  —  Basil 
Walters,  Chicago  Daily  News, 
“Why  Peace  In  the  Middle 
East  Is  Important  to  America.” 

2:15  PM — Food  Dynamics, 
C.  W.  Plattes,  General  Mills, 
Inc. 

2:45  PM — Coloroptics,  Robert 
K.  Drew,  Mihcaukee  Journal. 

3:15  PM — What’s  New  in 
ROP  Color,  Louis  Brownell,  Jr., 
Reilly-Lake  Shore  Electrotype 
Divisions. 

3:30  PM— Food  Page  Editor¬ 
ial  Color,  Miss  Bertha  Hahn, 
.Miami  Daily  News. 

4:00  PM— The  Art  of  ROP 
Color,  Dent  Hassinger  &  Ed¬ 
ward  Falasca,  Bureau  of  Ad¬ 
vertising. 

4:30  PM — Summary,  James 
Gediman,  Hearst  Advertising 
Service. 

5:00  PM — Cocktails,  Howard 
Flint  Ink  Company. 

7:00  PM — ROP  Color  Awards 
Dinner,  Master  of  Ceremonies: 
Harry  King,  Chicago  Tribune. 
Speakers:  John  P.  Carmichael, 
Chicago  Daily  News;  Warren 
Brown,  Chicago  American; 
James  P.  Armistead,  Nashville 
liatiner  Tennessean,  and  Dr. 
Albert  Sutton,  Medill  School 
of  Journalism. 

Presentation  of  Editor  & 
Publisher  Awaids  —  Robert  L'. 
Brown. 

Dinner  sponsors:  Reilly-Lake 
Shore  Electrotype  Divisions, 

‘  Collins,  Miller  &  Hutchings, 

.  Inc.,  Goss  Printing  Press  Co.- 
'  Sinclair  &  Carroll  Co. 

WEDNESDAY  -  SEPT.  25 
9:00  AM — Shirt  Sleeve  Panel 
Discussions:  ROP  Color  Art  & 
Engraving  —  Moderator,  Gor¬ 
don  Kuster,  Columbus  Dis¬ 
patch;  Einvin  Meissler,  Need¬ 
ham,  Louis  &  Brorby;  Roman 
Demski,  Collins,  Miller  Hutch¬ 
ings;  Gene  Kowall,  D’Arcy  Ad¬ 
vertising;  Ernest  Klostermann, 
Lake  Shore  Electi’otype. 

Stereotype  &  Press  Room 
Pioblems  —  Moderator,  Harry 
Eybers,  Washington  Post  and 
Times  Herald;  Lester  Walker, 
Fremont  (Neb.)  Tribune;  Jo¬ 
seph  McMullen,  Milwaukee 
Journal;  William  Dorriss,  Des 
Moines  Register  -  Tribune; 
George  Fuller,  Cleveland  Press 
and  John  Vlk,  LaCrosse  (Wis.) 
Tribune. 


Chicago 

The  beauty  and  dramatic  im¬ 
pact  of  women’s  fashions  are 
being  put  to  work  to  sell  ROP 
color  for  newspapers. 

A  spectacular  promotion, 
featuring  exclusive  creations  by 
25  world  famous  fashion  houses 
and  valued  at  more  than 
$30,000.  has  been  created  by 
R.  Hoe  &  Co.,  Inc.,  of  New 
York  City,  press  manufacturer, 
for  a  premiere  at  a  reception 
Sunday  on  the  eve  of  the  Sec¬ 
ond  Annual  Newspaper  ROP 
Color  Conference. 

The  promotion  consists  of  an 
ROP  Color  Fashion  Show  in 
which  all  of  the  fashions  and 
accessories  have  been  executed 
in  the  process  colors  established 
as  standards  by  the  American 
Newspaper  Publishers’  Associa¬ 
tion.  The  finale  presents  a 
collection  of  evening  gowns, 
valued  at  up  to  $3,500  each,  in 
the  x’ainbow  of  colors  and 
shades  produced  on  modern 
newspaper  presses. 

“This  marks  the  first  time 
in  American  newspaper  history 
that  a  manufacturer  of  equip¬ 
ment  or  supplies  has  offered 
the  newspaper  industry  a  pro¬ 
motion  tool  to  help  merchandise 
its  end-product  to  advertisers 
and  readers,”  said  Joseph  L. 
Auer,  Hoe’s  president.  “Until 
now  the  promotion  of  ROP 
coloi-  has  been  the  province  of 
the  more  forward-looking  news- 
jfapers,  their  advertising  rep¬ 
resentatives  and  various  pub¬ 
lishing  groups.” 

Hoe  Company  is  making  this 
j)romotion  available  to  any 
newspaper  that  wants  to  use 
it,  he  said,  “regardless  of  whose 
I)rinting  equipment  it  is  using 
or  whose  equipment  it  intends 
to  install.” 

Giant  Newspaper  Sets 

Commentator  of  the  show  is 
Miss  Maggi  Daly,  a  noted  figure 
in  the  Chicago  fashion  world. 
She  appears  on  stage  in  a 
shimmering  white  gown,  rep¬ 
resentative  of  white  news  print. 
Her  two  male  assistants  wear 
coal  black  evening  attire  to 
lepresent  black  ink. 

Background  for  the  show  are 
tw'o  giant-size  newspajxer  pages 
with  a  ma.sthead  reading  “Hoe 
Color  Press  —  152  Years  of 
Service  to  the  American  News¬ 
paper  Industry.”  All  headlines 
deal  with  ROP  color.  For  ex- 
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COLOR  SELLS  EVERY¬ 
THING! 

PUT  IT  TO  WORK  FOR  YOt 


COLOR  PUTS  NEW  SALESI 
IMPACT  ! 

INTO  ‘ADS’  AIMED  AT  i 
WOMEN  j 


COLOR  HITS  MEN  jl 
READERS  I 

80%  HARDER  THAN  B4I  * 

The  two  pages,  each  ineasu: 
ing  12  by  8  feet,  are  in  bUs 
and  white.  The  “illustrati(MH 
are  live  models  dressed  entiKt 
in  black  and  white  creation  i 
made  especially  by  Haniii 
Troy,  Christian  Dior,  Seas 
and  Junior  Sophisticates.  Fol 
lowing  this  visual  introductw 
to  the  limitations  of  the  blati 
and  white  newspaper,  the  stip  I 
is  blacked  out.  In  less  than  frt  ; 
seconds  the  lights  come  on  fc 
reveal  that  the  black  and  whiti  , 
models  have  been  replaced  wit! 
others  almost  identical  in  a[h  [ 
pearance  and  pose  and  dreswi 
in  the  same  fashions  but  bw 
executed  in  process  colors. 

In  front  of  the  newspape:  , 
pages.  Miss  Daly  introdiKfi 
three  collections  of  fashioE 
each  in  a  different  proces 
color. 

The  finale,  with  its  collectio: 
of  multi-colored  gowns,  sue 
marizes  the  ROP  process:  Mis 
Daly  in  white,  her  assistaut; 
in  black,  the  standard  proce-s 
colors  repiesented  in  the  liw 
“illustrations”  of  the  newspa 
per  pages,  and  evident  in  tb 
brilliant  evening  gowns  are  tb 
myriad  effects  that  can  be  pr^ 
duced  by  the  ROP  color  process 

Hoe  officials  said  the  cot 
pany  was  in  the  process  i 
completing  a  35-minute,  souK 
motion  picture  in  color  whic 
will  include  the  Color  Fashi? 
Show  as  well  as  interview  - 
with  famous  fashion  designed  ; 
who  are  enthusiastic  abot' 
newspapci’  coloi'  as  a  sales  tiX' 

A  print  of  the  film  is  to  ' 
made  available  on  a  free  1'^- 
basis  to  any  newspaper  for 
in  promotion  to  its  own  ifta 
merchants  or  potential  advi 
tisers.  Mr.  Auer  said  the  fi 
would  contain  no  “commeicia 
for  Hoe. 

Mr.  Auer  said  Hoe  wou 
lend  full  assistance  to  af 
newspaper  that  wished  to  utiii: 
the  Fashion  Show  technic 
without  the  film. 
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Staff  Photographer 
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Chief  Photographer 

New  Haven  (Conn.)  Register 


Bayard  Lawes 

Chief  Photographer 
Royal  Oak  (Mich.)  Tribune 


Jim  Osborne 


Staff  Photographer 
Rochester  Times-Union 


Al  Madsen 

Director  of  Photography 
Chicago  Tribune 


Marion  Johnson 

Photo  Dept.  Mgr. 
Atlanta  Newspapers 


Gordon  N.  Converse 

Chief  Photographer 
Christian  Science  Monitor 


(vlichael  Uuoowich 

Photo  Supervisor 
Sudbury  (Ont.)  Daily  Star 


Colorful  Haun  Slaps 
'Blind'  Picture  Editors 


HANDS  complement  the  FACE  in  expressing  personality,  as  evidenced 
by  these  studies  made  at  the  Rochester  Photo  Conference  last  week. 
What  do  you  do  with  your  hands  while  listening  to  speaker  after 
speaker?  Photos  by  Joe  Clark,  Detroit  freelance. 


ture-editin}?  job  without  any  what  m 
know’ledge  of  pictures,  never  Mr.  Hau 
study  them  while  they  have  the  “You 
position  and  consider  photo-  said.  “A 
They  like  gfaphy  a  stepbrother  to  jour-  editors  j 
nalism  anyway.  all  they  1 

“The  way  most  editors  pick  meeting, 
picture  editors,”  he  roared,  “is  expert  a 
a  fair  indication  of  what  they  “They 
think  of  pictures.  They  take  spending 
some  goof  from  the  copydesk  three  ru 
and  he  be-’ornes  a  sort  of  clerk,  to  some 
He  has  no  authority,  no  voice  (C'owi 
in  what  goes  into  the  paper.” 

He  hitched  up  for  thf  tenih 
time  and  rhrew  that  wonder- 
ful  jaw  out  to  here.  “I  am  th“  ‘ 
boss  of  the  photo  department. 

am  boss  of  the  art  d''part- 
ment.  I  boss  pictures  in  any  de- 
No  one  doubted  it 
for  a  minute. 

This  business  of  picture  edit- 
ing,  he  went  on,  is  not  for  ama- 


iiies 


Charley  Haun,  picture  editor,  age  picture  editor.  “' 

Detroit  (Mich.)  Free  Prena,  un-  a  one-column  to  run  with  an 
buttoned  his  coat,  hitched  up  obit  or  a  good  shot  of  President 
his  pants,  tugged  on  his  lapels,  Eisenhower  at  his  press  confer- 
threw  out  his  bulldog  jaw,  ence.  That  is  their  idea  of  pic- 
reared  hack  and  spat  acid.  tures.  Anything  else  is  some- 

His  target:  picture  editors,  thing  that  gets  in  the  way. 

In  words  as  colorful  as  the  “Oh,  they  will  concede  the 
autumn  woods,  the  old-style  use  of  pictures.  It  helps  break 
live-eating  orator  said  that  up  the  solid  type.  It  makes  for 
most  picture  editors  who  say  a  better-looking  paper.  That  is 
they  like  pictures  are  a  bunch  what  they  mean  when  they  say 
of  color-blind  hypocrites.  they  like  pictures.  Let’s  face  it 

The  explosion  came  at  last  — most  editors  are  word  men.” 
week’s  Second  Rochester  Photo  What’s  worse,  he  said,  many  * 

Conference.  After  the  barbs  editors  can’t  even  see  pictures, 
have  been  picked  out  of  each  They  should  be  made  to  take  a  Pavtment. 
picture  editor’s  skin,  they  will  picture-blindness  test.  If  they 
be  collected  and  converted  into  took  such  a  test,  he  snorted,  two 
a  record  so  that  others  in  the  thirds  of  them  would  be  shown 
business,  especially  photogra-  to  have  a  disease  that  prevents  teurs,  although  most  papers  “let 
phers,  can  enjoy  the  speech  as  them  from  seeing  anything  some  meathead.  some  word- 
much  as  the  audience  did.  larger  than  12''-pt.  type.  loving  news  editor,  do  their  pic- 

“Sure  ”  he  said,  “they  like  Too  many  ed'tors,  according  ture  selecting  for  them.” 
pictures,”  referring  to  the  aver-  to  Mr.  Haun,  take  over  the  pic-  There  aren’t  any  rules  as  to 
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Charles  Haun 


Lipscomb  Sees  Newspaper  Ads 


HOW  HE  GOT  THE  J0| 

See  story  on  page  114 


Holding  Media  Leadership 


“The  more  I  learn  abaii 
newspaper  advertising, 


more  I  am  sold  on  it.  I 
constantly  amazed  by  the 


that  readers  really  like  ne 


New  BoA  President  Tells 
Plans  for  Growing  Grou[) 

By  Philip  N.  Schuyler 


Charles  T.  Lipscomb  Jr.  hired  for  the  office  of  Presi¬ 
dent  of  the  Bureau  of  Advertising  ANPA,  this  week  de¬ 
scribed  plans  he  has  in  mind  for  maintaining  newspaper 
leadership  over  all  other  media. 

The  selection  of  Mr.  Lips- - 


helped  find  him  for  the  Bureau 
would  tell  the  exact  amount. 

The  Bureau  operates  on  a 
budget  of  about  $2,000,000  a 
year. 

Mr.  Lipscomb  sold  the  Wil¬ 
liams  Company  to  Pharmaceuti¬ 
cals,  Inc.,  in  August.  He  had 
been  pi’esident  since  Oct.  15, 
1954. 

A  Bright  Future 

Immediately  he  I’eceived  of¬ 
fers  for  other  important  jobs. 


paper  advertising.  With  sod 
an  audience  it  is  no  wo: 
that  newspapers  offer  ad 
tisers  the  most  economitfi 
means  available  to  make  salet'i| 

Mr.  Lipscomb  was  asked  in] 
he  thought  that  newspapej 
space  should  be  sold  in  cwi 
petition  and  comparison  witi 
TV,  radio  and  magazines. 

“Most  good  salesmen 
their  product  on  the  basis  <1 
its  own  merits”,  he  replied.  l| 


comb  was  made  at  the  fall  fred  B.  Stanford  (from  April  to  have  never 

meeting  of  the  Bureau’s  board  July  1948),  and  most  recently  Mr  Lipscomb  told  E&P.  merchandise  or  services  elf., 

of  directors  at  Sun  Valiev,  Harold  S.  “Rusty”  Barnes  I  was  in  a  very  favorable  tively  sold  in  comparison  witS 
Idaho,  Sept.  12-13.  Richard  L.  (1948  to  April  1957).  position  ,  Mr.  Lipscomb  com-  their  competition. 

Jones  Jr.,  board  chairman,  said  Mr.  Lipscomb  was  president  S*"the  ’  BureL^^fitted  mr'oSli  His  Biggest  Job 

ofricer  t  n  Wi1Hq»y>o  —  •_  -  “I  think  that  the  develop^ 

ml 


the.  chief  executive  .  onicei  gf  j_  Williams  Company  and  personal  objectives  in  every  think  that  the 

brings  to  his  new  position  an  previously  headed  the  Pepsodent  way.  It  combines  selling  and  ment  of  merchandising  _ 

imposing  background  of  mar-  Division  of  Lever  Brothers,  marketing  with  top  manage-  salesmen  and  sales  executiw 
keting  and  ^les  management,  after  a  career  in  marketing  and  ^ent  in  a  corporation  that  is  is  the  biggest  job  facing  nt 
which  we  feel  can  very  definite-  selling.  building  a  bright  future.  I  am  talking  now  primarilT 

tL  nPwsnnnAr  ?T>Hnstrv^”  ^  Mr.  Barnes  was  receiving  a  “I  see  no  reason  why  the  about  the  135  people  in  th. 

^  reported  $50,000  a  year.  By  neivspaper  medium  should  not  bureau.  But  the  idea  of  develop- 

Sees  Linage  on  Rise  unconfirmed  report  Mr.  Lips-  continue  to  remain  the  biggest  *ag  sales  forces  for  the  nm 

In  an  interview  bv  telephone  ‘^®mh  will  receive  at  least  $75,-  of  all  advertising  media.  It  is  paper  medium  can  be  canw 
from  the  Sun  Valley  Lodge, 


where  Mr.  and  Mrs.  Lipscomb 
are  vacationing  until  he  takes 
over  the  new  job  Oct.  7,  Mr. 
Lipscomb,  detailed  his  own  con¬ 
victions  on  the  power  of  new’s- 
paper  advertising. 

He  said  that  he  saw  all  news¬ 
paper  advertising  climbing  in 
1957  and  again  in  1958  to  go 
ahead  of  the  record  of  $3,235,- 
600,000  (McCann-Erickson  fig¬ 
ure)  for  1956.  This  is  more 
than  is  spent  in  all  other  media 
combined. 

Through  the  Bureau’s  activi¬ 
ties  he  promised  to  continue  to 
keep  advertisers  and  their 
agencies  “posted  on  facts  tell¬ 
ing  why  newspapers  are  the 
most  powerful  advertising  me¬ 
dium  and  how  best  to  use 
them.” 

Expansion  of  the  Bureau  re¬ 
tail  workshops  into  what  might 
be  considered  a  means  whereby 
the  Bureau  could  help  member 
newspapers  and  special  repre¬ 
sentatives  select  and  train  space 
salesmen  is  among  his  projects. 

Mr.  Lipscomb  declared  him¬ 
self  completely  satisfied  with 
the  present  Bureau  staff. 

Mr.  Lipscomb  will  be  the 
fourth  chief  executive  of  the 
Bureau  since  its  founding  in 
1913.  He  is  the  first  to  have  the 
title  of  president.  Others,  called 
directors,  were:  William  A. 
Thomson  (1913  to  1948);  Al- 


000  compensation.  Neither  he,  the  most  powerful,  the  most  further  by  expansion  of  tk 
Mr.  Jones,  or  the  firm  of  dynamic  piece  of  merchandise  present  retail  workshop 


management 


consultants  that  I  have  ever  handled. 


Signs  of  Color  Progress  .... 


"Yes,  It's  true,  ROP  color  is  better  than  ever  and  the  Industry  has 
made  progress  this  year."  (page  9). 


Leonard  S.  Matthews 
Vicopresident-Medla.  Leo  Burnett  Co. 


gram.  (The  workshops  are  it 
signed  to  show  local  newsp»pe 
salesmen  how’  to  use  the  Bi- 
reau’s  materials  effectively.) 

“There  are  tremendous  op¬ 
portunities  open  to  the  Burnt 
to  help  newspapers  and  new: 
paper  representatives  trail 
their  men  in  order  to  mab 
them  better  and  more  effectm 
salesmen.  I  hope  to  be  able 
work  in  close  cooperation  will 
newspapers  and  special  repn- 


"On  tho  basis  of  the  growing  list  of  companies  Including  ROP  news¬ 
paper  color  in  their  advertising  schedules,  the  number  of  papers  adding 
facilities  to  handle  ROP  color,  and  the  increased  linage  reported  by  sentatives  toward  this  end.” 
ROP  color  newspapers,  the  trend  for  the  medium  seems  to  project  Lipscomb  had  a  specil 

healthily  upward,  (paqe  40).  j  -  i  x*  * 

Research  Report  commendatmn 

c  .  ,  ,  Robert  L.  Moore,  who  has  be# 

McCann-Erickson,  Inc.  . 

serving  as  acting  director 

the  Bureau  and  will  continue 
national  sales  manager. 

Throughout  his  business 
reer,  Mr.  Lipscomb  who 
49  last  March  4,  has  demoi- 
strated  his  belief  in  the  impor¬ 
tance  of  selecting,  developing 
and  working  with  people 
"Used  properly,  I  am  convinced  that  a  dollar  spent  In  ROP  color  impressive  personally 

can  deliver  more  readers  than  a  dollar  spent  in  black  and  white  news-  Bom  in  Greensboro,  N.  C., 
paper  advertising."  (page  78). 

Arthur  Porter 

Vicepresident-MedIa  Director,  J.  Walter  Thompson  Co. 


"The  expanded  availability  of  ROP  color  the  past  few  years  and  the 
tremendous  strides  in  technical  improvement  by  the  newspapers  have 
been  important  factors  in  our  appraisals  of  Its  merit  and  potential.  That 
is  why  this  year  for  the  first  time  our  color  linage  will  pass  the  million 
mark."  (page  76). 

Wesley  I.  Nunn 

Advertising  Manager,  Standard  Oil  Co.,  (Ind.) 
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"I  think  mkjst  of  us  are  producing  better  color  today  than  we  were 
last  year  at  this  time.  Although  research  Is  a  slow  process,  there  have 
been  constant  changes  and  Improvements  In  techniques  and  machines." 
(page  17). 

Harold  F.  Grumhaus 
Production  Manager.  Chicago  Tribune 


has  been  described  as  a  “courte-  ^ 
ous  southern  gentleman  of  thfjlpriv 
old  school.”  He  stands  six  fe«i  |bato 
three  inches  and  weighs  25'iuiKe 
pounds.  j'''  h 

He  has  three  children,  Caro^l  1 
line,  and  college-age  twini/'®’" 
Claudia  and  Charles,  Jr. 
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ility  as  an  amateur  actor.  He 
lys  bridge  and  gin  rummy, 
d  in  golf  he  shoots  in  the 
’s. 

He  played  football  at  the 
diversity  of  North  Carolina 
9m  which  he  was  graduated 
1928.  He  spent  another  year 
at  the  Graduate  School  on  a 
Teaching  Fellowship.  He  then 
enrolled  in  King’s  Business 
School  to  learn  shorthand  and 
typing.  He  still  uses  his  short¬ 
hand  effectively. 

Started  as  Stenographer 

“When  I  left  college  I  went 
to  work  as  a  stenographer  for 
the  Vick  Chemical  Company”, 
Mr.  Lipscomb  recalled  in  a  re¬ 
cent  public  speech.  “Pretty  soon 
I  found  myself  as  secretary,  or 
shadow,  or  flunky  to  Smith 
Richardson,  the  head  man. 

“In  the  early  30’s,  Mr.  Rich¬ 
ardson  had  a  picture  framed  of 
an  inexperienced  boy  at  the 
helm  of  a  boat  with  an  old  sea¬ 
standing  behind  him  with 
his  hand  on  his  shoulder  teach¬ 
ing  him  how  to  navigate.  Un- 
iderneath  w'as  the  slogan:  ‘A 
’chief  aim  of  Management  is 

finding,  training  and  gradual¬ 
ly  bringing  into  position  of  re¬ 
young  and  coming 

men.’ 

“Mr.  Richardson  said  that 
during  one  of  his 
campaigns  said  that  ‘every 
i'livate  must  have  a  marshal’s 
'aton  in  his  knapsack’  and 

a'gcil  me  to  keep  this  in  mind 
m  hiring  for  Vick. 

“That  was  27  years  ago  and 
.  ever  since  I  have  continued  to 
*'voik  very  actively  in  the  find- 
of  hi‘5  recruiting  and  selecting 

and  hi;  executives,  but  of 

21,  ^  PUBLISHER 


CHIEF  EXECUTIVE  OFFICER— Charles  T.  Lipscomb  Jr.,  at  left,  who 
becomes  president  of  the  Bureau  of  Advertising  next  month,  is 
pictured  at  Sun  Valley,  Idaho,  with  Richard  L.  Jones  Jr.,  center, 
and  Louis  A.  Weil,  chairman  and  vicechairman,  respectively,  of  the 
Bureau's  Board  of  Directors. 


young  trainees.” 

In  1939,  Mr.  Lipscomb  left 
Vick  to  join  the  Coca  Cola  Com¬ 
pany  in  Atlanta,  starting  in  the 
Fountain  Division.  He  became 
director  of  chain  store  sales. 

It  was  with  a  reputation  as 
a  successful  salesman  that  he 
went  to  McKesson  &  Robbins  in 
1942  as  vicepresident  in  charge 
of  the  Industrial  Selling  Di¬ 
vision.  Three  years  later  he  was 
made  assistant  general  sales 
manager  in  the  wholesale  drug 
division,  and  in  another  three 
years  (1948)  was  appointed 
vicepresident  and  general  sales 
manager  for  drugs  and  sun¬ 
dries.  In  this  position,  he  di¬ 
rected  1,100  salesmen  through 
six  regional  drug  sales  man¬ 
agers  and  72  divisional  sales 
managers. 

‘Most  Important  Property’ 

In  the  same  speech  pi-evious- 
ly  quoted  Mr.  Lipscomb  recalled 
this  experience  at  McKesson  & 
Robbins. 

“Between  1946  and  1950  we 
increased  the  sales  force  from 
650  to  1100  men”,  he  said.  “In 
that  time  we  probably  trained 
500  men  in  a  54-week  training 
course.  We  figured  that  these 
men  cost  us  at  least  $5,000  a 
man  in  the  course  of  training 
before  they  started  work.  That 
is  a  $2,500,000  investment  in 
training  sales  manpower. 

“We  were  bulding  the  most 
important  property  that  McK&R 
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owns — the  men  who  were  going 
to  service  the  drug  stores  and 
sell  them.  That  program  was 
successful  because  it  was  done 
scientifically.  In  1938  McKesson 
sales  were  under  $150,000,000. 
In  the  late  40’s  they  were 
$300,000,000.  Today  they  are 
around  $500,000,000.  I  think 
the  main  reason  for  this  was 
that  scientific  selection  and 
training  program  for  the  sales 
force.” 

At  the  time  Mr.  Lipscomb 
was  at  McKesson,  Herman 
Nolen,  now  president,  was  vice- 
president  in  charge  of  buying. 
Both  called  North  Carolina  Uni¬ 
versity  their  Alma  Mater. 

“Charlie  wanted  to  become  a 
corporation  president  sooner 
than  he  could  by  staying  with 
McKesson  &  Robbins”,  Mr. 
Nolen  said  this  week.  “He  liked 
the  title  and  the  challenge  the 
position  offered.  So  when  the 
Pepsodent  Division  of  Lever 
Brothers  offered  him  the  title 
plus  more  money,  he  took  the 
job  on  April  19,  1950.” 

Mr.  Lipscomb  took  an  active 
interest  in  advertising.  He  at¬ 
tended  all  meetings  with  execu¬ 
tives  of  J.  Walter  Thompson 
Company  and  McCann-Erick- 
son  who  handled  Lever  ac¬ 
counts. 

Records  of  the  Bureau  of 
Advertising  show  Pepsodent  be¬ 
tween  1950  and  1954  invested 
$4,034,000  in  newspaper  space. 
In  1950  the  sum  was  $.581,000; 


1951,  $860,000;  1952,  $788,000; 
1953,  $1,067,000;  and  1954, 

$738,000. 

J.  B.  Williams  Company 
(Aqua  Velva,  Skol,  Kreml,  etc.) 
was  predominantly  concerned 
with  TV  time  and  magazine 
space.  At  JWT  the  Williams 
account  amounted  to  $1,500,000 
a  year.  Of  this  sum,  during  the 
past  year,  between  15  and  20% 
went  into  newspapers. 

William  Holden,  account  su¬ 
pervisor  for  Conti  Shampoo  at 
Doherty,  Clifford,  Steers  and 
Sheffield,  said,  “Charlie  wras 
extremely  interested  in  adver¬ 
tising.  He  seemed  particularly 
concerned  with  copy  and  in  de¬ 
termining  what  might  be  called 
the  cutting  edge  of  an  adver¬ 
tisement.” 

Mr.  Lipscomb  was  modest  in 
discussing  the  part  he  played  in 
the  sale  of  the  Williams  com¬ 
pany.  The  company  was  just 
too  small  to  compete  with  the 
giants  in  the  field,  was  his  ex¬ 
planation  for  selling. 

“I’m  glad  it  lead  me  to  the 
Bureau  of  Advertising  of  the 
American  Newspaper  Publish¬ 
ers’  Association”,  he  concluded. 
“Here  is  a  real  challenge!” 


Premium  Edition 

Chelsea,  Mass. 

A  96-page  tabloid  supple¬ 
ment  to  the  Friday,  Sept.  13th, 
edition  was  published  by  the 
Chelsea  Record,  to  commemorate 
the  Centennial  year  of  the  City 
of  Chelsea.  Approximately  60% 
advertising,  sold  at  premium 
rates,  was  contained  in  the  is¬ 
sue.  Copies  were  sold  at  50*. 
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Wage-Hour  Ruling  Due 
On  Status  of  Stringers 


members:  they  are  free  fr^m 
time  control,  such  as  fixed 
working  hours.  They  are  not 
exclusively  employed  by  one 
management.  They  are  paid  on 
bases  other  then  salary.  Their 
method  of  inquiry  is  not  re¬ 
quired  to  conform  to  the  prac¬ 
tices  of  a  single  newspaper. 
While  Mr.  Brown  was  con- 
odic  reports.  Mr.  Dew  said,  the  hearing,  the  White 

many  publishers  will  find  it  ^ou^  announced  his  promotion 
possible  to  do  without  stringers  Assistent  Secretary  of 

or  greatly  reduce  the  number.  Labor.  He  will  retain  jurisdic- 
The  p'nPA  executive  listed  tion  over  the  subject  matter  in- 
the  following  distinctions  which  volved  in  this  week’s  hearing 
set  apart  stringers  from  staff  and  render  the  decision. 


BACK  TO  WORK  after  an  \\\m 
of  several  months,  Marshall  Fiile 
Jr.,  publisher  and  editor  of  th 
Chicago  Sun-Times,  insp^c 
progress  on  the  newspaper's  iw, 
building.  Left  to  right:  Milbw 
P.  Akers,  executive  editor;  Us't 
V.  Denniston,  director  of  cor. 
struction;  Mr.  Field;  and  Wilb. 
C.  Munnecke,  business  mantf* 
The  plant,  on  the  north  bank  c 
the  Chicago  River,  will  be  c 
cupied  next  month. 


Washington  I 
Richard  Dew,  general  man-  ' 
ager  of  the  Pennsylvania  News-  1 
paper  Publishers  Association,  * 
reported  “encouraging  reaction” 
to  a  petition  presented  Sept. 

16  to  the  Wage-Hour  Division  ' 
to  overrule  a  regional  director’s 
holding  that  stringers  are  em¬ 
ployes  of  newspapers  to  which 
they  submit  “country  news.” 

The  appeal  related  specifical¬ 
ly  to  decision  with  respect  to 
stringers  of  the  New  Kensing¬ 
ton  (Pa.)  Dispatch,  but  the 
conclusions  to  be  reached  by 
Newell  Brown,  administrator  of 
the  Labor  Department’s  Wage- 
Hour  office,  is  expected  to  in¬ 
clude  criteria  by  which  the  con¬ 
tentious  issue  can  be  uniformly 
handled. 

Decision  by  Administrator 
Brown,  himself  a  former  week¬ 
ly  newspaper  editor  and  pub¬ 
lisher,  is  not  expected  until 
next  month. 

The  meeting  was  arranged 
by  Mr.  Dew  after  the  ruling 
was  made  in  the  Dispatch  case. 
With  him  at  the  meeting  were 
Cranston  Williams  general  man¬ 
ager,  American  Newspaper  Pub¬ 
lisher  Association;  Gerald  Coy, 
general  manager.  New  Kensing¬ 
ton  Dispatch;  Lester  A.  Walker, 
pi-esident  of  Inland  Daily  Press 
Association;  Ed  Myei’s,  Vii'- 
ginia  Press  Association;  John 
Apsley,  industrial  relations  di¬ 
rector  for  PNPA;  Richard 
Greene,  National  Editorial  As¬ 
sociation  ;  Theodore  Serrill, 
Washington  (D.C.)  Publishers 
Association;  Fendall  Yerxa, 
Wilmington  (Del.)  Newspapers. 

A  detailed  presentation  of  the 
functions,  pay  and  status  of 
“string  correspondents”  on  sev¬ 
eral  individual  newspaper.s  was 
made  by  Mr.  Williams  on  be¬ 
half  of  ANPA  members. 

A  ‘Just’  Relationship 

Mr.  Dew  told  Administrator 
Brown  that  custom,  which  fixes 
the  relationship  of  stringers  as 
that  of  independent  contractors 
is  just  and  workable,  and  that 
country  correspondents  benefit 
more  from  the  present  arrange¬ 
ment  than  they  would  under 
any  other.  He  said  he  has  re¬ 
ceived  no  complaint  from  any 
of  them. 

Most  stringers,  he  said,  have 
other  employment  full  time 
staffers  on  larger  newspapers; 
full  time  employment  in  other 
professions  or  occupations ; 
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Editor,  Publisher 
Face  Nuisance  Charge 


Leonardtown,  Md. 
The  publisher  and  managing 
editor  of  the  weekly  Lexington 
P»rk  Enterprise  were  indicted 
his  week  on  charges  of  main- 
tiining  a  public  nuisance  and 
Altructing  justice  —  charges 
irtigated  by  a  judge  who  sold 
hit  paper  to  its  present  pub- 
iiher  11  years  ago. 

Circuit  Judge  Philip  H.  Dor- 
*y  disqualified  himself  from 
^ing  on  dismissal  motions  by 
Publisher  J.  Sheridan  Fahne¬ 
stock  and  Managing  Editor  Al- 
^  Toombs,  who  are  free 
-nder  $100  bond  each. 

The  judge  instructed  the  St. 
^arys  County  grand  jury  to 
ivestigate  two  editorials  and 
n  article  in  the  weekly  which 
itirizcil  the  jurist’s  appoint- 
wnts  of  two  county  political 
-adtis  to  new  property-con- 
•mnation  boards. 

AXP.V  in  Case 

Soon  after  the  grand  jury 
ad  returned  the  indictments, 
William  Dwight,  president  of 
w  American  Newspaper  Pub- 
shers  Association,  said  at  a 
•'•'tinir  he  was  attending  in 

Idaho,  that  he  had  or- 
“'''l  ANPA’s  legal  staff  into 
case. 

The  publisher,  Mr.  Dwight 
''mmcnted,  was  indicted  be- 
ausp  “he  dared  to  raise  the 
of  his  small  town  paper 
‘srainst  those  in  power.” 

^  Walter  Dorsej’,  the  elected 
^  ‘flinty  prosecutor  and  son  of 
^  ne  presiding  judge,  described 
ae  charges  as  common  law 
-isdpiTipanors. 


Judge  Dorsey,  a  Democratic 
leader,  instructed  the  grand 
jury  to  determine  whether  the 
newspaper  should  be  cited  for 
contempt. 

“When  a  newspaper  deliber¬ 
ately  attempts  to  warp  the 
facts  and  convey  a  false  im¬ 
pression  editorially,  it  is  not 
acting  in  good  faith,”  the  Judge 
told  the  jury. 

Critical  of  Judge 

The  indictment  charged 
Fahnestock  and  Toombs  with 
(1)  “unlawfully  creating  and 
maintaining  a  public  nuisance 
by  false  and  malicious  state¬ 
ments  to  the  detriment  of  the 
public,”  and  (2>  “obstructing 
justice  by  falsifying  informa¬ 
tion  and  maliciously  publishing 
same  in  an  effort  to  hinder, 
obstruct,  embarrass  and  impede 
the  Circuit  Court  of  St.  Marys 
County  and  members  of  the 
property  review  boards.” 

Judge  Dorsey  had  been  criti¬ 
cized  in  the  Enterprise  for  ap¬ 
pointing  former  State  Senator 
Paul  J.  Bailey  and  John  H.  T. 
Briscoe,  both  political  leaders 
and  both  lawyers,  as  legal 
members  of  each  board.  St. 
Mai'ys  is  unique  in  Maryland 
in  that  it  has  two  property 
review  boards  to  act  in  cases 
of  land  acquisition  by  the  State 
Roads  Commission.  The  mem¬ 
bers  receive  $fiO  per  diem. 

Refraining  from  using  his 
l)ower  to  cite  for  contempt,  the 
judge  instructed  the  gi’and  jury 
to  “inquire  into  and  determine 
whether  or  not  the  editorials 
were  inspired  by  malice,  wheth¬ 


er  they  were  written  and  pub¬ 
lished  with  an  intent  and  design 
to  hold  the  review  boards  up 
to  such  public  ridicule  as 
would  destroy  public  confidence 
in  them  and  render  their  work 
useless,  whether  the  actions  of 
those  lesponsible  have  brought 
about  a  clear  and  present  dan¬ 
ger  to  the  administration  of 
justice.” 

After  Judge  Dorsey’s  charge 
to  the  jury — and  before  the 
indictments  were  returned  — 
Toombs  called  the  jurist's 
charges  “a  political  vendetta 
and  attempt  to  silence  the  pa¬ 
per  ...  a  blatant  infringement 
on  freedom  of  the  press. 

“We’ll  fight  it  to  the  highest 
court,  or  as  far  as  we  have 
to  go.  And  I  don’t  think  we’ll 
have  to  go  very  far.” 

The  paper  last  year  opposed 
the  election  of  Dorsey  to  the 
bench.  Dorsey  had  owned  the 
Enterprise  for  20  years  before 
he  .sold  it  11  years  ago  to 
Fahne.stock.  The  Enterprise, 
Toombs  said,  opposed  the  Dor- 
.sey  candidacy  “vehemently.” 

And,  the  managing  editor 
added,  “since  I  came  here  two 
years  ago  and  long  before  that 
the  paper  has  opposed  the 
operation  of  the  ‘Court  Ilou.se 
gang’.” 

Former  Explorer 

Publisher  Fahnestock,  before 
he  bought  the  Enterprise,  was 
an  explorer  of  South  Pacific 
islands  and  former  director  of 
international  public  relations 
for  Trans-World  Airlines. 

Managing  Editor  Toombs 
formerly  worked  for  the  Times, 
Daily  News  and  Star  in  Wash¬ 
ington,  D.  C.  lie  has  l)een 
living  in  St.  Marys  county 
since  1947  and  is  the  author  of 
three  novels. 

Judge  Dor.sey  has  been  a 


dominant  figure  in  St.  Marys 
county  politics  for  l.'i  years. 

• 

Worthy’s  Passport 
Renewal  Is  Denied 

Washington 

The  State  Department  has 
entered  a  final  order  rejecting 
the  passport  renewal  applica¬ 
tion  of  William  Worthy,  Balti¬ 
more  Afro-American  corre¬ 
spondent  who  defied  orders  not 
to  enter  Communist  China.  He 
may  appeal  to  the  passport 
board  of  appeals  or  go  directly 
to  court.  Refusal  to  renew  was 
based  on  worthy’s  “repeated 
assertion  he  would  go  where  he 
cho.se,”  the  department  ex¬ 
plained. 

Still  under  state  department 
consideration  is  the  status  of 
passports  held  by  Edmund 
Stevens  and  Philip  Harrington, 
Look  magazine  team,  who  went 
to  China  against  the  standing 
instruction  last  December  at  the 
same  time  Mr.  Worthy  went  in. 

I.etters  have  gone  to  40  U.S. 
.students  who  journeyed  from 
Moscow  to  Peiping  that  their 
passports  will  be  stamped  only 
for  return  to  the  United  States, 
then  canceled. 


Frank  H.  Bartholomew,  presi¬ 
dent  and  general  manager  of 
United  Press,  is  hopeful  that 
.American  reporters  will  get  into 
Red  China  soon. 

In  an  address  to  the  Rotai'y 
Club  Aug.  18  he  said: 

“I  am  hopeful  in  this  instance 
that  the  current  talks  between 
Ambassador  U.  Alexis  Johnson 
and  .Ambassador  Wang  Ping- 
Nan  of  Communist  China  will 
terminate  this  ill-advised  effort 
to  bottle  up  news  from  the  most 
populous  part  of  the  world  in 
which  we  liv’c.” 
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HARVEST  MOON 

Shanks,  Buffalo  Evening  News 


KNOCKING  AT  THE  DOOR 

Orr,  Chicago  Tribune 


PLAYING  IT  UP 

Marcus,  New  York  Times 


Jones 


Harris  Johnson 

3  Big  Firms  Elevate 
Public  Relations  Men 


Peabody 


Public  relations  executives 
achieved  the  full  measure  of 
management  policy  stature  in 
three  major  corporations  this 
week. 

*  *  * 

Assistant  to  President 

Promotion  of  Carl  Johnson  to 
a  new  post,  assistant  to  the 
president  in  charge  of  public 
relations,  was  announced  by 
Harry  J.  Loynd,  president  of 
Parke-Davis. 

Mr.  Johnson  has  been  with 
the  pharmaceutical  firm  since 
1931  and  has  served  as  United 
States  and  Canadian  sales  man¬ 
ager  since  1953.  In  the  new 
position,  he  will  be  responsible 
for  institutional  advertising, 
publicity  and  other  aspects  of 
public  relations.  His  whole  busi¬ 
ness  career  has  been  in  phar¬ 
macy  work  and  selling. 

Assisting  Mr.  Johnson  will  be 
Ralph  G.  Sickels,  who  has  been 
with  the  company  since  1920 
and  will  have  the  new  title,  di¬ 
rector  of  institutional  adver¬ 
tising  and  publicity.  George  A. 
Bender,  with  Parke-Davis  since 
1947,  was  appointed  assistant 
director  of  institutional  adver¬ 
tising.  Walter  L.  Griffith,  with 
the  company  since  1940,  be¬ 
comes  director  of  product  ad¬ 
vertising  and  promotion. 

Fairman  an  Asst.  VP 

Appointment  of  Milton  Fair- 
man  as  an  assistant  vicepresi¬ 
dent  of  the  Borden  Company, 
with  executive  responsibility 
for  advertising  and  public  re¬ 
lations,  was  announced  by 
Harold  W.  Comfort,  president. 
Mr.  Fairman  has  been  director 
of  public  relations  since  1943. 

William  B.  Campbell  is  pro¬ 
moted  from  manager  of  the 
general  advertising  department 
to  director  of  advertising. 

Stuart  Peabody  will  retire  as 
an  assistant  vicepresident  on 
Dec.  31,  after  33  years’  service 
as  a  Borden  advertising  execu¬ 
tive.  Mr.  Peabody  has  held  ex¬ 


ecutive  responsibility  for  adver¬ 
tising  and  public  relations  and 
has  also  been  a  director  of  ad¬ 
vertising. 

Mr.  Fairman,  a  former  Chi¬ 
cago  newspaperman,  joined 
Borden  in  1937  and  organized 
its  regional  public  relations 
office  in  Columbus,  Ohio.  He 
remained  there  as  regional  pub¬ 
lic  relations  director  for  six 
years.  In  assuming  his  post  as 
an  assistant  vicepresident,  Mr. 
Fairman  will  continue  as  direc¬ 
tor  of  public  relations. 

New  Title  for  Jones 

Walter  H.  Jones  has  been 
elected  vicepresident  ( Public 
Relations)  of  the  United  States 
Lines  and  Richard  L.  Harris 
has  been  appointed  director  of 
public  relations. 

Mr.  Jones  joined  the  United 
States  Lines  as  assistant  ad¬ 
vertising  manager  in  1928.  He 
was  appointed  advertising  and 
publicity  manager  in  1930  and 
became  director  of  PR  in  1932. 

He  started  his  business  ca¬ 
reer  as  an  office  boy  in  the  ad¬ 
vertising  and  publicity  depart¬ 
ment  of  the  New  York  Tele¬ 
phone  Company  in  1914. 

Mr.  Harris  was  graduated 
from  Georgetown  University  in 
1941  and  served  four  years 
with  the  U.  S.  Army  during 
World  War  II.  He  was  awarded 
the  Distinguished  Service  Cross, 
Silver  Star,  Bronze  Star,  Unit 
Citation  with  cluster  and  six 
combat  stars. 

He  joined  the  United  States 
Lines  as  a  customer  relations 
man  in  the  freight  department 
in  1945  when  his  father,  the 
late  Basil  A.  Harris,  was  presi¬ 
dent  of  the  company.  In  1946 
he  was  promoted  to  the  post 
of  assistant  manager  in  the 
company’s  Boston  office.  In 
1947  he  returned  to  the  main 
office  and  in  1951  he  was  as¬ 
signed  to  the  advertising  and 
publicity  department. 


Campbell 


Fairman 


New  TV  Roundup 
Ill  Chicago  Amerioaii 

Chicago 

.\mid  an  extensive  promotion 
campaign,  the  Chicago  Ameri¬ 
can  launched  its  new  TV  book, 
TV  Roundup,  Sunday,  Sept.  15. 

Jere  Hagen,  Sunday  editor, 
and  supervisor  of  TV  Roundup, 
said  the  printing  deadline  for 
program  revisions  is  48  hours 
later  than  that  for  other  Chi¬ 
cago  TV  books. 

The  daily  logs  for  five  local 
stations  are  set  in  large,  easy- 
to-read  type  of  facing  pages. 

Editorial  content  is  compiled 
by  William  McHugh,  and  the 
book’s  art  director  is  Carson 
Biorn. 

The  new  TV  book  allows  for 
only  one  advertisement,  on  the 
back  page. 

Readers  of  TV  Roundup  will 
be  eligible  for  weekly  prizes 
which  will  include  15  portable 
TV  sets  or  portable  typewriters 
and  a  $1,000  cash  award. 


CORRECTION 


BBDO^  Revlon  Part 
Company  Dec,  31 

Batten,  Barton,  Durstiaii 
&  Osborn,  Inc.,  and  Revloi 
Inc.,  will  part  company  corr- 
Dec.  31.  The  agency  iiandlt: 
some  $8,000,000  worth  of  tirl 
cosmetic  firm’s  estimate 
$16,000,000  annual  advertiJ 
ing  expenditure.  Of  thi] 
total,  newspapers  recei.- 
about  $1,350,000. 

BBDO’s  share  of  the  a; 
count  will  be  whacked-:: 
among  Revlon’s  other  agei- 
cies,  with  Warwick  &  Legle; 
Inc.,  expected  to  get  the  ma¬ 
jor  portion. 
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Bankrupt  Daily’s 
Assets  Auctioned 

Bi'ffalo,  X.  Y. 

Possible  revival  of  Evtrf 
body's  Daily  faded  Sept.  18  it 
a  bankruptcy  court  action  whet 
a  bulk  bid  for  the  business  wit 
overcome  by  piecemeal  bidding 

More  than  250  potential  pur¬ 
chasers  bid  for  the  assets  of  tl» 
company.  The  highest  bulk  bid 
for  reached  $50,000  plus  i.«- 
sumption  of  $265,000  in  mort¬ 
gages.  That  bidder,  who  was  un¬ 
identified,  was  unable  to  make  i 
25%  deposit. 

Within  minutes  the  real  es¬ 
tate  itself  obtained  a  bid  of 
$49,000  plus  assumption  of  i 
$70,000  mortgage. 
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319  Ad  Agencies  Billed 


$628-Million  in  Papers 


By  Robert  B.  McIntyre 

Newspapers  received  20%,  or 
$628,914,169,  of  the  total  bill¬ 
ings  of  $3,157,933,471  placed  by 
319  advertising  agencies  in  1956 
—not  59%  of  $1,863,482,060  as 
reported  by  E&P  of  Sept.  14, 
page  17. 

The  error  occurred  in  the 
newspaper  column  total  for 
agencies  billing  $25,000,000  and 
over.  Total  newspaper  billing 
in  this  agency  group  should 
have  read  $457,416,000  —  not 
$1,691,983,891. 

All  other  figures  shown  in  the 
five  tabulations  were  correct. 

The  34  agencies  on  the  $25,- 
000,000  -  and  -  over  list  billed  a 
combined  total  of  $2,428,865,000, 
of  which  $457,416,000  were  in 
newspapers. 

The  20  agencies  represented 
on  the  $10,000,000  -  $25,000,000 
tabulation  had  combined  billings 


of  $271,312,268,  of  which  $68.- 
650,349  were  in  newspapers, 
Eighty  three  agencies  appear¬ 
ing  on  the  $1,000,000-$5,(;00,(K!0 
total  billing  list  tallied 
219,420  in  total  billings  and  $39, 


162,933  in  newspaper  billings- 


Thirty-three  agencies  in 


$5,000,000-$10,000,000  total  biD- 
ing  category  reported  combined 
total  billings  at  $232,904,189  of 
which  $51,168,419  were  in  news¬ 
papers. 

■The  149  agencies  billing  less 
than  $1,000,000  billed  a  com 
bined  total  of  $57,632,594, 
which  $12,516,468  were  in  news¬ 
papers. 

Agencies  represented  in  a 
five  listings  totaled  319  with 
grand  total  of  $3,157,933,471 
total  billings  and  $628,914,169 
or  20%,  in  newspaper  billinp 
The  error  is  deeply  regretted 
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Newspaper  ROP  Color  Section 


lop  Quality  Materials  'Must’ 
Fo  Produce  Best  Color  Ads 

Development  of  New  Methods. 

E(iuipnient  Vital  To  Color  Use 

By  Harold  F.  (iriiniliaiis 
Production  Manager,  Chicago  Tribune 

A  few  weeks  ago,  we  received  a  set  of  mats  for  a  full- 
^  iloi  ad  scheduled  to  run  in  our  Weekly  Illustrated  Food 
Guide.  The  enamel  proofs  that  came  with  the  mats  looked 
:o(k1;  hut  when  we  cast  a  set  of  curved  stereotype  plates 
nd  put  them  on  our  press  for  a  trial  run,  the  results  were 
vrrible.  The  plates  were  out  of  register— and  no  matter 


?hat  we  did,  we  couldn  t  regis- 
:er  them  properly. 

Originals  Cut  Apart 

Since  there  aren’t  many 
:.:ng<  that  look  more  unaj)- 
i'tizini;  than  a  full-color  food 
ii  that’s  badly  out  of  register, 
e  asked  the  client  to  postpone 
;  ad  for  a  few  days,  and  to 
rl  us  the  original  plates  so 
at  we  could  make  a  new^  set 
mats.  When  the  plates  ar- 
■  e(i.  we  found  out  why  our 
-reos  couldn’t  be  registered, 
ihr  original  plates  had  been 
-t  apart  in  so  many  places 
id  patched  together  so 
aiiHiiy  that  accurate  register 
'as  impossible.  We  repaired 
i  re-registered  the  plates, 
d  made  a  new  trial  run.  And 
aen  the  ad  appeared  in  the 
:ii)une  four  days  behind  its 
i^ina!  schedule.  I’m  sure  it 
eated  a  lot  of  favorable  im- 
essions  and  sold  the  adver- 
•ei's  merchandise,  instead  of 
lenaiing  the  affections  of 
-adeis  and  advertisers  alike. 
Fortunately,  this  doesn’t  hap- 
-n  every  day  at  the  Tribune. 
iJt  I’m  pointing  to  this  ex- 
™ple  because  it  dramatizes 
’■eral  significant  points:  it 
^'phasizcs  the  fact  that  news- 
apeis  must  be  furnished  with 
^^’d  quality  materials  in  order 
)  be  able  to  produce  attractive 
'I'd  effective  color  advertise¬ 
ments.  You  can’t  get  more  out 
an  ad  than  you  put  into  it. 

Trial  Runs  Vital 

b  also  highlights  reasons 
^by  the  Tribune  feels  that  it 
nust  continue  the  costly  and 
'ne-consuming  process  of  using 
ne  of  our  regular  news  presses 


to  make  trial  press  runs  on  all 
multicolor  jobs  before  they  run 
in  the  paper. 

It  shows  the  necessity  for 
quality  control  when  printing 
full  color  newspaper  advertise¬ 
ments  and  editorial  features. 

80%  Spot  Color 
Right  now,  of  course,  about 
80%  of  the  color  advertising 
printed  in  newspapers  is  spot 
color.  By  this  I  mean  one  color 
and  black.  And  if  the  news¬ 
paper  industry  is  going  to  be 
content  to  print  only  spot  color 
or  if  the  advertisers  are  going 
to  regard  the  newspapers  only 
as  a  spot  color  medium,  we  can 
sit  back  and  relax.  If,  on  the 
other  hand,  the  newspaper  in¬ 
dustry  is  going  to  print  full 
color  advertisements  to  keep 
abreast  of  the  times,  and  com¬ 
pete  with  magazines,  color  tele¬ 
vision  and  the  like,  we  will  have 
to  continue  developing  newer 
methods  and  better  equipment 
that  will  permit  us  to  produce 
a  quality  job  a  lot  faster, 
simpler  and  cheaper  than  we 
can  today. 

Temporary  Acceptance 
Although  a  lot  of  papers, 
readers  and  advertisers  ap¬ 
parently  are  still  satisfied  with 
spot  color  today,  it  is  our  con¬ 
sidered  opinion  that  this  ac¬ 
ceptance  is  only  temporary.  We 
at  the  Tribune  are  perhaps  in¬ 
fluenced  by  the  fact  that  81% 
of  the  color  advertising  placed 
in  the  Tribune  last  year  was 
full  color,  while  only  19%  was 
spot  color.  But  the  national 
newspaper  average  seems  to 
run  the  other  way  around. 

A  recent  study  of  80  leading 
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color  newspapers  all  over  the 
country  showed  that  less  than 
15%  of  their  color  advertising 
volume  was  printed  in  four 
colors ;  less  than  five  percent 
was  three  color;  and  the 
balance  was  spot  color. 

By  way  of  contrast,  the 
1956  report  from  the  Magazine 
Advertising  Bureau  showed 
that  four-color  advertising  in 
56  leading  magazines  accounted 
for  75.5%  of  their  total  19.')6 
color  linage,  compared  with 
24.5%  printed  in  two  colors. 

If  the  experience  of  the  mag¬ 
azines  can  be  regarded  as  a 
trend — then  newspapers  have 
got  to  speed  up  their  efforts  to 
find  a  better  way  to  print  full 
color  cheaper  and  faster. 

Steady  Progress 

What  are  we  doing  to  achieve 
this  goal?  During  the  months 
that  have  passed  since  last 
year’s  color  conference,  we 
have  progressed  steadily.  There 
haven’t  been  a  lot  of  sensa¬ 
tional  new  developments.  But 
I  think  most  of  us  are  produc¬ 
ing  better  color  today  than  we 
were  last  year  at  this  time.  Al¬ 
though  research  is  a  slow 
process,  there  have  been  con¬ 
stant  changes  and  improvements 
in  techniques  and  machines. 
None  of  these  changes  by  itself 
can  be  classed  as  revolutionary; 
all  of  them  are  part  of  a  slow 
and  gradual  evolution  which 
still  continues. 

During  the  past  few  months, 
it’s  been  gratifying  to  see 
Eastman  Kodak  Company 
working  together  with  the 
ANPA  Research  Laboratories 
in  the  development  of  a  camera 
that  should  solve  a  lot  of  to¬ 
day’s  platemaking  problems. 

There  have  been  continuous 
improvements  in  electronic 
scanning  devices  for  producing 
color  separations  from  trans¬ 
parencies.  We  are  arranging  to 
field  test  one  of  these  machines 
in  our  plant.  This  particular 
device  was  developed  by  Time- 
Life  laboratories  and  has  the 
potential  for  making  a  set  of 
negatives  in  three  or  four 
hours,  compared  with  the  eight 
hours  required  by  processes 
now  employed  by  the  Chicago 
Tribune. 


Harold  F.  Grumhaus 


Improved  machines  for  reg¬ 
istering  mats  have  also  been  a 
step  in  the  direction  of  prog¬ 
ress,  and  tended  to  reduce  our 
make-ready  time  substantially. 

Tension  Lockup 

Another  significant  contribu¬ 
tion  is  the  tension  lockup  device 
now  available  on  modern  color 
press  units. 

The  mat  problem  has  been 
reduced  materially  by  the 
Tennanon-backed  mat  perfected 
by  our  own  stereotype  depart¬ 
ment  a  couple  of  years  ago; 
and  by  the  improved  Super 
Bista  mat  recently  introduced 
by  Lake  Shore  Electrotype  Co. 
— but  there  is  still  considerable 
room  for  improvement.  We  are 
continuing  to  experiment  with 
a  new  fiberglass  mat  in  an  at¬ 
tempt  to  minimize  the  shrinkage 
problem,  and  produce  a  more 
accurate  register,  and  truer 
and  sharper  tone  values  than 
we  now  offer  our  readers  and 
advertisers — hut  progress  has 
been  slow. 

The  nylon  plate  now  being 
developed  by  Time-Life  Labo¬ 
ratories  should  be  studied  to 
see  if  it  can  be  applied  to  news¬ 
paper  color  printing. 

Richer  Inks 

Several  of  the  newspapers 
that  I  know  of  are  continually 
testing  richer  inks  designed  to 
bring  out  fuller  tones — how¬ 
ever,  none  of  the  existing  inks 
appear  to  be  adequate.  Manu¬ 
facturers  still  need  to  come  up 
with  a  new  type  of  ink  that 
will  make  our  color  news  and 
feature  photos  and  ads  more 
realistic. 

We’ve  found  that  this  realism 
is  particularly  important  to  our 
readers.  Our  research  depart¬ 
ment  tells  me  a  recent  study 
of  reader  attitudes  toward  color 
advertising  showed  effective 
full-color  ads  can  stimulate  the 
{Continued  on  par/e  85) 
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There’s  More  To  Color 
Than  Meets  the  Eye 

By  Kobert  L.  Moore.  Acting  Director,  Bureau  of  Adver¬ 
tising,  American  Newspaper  Publishers  Association 


some  advertisers  and  agencies 
have  about  the  quality  of  news¬ 
paper  ROP  color.  There  is  an 
occasional  criticism  that  news¬ 
paper  color  does  not  match  the 
high  quality  of  color  found  in 
slick  magazines  and  Sunday 
supplements.  Actually,  the  two 
media  should  not  be  compared 
because  each  has  a  different  job 
,  .  ,  ,  .  ,  ,  to  do.  Newspaper  ROP  color 

If  producing  a  color  ad  were  as  simple  as  some  people  intended  primarily  to  draw 
think,  we  would  have  had  color  ads— in  abundance  long,  greater  attention  to  the  ad — 
long  ago.  As  it  happens,  color  is  no  Johnny-come-lately  to  and  readership  tests  show  that 
newspapers.  does.  After  all,  newspaper 

best  of  anyone’s  knowledge  the  beginning  of  ^J-ee^^^rnot  expl^tVto  mall^h 
ROP  color  dates  back  to  Jan.  5,  1891  when  the  Mutcaukee  job  of  a  slick  magazine,  al¬ 
though  many  full-color  process 
ads  on  newsprint  today  have  a 
degree  of  quality  closely  ap¬ 
proaching  that  of  magazines. 

Exciting  Working  Tool 

Color  is  well  past  its  intro¬ 
ductory  stage  and  has  earned 
its  place  as  an  exciting  addition 
to  the  tools  of  the  advertising 
trade.  For  the  advertiser  it  is 
a  plus  to  the  long-proven  ef¬ 
fectiveness  of  black  and  white. 
We  know  that  ROP  color  can 
be  successful  both  in  quality 
and  drawing-power.  The  hun¬ 
dreds  of  beautifully  executed 
and  conceived  color  ads  in  the 
Bureau’s  files  attest  to  this. 
They  also  testify  to  the  fact 
that  both  agency  production 
departments  and  newspapers 
can  produce  fine  ROP  color — as 
long  as  there  is  proper  and 
cai-eful  preparation  at  all  stag¬ 
es  of  the  job. 

In  evaluating  the  pros  and 
cons  of  ROP  color,  we  believe 
that  the  pros  far  outweigh  the 
cons.  Color  takes  more  skill  to 
prepare  than  black  and  white; 
color  demands  a  premium  rate; 

Functional  Use 
Of  Color  Cited 

Functional  use  of  ROP 
newspaper  color  was  com¬ 
mended  this  week  by  Charles 
H.  Brower,  general  manager 
and  vice-chairman  of  the  ex¬ 
ecutive  committee  of  Batten, 
Barton,  Durstine  &  Osborn, 
Inc. 

As  an  example  of  this 
kind  of  u.se,  Mr.  Brower 
cited  the  current  advertising 
of  the  American  Tobacco 
Company  which  spots  the 
red  package  of  Hit  Parade 
cigaretes  (See  page  90). 

“When  you  can  show  the 
public  something  in  color  that 
will  help  them  identify  or 
appreciate  the  product  in 
question,  you  are  wise  to 
make  use  of  color  in  newspa¬ 
per  advertising,”  Mr.  Brower 
said. 


Journal  ran  a  red,  white  and 
blue  banner  across  the  front 
page  to  celebrate  the  inaugura¬ 
tion  of  a  new  governor.  And  as 
eai’ly  as  1903  the  Chicago  Trib¬ 
une  ran  a  black  and  red  ad  for 
Mandel  Brothers,  one  of  State 
Street’s  largest  stores. 

But  up  until  World  War  II 
color  advertising  was  by  far 
the  exception  rather  than  the 
rule,  the  reason  being  that  color 
advertising  is  subject  to  a  num¬ 
ber  of  variables.  Let  one  of 
these  variables  go  out  of  kilter 
and  presto,  you  have  a  change- 
o  in  the  ad.  Today  complaints 
of  poor  reproduction  are  be¬ 
coming  fewer  in  number  and 
lower  in  volume  because  there 
has  been  a  concentrated  effort 
to  insure  near-perfection  in 
newspaper  color. 

Working  on  Problem 

One  of  the  problems  that  has 
plagued  the  industry  has  been 
uniformity  in  color — standard¬ 
ization  of  inks.  This  is  now  well 
on  the  way  to  being  solved, 
thanks  to  the  combined  efforts 
of  a  number  of  organizations: 
American  Newspaper  Publish¬ 
ers  Association,  Association  of 
National  Advertisers,  American 
Association  of  Advertising 
Agencies,  the  American  Asso¬ 
ciation  of  Newspaper  Repre¬ 
sentatives,  the  Newspaper  Ad¬ 
vertising  Executives  Associa¬ 
tion  and  others.  Most  recently, 
under  the  auspices  of  the 
Bureau  of  Advertising,  ANPA, 
a  Newspaper  Reproduction  Tech¬ 
nical  Committee  has  been  or¬ 
ganized,  one  of  whose  chief  pur¬ 
poses  is  to  work  with  the  manu¬ 
facturers  of  printing  equip¬ 
ment  and  of  supplies  in  a  con¬ 
stant  quest  for  improved  re¬ 
production. 

The  Newspaper  Technical 
Committee  is  also  pi-epared  to 
analyze  thoroughly — from  orig¬ 
inal  copy  to  the  printed  page — 
any  badly  reproduced  ads,  and 
to  point  out  to  the  agency  and 
the  newspaper  the  stages  of  the 
job  that  call  for  improvement. 

And,  let’s  face  it,  thei’e  are 


some  badly  repi’oduced  ads. 
Neither  men  nor  machines  ai‘e 
infallible,  so,  consequently,  an 
off-color  ad  (not  naughty,  just 
not  nicely  reproduced)  crops  up 
and  the  finger  of  blame  is 
usually  pointed  at  the  newspa¬ 
per.  However,  this  is  too  often 
an  unfair  accusation.  Very  fre¬ 
quently  the  fault  lies  with 
agency  preparation  of  copy  and 
plates.  Until  agencies  and  ad¬ 
vertisers  are  fully  aware  of  the 
requirements  of  newspaper  col¬ 
or  printing  and  meet  all  of 
them  faithfully,  there  will  con¬ 
tinue  to  be  occasional  reproduc¬ 
tion  problems. 

Copy  Rules 

As  just  a  suggestion  of  the 
knowledge  required  by  an  agen¬ 
cy  or  an  advertiser  in  order 
to  do  his  end  of  the  job  well, 
hei’e  are  a  few  of  the  copy 
rules  that  should  be  generally 
observed:  use  opaque  colors  in 
the  artwork ;  if  water  colors  ai’e 
required  by  the  job,  use  bright 
tones  and  use  them  heavily 
enough  to  cover  the  paper  col¬ 
or;  do  not  combine  opaques 
and  water  colors  if  the  same 
tone  is  w'anted — they  may  look 
alike  in  the  copy  but  they  won’t 
produce  alike;  use  high  con¬ 
trast;  do  not  use  too  much  de¬ 
tail;  do  not  use  thin  serifs  in 
reverse  plate — absorption  be¬ 
comes  a  problem. 

These  and  other  technical 
questions  are  covered  in  detail 
in  a  full-color  slide  presenta¬ 
tion  being  premiered  by  the 
Bureau  of  Advertising  at  the 
Color  Conference  in  Chicago.  It 
is  called  “The  Art  of  News¬ 
paper  ROP  Color”  and  will  be 
available  for  showings  to  agen¬ 
cy  account,  art  and  production 
personnel.  Although  thorough 
in  its  coverage,  the  presentation 
is  written  in  easy-to-under- 
stand  language  and  should  be 
a  great  help  in  eliminating  the 
“bugs”  that  creep  into  color 
production. 

Another  problem  that  the 
various  committees  hope  to 
eliminate  is  the  misconception 


Robert  L  Moore 

it  requires  earlier  closing  d; 
However,  these  few  minor, . 
terrents  are  more  than  offv 
by  the  advantages  of  ro/ 

1)  Color  creates  high  readt 
ship:  2)  It  delivers  impif?- 
impact;  3)  It  leaves  long-la 
ing  impressions;  4)  It  a. 
greatly  in  gaining  distribute. 

5)  It  aids  in  securing  di.«f  a 
and  retail  sales  cooperate 

6)  It  enthuses  manufactuK 
salesmen;  and  7)  It  piov 
greater  package  identificatior.. 

Newspaper  ROP  color  is ' 
of  the  outstanding  devel 
ments  of  the  past  quarter  « 
tury  in  the  whole  field  of , 
vertising. 

It  adds  a  plus  factor  to  1 
proven  power  of  black-a 
white  newspaper  advertising 

Across  the  land  ROP  rolo 
has  already  blossomed  in  br 
liant  array — in  852  newspape 
totalling  almost  43  million  cir 
culation — and  will  blossom  fu: 
ther  with  each  passing  mor; 

Color  is  here  to  stay  and  of 
fers  a  cordial  invitation  to 
vertisers  to  take  full  advanta? 
of  its  dramatic  potentials.  U 
wisely  and  with  imaginat 
and  it  will  repay  the  adve’t; 
in  abundance. 

• 

Shopping  Center  Pappr 
Part  of  Minn.  Trib. 

Southdale,  the  Minneap' 
suburban  area’s  $20,ti0tu 
shopping  center,  distributed 
fall  1957  quarterly  adverti- 
tabloid,  “Southdale  Subuik^ 
ite,”  for  the  first  time  by  nr 
paper  on  Sept.  8  in  the  M 
nenpolis  Sunday  Tribune. 

The  28-page  section,  incl 
ing  color  cover  pages,  contai 
24,240  lines  of  advertising  f 
43  Southdale  stores,  plus  ne 
and  feature  material 
suburbs,  churches,  school 
teen-age  activity,  and  fashion 

Previously,  Southdale 
distributed  its  “Suburbanitf 
tabloid  by  direct  mail. 
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fULl  COlOB  nUBIlBBlE 
far  100%  coueraoe  of 
flmerica's  Bo.  1 
Test  Blorhet 


The  SYRACUSE  NEWSPAPERS  are  read,  daily  and  Sunday, 
in  100%  of  the  homes  of  metropolitan  Syracuse 
—  the  nation's  best  test  city  according  to  a  nine- 
year  audit  of  testing  operations  by  Selling  Re¬ 
search  Inc. 


THESE  NEWSPAPERS  also  deliver  a  great  big  plus — effec¬ 
tive  circulation  in  14  surrounding  counties! 


IN  THIS  TRULY  IMPORTANT  MARKET,  with  a  population 
just  short  of  1,400,000  and  annual  spending 
power  of  $2  billion,  you  just  can't  buy  another 
combination  of  media  that  will  do  a  comparable 
job  at  a  comparable  cost. 

R.O.P.  Full  Color — Daily  ar)d  Sunday 


Represented  Nationally  by 
MOLONEY,  REGAN  &  SCHMITT 


the  SYRAC 


America's  No.  1 
Test  Market 


WS  PAPERS 


HEIILD-JOURNIL  i  HERALDAMERICIN 

Evening  Sunday 


THE  POST-STANDARD 
Morning  &  Sunday 


CIRCULATION:  Combined  Daily  233,150  Sunday  Herald-American  221,744  Sunday  Post-Standard  105,245 
-I^ITOR  6i  PUBLISHER  for  September  21,  1957 


Limits  To  Imitation 
None  To  Ingenuity 


Both  Krueger  and  Grey  were  aware  of  the  tremendous 
potential  that  remained  to  be  tapped  in  this  vigorously 
competitive  major  market. 

Competition  was  applying  heavy  advertising  pressure, 
and  we  believed  that  the  time  was  ripe  for  a  special  cam¬ 
paign  that  combined  showmanship,  excitement  and  local 
impact.  This  campaign  was  to  be  superimposed  upon 
regular  program  of  outdoor,  radio  and  black  and  wl 
newspapers. 

A  short  time  after  our  pre- - 

liminary  meeting  with  Grey,  treatment  of  current  24-sheet 
the  agency  came  to  us  with  Posters. 

their  recommendation.  The  plan  Krueger  s  schedule  in  the 
proposed  a  dramatic  use  of  Newark  News  Sunday  roto  sec- 
space  in  the  Sunday  rotograv-  broke  with  three  consecu- 

ure  section  of  the  Newark  half-page  spreads  (six 

(N.  J.)  News.  consecutive  half-pages)  on  June 

What  was  so  “different”  I.*’-  This  dramatic  pattern  con- 
about  a  campaign  in  a  Sunday  tinned  in  the  next  two  issues  of 
magazine  section?  magazine.  At  the  end  of  the 

first  three  weeks  of  the  cam- 
Universal  Space  Dimension  paign,  Grey  had  placed  18  full- 
The  plan  suggested  an  “un-  color  half-pages  in  the  Newark 
usual”  space  dimension  in  the  Sunday  News!  The  schedule 
form  of  horizontal  half-page  was  continued,  alternating  two, 
spreads  in  full  color — not  just  four  or  six  half-pages  per  issue. 

one  of  them — not  just  tw'o  of  „  *•  ,  r. 

■  u  u  i  Exceptional  Reaction 

them — but  as  many  as  three 

half-page  double  spreads  in  an  Consumer  and  trade  reaction 
issue!  to  the  campaign  have  been  ex- 

We  recognized  that  the  use  ceptionally  strong.  The  ads  be- 
of  multiple  insertions,  in  itself,  came  talked  about.  W’e  felt  a 
was  not  something  new  under  ground  swell  in  Newark.  Both 
the  sun.  But  when  they  were  the  consumer  and  the  trade 
united  wdth  a  bold  and  different  have  the  feeling  that  Krueger 
use  of  space,  we  believed  we  is  on  the  move — positively  and 
could  achieve  tremendous  read-  aggressively, 
er  impact.  The  first  evidence  of  this 

We  also  received  a  potent  positive  reaction  was  an  im- 
bonus  in  that  we  were  able  to  provement  in  our  package  sales, 
follow  through  with  our  visual  It’s  a  well  established  theoi'y  in  j  think  a 

-  '  ■  learned  from 

with  this  “dif 


Edward  H.  Jewett,  III 

the  brewing  industry,  that  pack¬ 
age  sales  are  first  to  feel  the, 
effects  of  media  advertising. 

When  it  became  evident  that 
our  roto  campaign  in  the  New 
’bite  News  was  clicking,  Grey 

Agency  came  to  us  with  another 
proposal.  This  new  plan  sug¬ 
gested  a  follow-up  to  the  roto 
campaign.  The  idea  was  to 


*General 

Advertisers 


choose  The 


Los  Angeles 
metropolitan 


newspapers 


(In  the  first 
6  months  of  '57 
The  Times  led  in 
95  of  Medio  Records' 
114  classifications.) 


USE  ROP  COLOR  FOR  IMPACT 


Advertisers  across  the  nation 
look  first  to  The  Times  to 
cover  the  prosperous  Los  An¬ 
geles  metropolitan  area  mar¬ 
ket  where  21.1%  of  all  retail 
sales  in  the  11  Western  States 
are  made. 


We  represent  more  than  20  newspapers  who 
employ  the  impact  of  color  and  we  of  Shannon 
&  .\ssociates  are  well  tjualified  by  technical  sales 
know-how  to  discuss  ROP  color  campaigns. 


has  sufficient  “penetration 
depth”  in  our  primary  market 
This  is  basic.  But  once  we  fit 
fill  this  requirement,  imagif- 
tion  and  showmanship  must  i 
brought  into  play. 

There  are  limits  to  imifat. 
There  are  no  limits  to 
genuity. 
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TIMES 


SHANNON  &  ASSOCIATES  inc 


Chicago 

Hollywood 

Atlanta 


New  York 
Cleveland 


Detroit 
San  Francisco 


Represented  by  Cresmer&Woodward.Detroit, 
New  York,  Chicago,  Atlanta,  San  Francisco 


ED 


TO  THE 


TOP  BRASS... 

GET  m 

THE  TRIB 


♦  The  TRIB  reaches  a  higher  concentration  of 
high-income  families  than  any  other  New 
York  newspaper ...  the  high-income  families 
who  buy  twice  as  much  of  most  advertised 
merchandise  as  the  low-income  group. 

Get  the  top  of  the  New  York  market . . . 
get  more  sales  results  per  dollar  of  advertising 
get  in  the  TRIB! 


NtW  YORK 

lUcralb  STribunt 

J.IO  West  -tlst  Street.  .Sew  York  :1H.  N.  \ 


Rigid  Controls  Assure  ^ 
Good  ROP  Reproduction 


During  four  years  invest-  adver 
ment  in  ROP  color  for  Sun-  confir 
shine  Biscuits,  Cunningham  &  plate. 

Walsh,  Inc.,  has  evolVed  tech-  Th( 
niques  to  assure  good  reproduc-  used 
tion  of  their  advertising  copy. 

Edward  Baczewski, 
agency’s  associate  media  direc¬ 
tor,  told  about  them  this  week. 

He  has  been 

consistent  campaigns  for 
Krispy  Saltines,  Hi  Ho  Crack¬ 
ers  and  Hydrox  Cookies  that 

have  run  in  major  i 

twice  a  year  since 
that  time  he  has 
pioved  reproduction, 
doubtedly”,  he 

accumulation  of  experience  in 
the  handling  of  this  phase  of  ularly  those  of  recent  date, 
newspaper  advertising  both  by  bave  substantiated  our  judg- 
agencies  and  by  newspapers.”  ment  in  this  area. 

“Not  only  are  color  ads  noted 
Rigid  Controls  by  more  readers,  but  they  seem 

Here  are  rigid  controls  for  ^  leave  a  most  lasting  impre^ 
foui'-color  printing  set  up  by  apparently  move  peo- 

Mr.  Baczewski  P*®  action  more  often  thu 

1)  Each  newspaper  was  ^^‘te  advertising  A 

given  pre-made-ready  mats  ^he  same  nature.  We  have  al» 
from  which  to  cast  stereos  di-  confident  for  some  tim 

rectly;  2)  Progressive  proofs  color  has  added  a  signii- 

were  supplied  with  each  adver-  ®®nt  dimension  to  Sunshine  ad- 
tisement;  3)  Materials  were  in  vertising,  particularly  as  it  ap- 
the  hands  of  newspapers  in  P’*®*  ^  package  identificatwa 
sufficient  time  to  proof  the  focuses  the  reader’s  attentam 
advertising  on  their  own  stock 

and  on  their  own  presses.  ‘he  ad,  whether  it  be  the  prod- 

“We  found  newspapers  took  t^® 

a  deep  interest  in  our  adver-  ^^®  ®opy. 
tisement”,  Mr.  Baczewski  said.  “Another  significant  dimen- 
“Results  were  generally  quite  merchandia 

satisfactory.  Two  major  areas  ability,  both  with  retailers  an 
of  difficulty  were  register  and  ^^®  o^^'^oi'tiser  s  sales  sten. 
printing  quality.  Fair  results 

were  in  30%  to  35%  of  the  ®  .T 

ads  scheduled.  Color  matching  ®hures,  which  they  have  b«i 


range  of  newspapen 
for  ROP  by  Sunshine 
Biscuits  has  run  from  one  to; 
the  75.  Currently  Sunshine  color 
ads  are  appearing  in  nearby  7S 
newspapers  in  approximatd; 
responsible  for  40  major  markets. 

Sales  Value 

'We  believe  that  the  atten- 
:r  markets  tio”  value  and  selling  quality 
1953.  Since  of  ROP  color  ads  is  superior  to 
noted  im-  that  of  black  and  white  ads  of 
“due,  un-  similar  construction,”  the  C4W 
said,  “to  the  executives  continued.  The  AfiJ- 
wnukee  Journal,  studies,  partk- 


THE  HOUSTON 
CHRONICLE 


PUBLISHED  MORE 
R.O.P.  COLOR 
ADVERTISING 
THAN  ANY  OTHER 
TEXAS  NEWSPAPER 


was 


in  the  entire  nation 


1,277,062  lines 

of  R.O.P.  COLOR 
ADVERTISING 


MEDIA 
RECORDS: 
YEAR  1956 


JOHN  T.  JONES,  JR.,  President 

R.  W.  McCarthy.  Advertising  Director 

M.  J.  GIBBONS,  General  Advertising  Mgr. 


THE  BRANHAM  COMPANY — Nttiontl  RttirtunUtwn 


Captured  ■  ■  ■  by  color  I 


Ads  in  ROP  color  fairly  jump  out  at  readers. 
With  its  extra  wallop,  ROP  color  gets  fantastic 
results  for  advertisers.  And  that  leads  to 
stepped-up  linage. 

But  ROP  color  has  its  complexities,  too.  It 
really  takes  specialists  to  apply  this  color 
technique  with  utmost  impact,  and  sell  it  for 
all  it’s  worth. 


That’s  why  we  at  Story,  Brooks  &  Finley 
employ  a  department  of  ROP  color  and  roto 
specialists,  as  one  of  many  services  for  the 
newspapers  we  represent. 

As  advertisers  become  increasingly  aware  of 
the  power  of  ROP  color,  the  technical  and 
sales  know-how  of  our  specialists  becomes  a 
bigger  part  of  our  selling  approach. 


Story,  Brooks  &  Finley 

INCORPORATED 
Newspaper  Representatives 
230  Park  Avenue,  New  York  17,  N.Y. 

YORK  •  PHIIADEIPHIA  •  CHICAGO  •  BOSTON  •  CLEVELAND  •  ATLANTA  •  LOS  ANGELES  •  SAN  FRANCISCO  •  DETROIT  •  MIAMI 
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Thinking  Creatively 
In  Terms  of  ROP  Color 


News-Post 

and 

American 


By  Walter  R.  Grotz,  Art  Director,  Marschalk  and  Pratt  Div. 
of  McCann-Erickson,  Inc.,  and  President,  Art  Directors  Club 
of  New  York 


This  reliiti\’ely  new  “medium"  offers  the  creative  ad- 
\ertising  man,  and  especially  the  art  director,  challenging 
opportunities.  But  to  utilize  those  opportunities  calls  for 
understanding  of  ROP’s  objectives,  its  designed  recpiire- 
ments,  its  reproduction  problems  and  its  acceptance  with 
the  reading  public. 

Think  of  the  oppoi  tunities  for  color  advertising  in  the  same 
impact — in  a  daily  medium  that  medium.  ROP  color  is  still  in 
delivers  demonstrated  reader-  rompers  compared  to  the  color 
ship  and  retention  advantages  seen  in  other  media, 
of  up  to  200  per  cent  over  black  Maybe  there  is  doubt  about 
and  white.  quality  of  I'eproduction.  When 

For  one  thing,  there  is  not  ROP  color  does  fall  down  today, 
yet  much  competition  from  other  its  failure  more  often  than  not. 


Thf  BaUimorf 
line  of  iHHd,  shott¬ 
ing  many  famous 
old  landmarks. 


t\ow  yott  see  them, 
note  you  don't  as 
llte  skyline  of  liatli- 
more  grows  and 
changes. 


To  Sell  The  New  Baltimore,  Use  The  Paper 
More  Than  Half  The  New  Baltimore  Reads! 


Onre  you  rould  stand  on  Federal  Hill,  just 
across  the  harbor  and  spot  old  Baltimore  land¬ 
marks.  But  today,  you  can’t  see  the  landmarks 
for  the  skyscrapers. 


Baltimore  Has  Changed!  New  industries  have 
settled  ill  Baltimore  and  with  them  .  .  .  new 
people.  Shopping  centers  have  sprung  up. 
Buying  habits  have  changed.  Beading  habits 
have  changed,  too.  Today  .  . .  more  than  half 
of  Baltimore’s  familits  read  the  News-Post 
...  a  fact  confirmed  by  ABC  figures. 

Yes,  Baltimore  Has  Changed!  And  if  you  are 
not  already  using  the  News-Post  lo  reach 
changed  Baltimore,  may  we  suggest  that  you 
too,  change  ...  to  tlic  News-Post  1 


And  it’s  wise  not  to  lose  sight  of  this  especially 
when  you  think  of  Baltimore  as  a  market. 


Ktprtsenftd  Nathnolly  by 
HEARST  ADVERTISING  SERVICE  INC. 
Offkt  m  15  erinopol  Cifm 


belongs  on  the  desk  of  the  agen-  ' 
cy  art  director  and  production 
man.  There  are  many  success-  ' 
ful  ROP  color  jobs  that  testify  ! 
to  the  experience  and  skill  of 
men  who  know  how  to  use  it 
effectively. 

Think  of  Readers 


Think  of  your  prospective 
readers.  You  know  who  they 
are.  And  where  they  are.  It 
pays  you  to  understand  them. 
And  to  respect  their  intelli¬ 
gence. 

This  again  poses  a  challenge. 
It  is  amazing  how  fast  the  aver¬ 
age  reader  reacts  against  any¬ 
thing  that  arouses  his  disbelief. 

On  the  other  hand,  no  reader 
— and  certainly  no  newspaper 
reader — resents  an  art  mes¬ 
sage  that  makes  comprehension 
quick,  and  believahility  easy. 
But  those  two  qualities  can  only 
be  yours  if  your  treatment  is 
unique,  simple  and  clean. 

And  don’t  overlook  what  psy¬ 
chologists  can  tell  you  about 
the  favorable  effect  of  some 
color  combinations.  Research 
confirms  what  any  solid  art  di¬ 
rector  knows  about  color  pre¬ 
ferences  and  how  they  vary 
with  people  of  different  types, 
ages,  sex,  and  national  and 
socio-economic  background. 

So,  in  designing  ads  for  ROP 
Color,  above  all,  consider  your 
readers. 


W.alter  R.  Groti 


ad  that  costs  more.  And  little 
else. 

So  start  by  building  strong, 
virile  arrangement.  And  then 
concentrate  your  color  so  it 
adds  extra  impact  where  im¬ 
pact  counts — in  stopping  value, 
in  reader  lead-in,  and  above  all 
in  creating  a  receptive  mood 
that  reinforces  the  purchase 
proposition. 

Focus 


Think  of  Techniques 


Think  of  the  techniques  that 
add  impact.  Every  ad  you  con¬ 
struct  for  this  medium  must  be 
visualized  in  terms  of  ROP 
Color.  Your  major  creative 
effort  must  be  single  minded  in 
following  the  basic  concept  of 
your  message.  But  it  must  be 
interpreted  in  ROP  Color  terms, 
and  no  other. 


All  this  suggests  focus  in¬ 
stead  of  a  diffuse,  all-over-th^ 
page  effect.  It  suggests  target 
instead  of  clutter.  And  it  cer¬ 
tainly  does  not  suggest  the  old 
fashioned  “Sunday  supplement" 
look — built  up  of  tint  blocks 
and  fancy  borders. 

Think  of  the  reproduction 
problems  of  ROP  color  —  and 
think  of  them  even  while  the 
visuals  are  being  made. 

Properly  prepared  art  makes 
the  big  difference  between  a 
successful  ad  and  a  mediocre 


Color  doesn’t  generate  effec¬ 
tiveness.  It  doesn’t  overcome 
the  inherent  debility  of  a  weak 
ad. 

Adding  color  to  an  ad  that 
lacks  strength  gives  you  a  weak 


5" 


IT  tj^KES  TWO  TO 
COVER  ALABAMA' 


A.B.C.  C.Z.  POP.  I 

223,804 

SUPERB  FULL  COLOR 

iJlobiUPretsftflcgiBter 

National  Rapresantalim  THE  JOHN  BUW  COMPANY 


one. 

There  is  no  need  to  remind 
you  that  it  is  important  to  play 
up  color  contrasts.  Whether 
photography  or  art  are  to  be 
used.  You  know  that  light  sub¬ 
jects  won’t  show  up  well  d 
placed  against  light  back¬ 
grounds  or  vice  versa.  The 
popular  and  effective  high-key. 
soft-focus  photos  used  in  maga 
zines  are  seldom  advisable  for 
ROP  color  advertising. 


Go  .411  Out 


Remind  your  photographer  to 
go  all  out  in  avoiding  “flat 
lighting — and  to  keep  in  mind 
the  extent  to  which  newspaper 
reproduction  eliminates  subtle 
differences  in  color  values. 
Highlights  and  shadow  detail: 
should  be  clearly  visible  on  the 
transparencies  or  prints.  Taking 
photos  for  ROP  color  ma? 
promise  some  real  headaches 
So  the  art  director,  productior 
manager,  photographer  and  en 
graver  should  go  into  a  huddle 
{Continued  on  pane  8*>) 
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DETROIT  MEANS  BUSINESS... 

1 .4  If  You 

Use  The 

oj  NEWS 


You 
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THIS  IS  DETROIT! 

This  6-county  trading  area  is 
the  source  of  98%  of  Detroit's 
total  retail  business.  Here,  The 
News — with  the  largest  total 
circulation  of  any  Michigan 
newspaper  —  concentrates  96% 
of  its  weekday  circulation,  and 
91%  of  its  Sunday  circulation. 


Follow  the  food  boskets  in  Detroit’s  food  stores  and 

you’ll  see  that  NEWS-advertised  items  are  the 
drawing  cards  for  Detroit’s  food  shoppers.  Because 
food  advertisers  know  that  today’s  News  brings 
tomorrow’s  business,  they  placed  1,440,319  lines  in 
The  Detroit  News  the  first  seven  months  of  this 
year.  That’s  over  400,000  more  lines  than  the 
other  evening  paper— and  more  than  twice  as  much 
as  the  morning  paper. 

Other  advertisers  get  the  same  results  from  The  News, 

because  The  News  leads  in  practically  every  other 
advertising  classification — and  carries  51%  of  the 
TOTAL  linage  placed  in  all  three  Detroit  news¬ 
papers! 

The  Detroit  News 

FIRST  IN  CIRCULATION  >469,389  WEEKDAYS- 585,667  SUNDAYS 


Eastern  Office  . .  260  Madison  Ave.,  Naw  York 
Pacific  Office  . . .  785  Morkot  St.,  Son  Francisco 


Chicago  Office  . .  435  N.  Michigan  Av*.,  Tribun*  Tow*r 
Miami  Beach . . .  Th*  Loonord  Co.,  311  Lincoln  Road 
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■(■■^Breasons  why 
^cM^  '^mspapers  are 
Jng  the  HURLETRON  color 
gfeter  control  system 


From  coast  to  coast,  leading  newspapers  are  using  the 
Hurletron  Color  Register  Control  system,  for  R.O.P.  color. 
Simple  to  operate,  easy  to  maintain,  newspapers  are  proving 
every  day  that  the  Hurletron  keeps  register  within  limits 
of  visual  acceptance  .  .  .  AUTOMATICALLY.  Specifically 
designed  for  R.O.P.  color,  the  Hurletron  “thinking  heads” 
are  always  on  the  job,  and  help  make  both  local  and 
national  color  advertising  even  more  profitable.  Find  out 
about  the  Hurletron  complete  package  .  .  .  the  intensive 
training  program, .  the.  tuition  free  refresher  courses  for 
your  personnel,  and  the  Hurletron  record  of  service. 


FIND  OUT  HOW  R.O.P.  COtOR 
CAN  BE  MORE  PROFITABLE,,, 
WRITE  OR  PHONE  TODAY 


ILLE,  ILLINOIS 
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Nothing  Sells  Color 
Like  Good  Layouts 


By  Court  Coulee 
The  Milwaukee  Journal 
The  popular  axiom  in  news¬ 
paper  circles  today  is  that 
“nothing  sells  like  newspaper 
ROP  Color”.  That  axiom  could 
be  further  paraphrased  by  the 
statement  “nothing  sells  news¬ 
paper  ROP  Color  like  good 
color  layouts.” 

While  newspapers  generally 
have  been  developing  their  own 
professional  copy  and  layout 
service  to  assist  advertisers  in 
more  efficient  use  of  newspaper 
space,  it  took  ROP  Color  to 
pinpoint  the  value  of  such  serv¬ 
ice.  To  develop  a  color  ad  takes 
visualization  as  well  as  sales¬ 
manship — and  whether  it  is  a 
single  ad  or  a  color  campaign, 
the  advertising  theme  or  idea — 
graphically  presented  is  fre¬ 
quently  the  key  to  a  sale. 

From  Ground  Up 
An  obvious  reason  for  this 
is  because  a  color  ad  invariably 
must  be  created  from  the 
ground  up.  There  are  few  mat 
service  illustrations  to  turn  to, 
no  previous  clippings  which  can 


be  adapted,  no  across-the-desk 
thumbnail  visualization  which 
can  do  the  job. 

And  in  those  instances  where 
a  newspaper  is  set  up  to  fol¬ 
low  through  on  the  original  ap¬ 
proved  layout  with  the  neces¬ 
sary  art,  photography  and  en¬ 
graving  of  the  final  color  plates, 
many  of  the  production  objec¬ 
tions  which  have  been  posed  as 
an  obstacle  to  ROP  Color  fall 
by  the  wayside. 

We  don’t  set  up  the  Mil- 
ivaukee  Journal  as  a  paragon 
of  ROP  Color  production.  How¬ 
ever,  it  is  significant  that  the 
production  of  ROP  Color  lay¬ 
outs  and  copy  in  our  shop  has 
paralleled  the  Journal’s  growth 
in  color  linage.  And,  our  copy 
service  in  the  color  field  goes 
across  the  board — to  retail,  gen¬ 
eral  and  classified  display  ac¬ 
counts! 

For  the  first  seven  months 
of  this  year.  Journal  ROP  Color 
linage  totaled  more  than  one 
and  one  half  million  lines,  a 


FULL  R.O.P. 
COLOR 


August  1954! 


Available  every  day — Sunday  through  Saturday. 

Expert  pressmanship  by  a  crack  color 
team — with  experience  serving  a  long  and 
growing  list  ot  n^ational  advertisers. 

Samples  gladly  furnished  upon  request. 


Put  fhis  "top  ten" 
Midwest  market 
at  the  top  of  all 
your  R.  O.  P.  color 
schedules! 


DAVENPORT 

NEWSPAPERS 


(W 


CIRCULATING  DAVENPORT,  IOWA;  ROCK  ISLAND, 
MOLINE  AND  EAST  MOLINE,  ILL. 

Peprtstnftd  by  Jmn  6  Kelley,  Inc. 


substantial  gain  over  the  1956 
previous  high  record  figure. 
Production  of  color  layouts  and 
copy  in  our  own  copy  service 
department  for  the  same  period 
showed  a  volume  of  more  than 
350  advertisements  totaling 
more  than  700,000  lines — a  gain 
of  15%  over  the  previous 
record  high  of  1956. 

This  does  not  mean  that  half 
of  all  Journal  ROP  Color  linage 
was  produced  by  our  adver¬ 
tisers’  copy  staff.  Far  from  it! 
Much  color  production  must  of 
necessity  be  speculative,  and 
many  of  our  finest  layouts  are 
in  the  “non-active”  file.  Never¬ 
theless,  some  of  the  most  effec¬ 
tive  and  most  attractive  color 
advertisements  run  this  year 
would  never  have  seen  publi¬ 
cation  were  it  not  for  the  fact 
that  they  were  first  properly 
visualized  through  good  color 
layouts. 

Probably  the  most  famous 
retail  color  campaign  in  Amer¬ 
ica  is  the  oft-reported  series 
for  Milwaukee’s  “Sentry  Foods”, 
now  in  its  fifth  year.  You  have 
read  stories  about  the  tons  of 
pork  and  beef  roasts  which 
these  dramatic  color  ads  have 
moved.  Results  have  kept  Sen¬ 
try  sold  on  ROP  Color — but 
original,  carefully  conceived 
layouts  have  been  the  fore¬ 
runner  of  every  Sentry  ad  pub¬ 
lished. 

Welcome  Creativeness 

National  advertisers  and  their 
agencies  welcome  a  newspaper’s 
creative  approach  when  original 
color  campaigns  are  submitted 
for  consideration.  It’s  refresh¬ 
ing  to  have  a  bright,  profes¬ 
sional  layout  be  the  sales  ap¬ 
proach  for  a  media  man,  rather 
than  coverage  figures  or  costs 
per  thousand.  The  Journal  has 
participated  in  campaigns  for 
national  accounts  ranging  from 
automobiles  to  pineapple  and 
from  appliances  to  ladies’  foot¬ 
wear,  with  a  full  range  of  hard 
and  soft  lines  in  between. 

What  has  been  done  at  the 


ADVERTISING 
SCHEDULE 

IN  ^ 
THE  ^ 
GROWING 


^CHARLESTON  ^ 

SOUTH  CAROLINA  I 


MARKET 


T 


Court  Conlee 


Journal  is  not  particularly  dif-  ^ 
ferent  from  what  is  being  done 
by  dozens  of  newspapers  all 
over  the  country. 

There  is  one  difference  in 
Milwaukee,  however,  and  that 
is  the  follow-up  service  pro¬ 
vided  through  the  Journal’s 
ROP  Color  Service  for  News¬ 
papers.  Through  this  service 
many  of  our  fine  retail  ads  are 
made  available  for  use  in  other 
markets  at  nominal  cost  to  ad¬ 
vertisers  in  those  markets,  and 
with  minimum  service  problems 
on  the  part  of  the  newspapers. 
The  facilities  of  the  ROP  Color 
Service  also  are  particularly 
helpful  to  national  accounts. 
We  have  assisted  in  campaigns 
for  Firestone  Tires  and  Sun¬ 
beam  Appliances  for  example, 
with  mats  later  released  to 
newspapers  across  the  country. 
Such  a  campaign  is  now  being 
completed  for  Brach  Candies. 
In  other  instances,  full  color  re¬ 
production  material  is  prepared 
for  national  accounts  for  free 
distribution  to  retail  outlets  who 
may  run  the  ad  over  their 
name.  There  have  been  furni¬ 
ture  accounts,  bathing  suits, 
and  most  recently,  a  campaign 
on  canned  pears  for  a  Pacific 
Coast  account. 

Let’s  face  it.  ROP  Color  al¬ 
ways  develops  certain  problems. 
There  are  size  minimums  .  •  • 
additional  production  expense 
.  .  .  longer  deadlines  ...  you 
know  the  many  situations.  But 
— if  a  color  ad  can  be  handled 
completely  by  one  centralized 
source — the  newspaper — start¬ 
ing  with  advertising  counsel  by 
the  sales  department,  creative 
copy  and  layout  through  the 
new'spaper’s  copy  service,  art 
or  photography  through  the 
newspaper’s  studios,  plate  mak¬ 
ing,  stereotyping  and  final  pro¬ 
duction  of  the  printed  page  all 
in  one  organization,  there  is  a 
far  better  opportunity  to  con¬ 
trol  the  finished  product  and 
usually  a  far  happier  adver¬ 
tiser  when  the  results  begin  to 
roll  in. 
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you  may  not  be  interested 
in  Rembrandt  . .  . 

but  you  probably  like  to 
sell  merchandise! 

do  it  with  COLOR! 


Especially  in  the 


LOS  ANGELES  EVENING 

HERALD-EXPRESS 

'^Largest  Evening  Circulation  in  the  West** 


REPRESENTED  NATIONALLY  BY  MOLONEY,  REGAN  &  SCHMITT, INC 
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IN  LOS  ANGELES 
THEY  SAY 

TIMES.  FIRST  OF  ALL' 


Mechanically  Speaking 
Color  Is  a  Custom  Job 


unless  no  other  material 
available  and  then  we  do  m 
take  responsibility  for  result 
It’s  practically  impossible  it 
maintain  register  on  flat  ca^ 
four-color-work.” 

At  least  one  mechanical  s; 
perintendent  believes  flat  cast 
are  better — some  times— 'd< 
cause  they  allow  for  coirectic 
of  register  errors.  He  did  n 
explain. 

For  a  great  many  of  the  p, 
pers  in  this  survey  it’s  a  ma' 
ter  of  casting  only  two  or  thre? 
sets  of  plates  for  the  pres- 
when  there’s  a  color  run.  Be: 
consider  the  magnitude  of  the 
problem  in  holding  register  ini 
uniformity  when  20  sets  for, 
each  color  page  must  be  cu. 
as  in  the  case  of  the  millk- 
circulation  paper. 

The  Modesto  (Calif.)  Been 
“Pull  proofs  on  cellophane  pressed  a  preference  for  W 
sheets.”  page  baked  mats  with  the  id 

“We  use  a  scribe  line  on  the  positioned  in  the  lower  ri^t- 
side  of  the  chase.”  hand  corner  for  direct  cist 

“Bv  use  of  squared  corners.”  ing.  It  was  noted  that  “we 
“We  check  register  on  a  splice  in  black  to  our  blitk 
finishing  block  with  an  acetate  mat.  To  do  this,  color  and  blacl: 
overlay.”  material  must  be  one-fourth 

“On  the  press.”  inch  smaller  than  the  printed 

“Register  marks  on  mats.”  page  to  allow  room  for  splic- 
“Cuts  are  tacked  to  base  be-  ing.” 
fore  molding.  Registration  is 
done  on  the  press.” 

“Register  marks,  cellophane 
and  calipers.” 

“We  use  a  plant-made  pointer 
device.” 

“By  calipers  and  carding 
plates  on  press.” 

“By  pegging  onto  a  common 
base.” 

In  the  matter  of  inking  there 
were  just  as  many  who  said 
they  prefer  to  mix  and  blend 
the  colors  to  match  copy  orders 
in  their  own  shops  as  there 
were  those  who  say  they  buy 
special  blends  as  required. 

Flat  Casts  Are  Problem 
The  reason  why  some  news¬ 
papers  will  not  accept  less- 
than-page  color  advertising  be¬ 
comes  apparent  in  a  review  of 
of  the  answers  given  to  a  ques¬ 
tion  relating  to  the  processing 
of  smaller  ads.  In  general  these 
require  flat  casts  to  be  made  „  nnn 

first  from  the  agency  s  mats. 

“Too  much  is  lost  through  Paper  A 
shrinkage,”  wrote  one  respon-  Paper  B 

dent  to  the  questionnaire.  Paper  C 

“Sometimes  mats  have  been  250-500,000 

rolled  in  the  wrong  direction.  Paper  A 

giving  shrinkage  side  to  side  on  Paper  B 

one  and  up-and-down  on  the  Paper  C 

“Mats  are  usually  of  insuf¬ 
ficient  depth,”  said  another.  100-250,000 

And  this  was  a  fairly  general  Paper  A 

complaint.  Paper  B 

This  notation  was  made  on  Paper  C 

one  questionnaire:  “We  do  not  Paper  D 

print  full-color  from  flat  casts  {Continued  on 


^Furniture  & 
Household 
Advertisers 
place  55.7% 
of  ALL  their 
Los  Angeles 
metropolitan 
newspaper 
linage  in 
The  Times 


81%  in  4-Color 
Of  the  75  newspapers  pir- 
ticipating  in  the  checkup  only 
one — in  the  30,000-circulatioii 


(Media  Records, 
1$t  six  months 
of  1957.) 


Leading  the  nation  in  home- 
building,  the  Los  Angeles  area 
is  second  in  sales  of  furniture 
&  household  goods.  Dealers 
look  to  The  Times  to  cover  it, 
putting  55%  of  their  adver¬ 
tising  in  this  one  medium. 


United  Press 

THE  siiOR-l  IERVICE 


TIMES 


•World  Coverage 

•  Big  Byline  Features 

•  Regional  Neir. 


Represented  by  Cresnier&Woodward,Detrait, 
New  York,  Chicago,  Atlanta,  San  Francisco 
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ROP  COLOR  BRINGS  OUT  THE  BEST 
IN  YOUR  PRODUCT... 


(•[hr  iBtrminiiihain  Nrius 

Biriiiins[huni  P<»st- Herald 


morning  •  IVENING  •  SUNDAY 


lATlONAL  RCPRfSf NTaTIVCS  KfLlY  SmITH  COMPANY 


p»r- 
I  only 
UtioK 
prints 
usiv^ 
t  iny 


Use  the  extra  impact  of  ROP  Color  to  sell  the  dynamic  Birmingham 
market.  It  makes  your  merchandise  come  to  life  on  the  newspaper 
page. 

ROP  color  in  The  Birmingham  News  and  Birmingham  Post-Herald 
gives  extra  selling  power  and  widest  coverage  to  your  advertising  in 
Birmingham  and  its  trading  area.  These  newspapers  have  pioneered 
ROP  color  since  pre  World  War  II  days.  The  Birmingham  News  has 
consistently  ranked  among  the  top  10.  In  the  last  two  years  it  was 


I  1 . .  YOUNGEST 
VyOFTH  EWORLD'S 
^  Wg're^t  Cities/, 


1st  in  the  South — 2nd  in  the  Nation 
in  ROP  Color  Advertising  Linage 


Net  founded  until  1871,  Birmingham  it  the 
•ergctt  city  in  the  world  for  its  OM.  It  hot 
become  the  33rd  largest  U.  S.  morhet  in  iust 
0  few  decodes. 


Morning:  97,299 
Evening;  190,815 
Sunday:  231,013 

lAK  Nk.  SretMwfit.  1-11 -'STI 
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Pepsi  Finds 
Color  Helps 
Merchandise 

ROP  newspaper  color  is 
“playing  an  increasingly  im¬ 
portant  part  in  the  whole  co¬ 
operative  advertising  package 
of  the  Pepsi-Cola  Bottlers”,  J. 
Charles  Derrick,  advertising  di- 
lector  of  the  Pepsi-Cola  Com¬ 
pany  said  this  week. 

Mr.  Derrick  was  interviewed 
at  New  York  executive  offices 
of  the  company  in  advance  of 
the  meeting  Oct.  1  at  the  Bar- 
bazan  Plaza  Hotel,  New  York, 
when  the  1958  advertising  pro¬ 
gram  w’ill  be  presented  to  about 
300  district  managers. 

These  district  managers  will 
fan  out  from  the  New  York 
sessions  to  attend  regional  meet¬ 
ings  of  bottlers  to  help  them 
plan  their  1958  ad  programs. 
The  Pepsi-Cola  Company  pays 
half  the  cost  of  advertising 
placed  locally  by  the  bot'lers, 
and  supplies  newspaper  mats 
of  adv'ertising  copy. 

There  are  more  than  500 
bottlers  throughout  the  country. 
Of  the  total,  during  this  year 
nearly  80  used  four-color  ROP 
and  about  200  two-color. 


The  trend  is  to  use  about 
10  full-page  color  ads  a  year. 
Copy  is  customarily  based  on 
holidays. 

“Our  bottlers  are  highly 
pleased  with  results  obtained 
in  using  ROP  color”,  Mr.  Der¬ 
rick  said.  “They  consider  it  ex¬ 
cellent  as  a  prestige  builder  and 
is  very  helpful  for  merchan¬ 
dising  Pepsi  to  local  dealers.” 

During  1958,  the  Pepsi  ad¬ 
vertising  investment  will  be 
larger  than  this  year,  accord¬ 
ing  to  Mr.  Derrick,  and  the  in¬ 
crease  will  be  also  marked  in 
ROP  newspaper  color. 

• 

Chelsea  Record 
Equalizes  Ad  Rates 

Local  rates  identical  to  na¬ 
tional  rates  w'ere  announced 
this  week  by  H.  D.  Hancock, 
publisher,  the  Chelsea  (Mass.) 
Record,  effective  Sept.  1. 

All  rates  including  ROP  dis¬ 
play,  classified,  front  page,  po¬ 
litical  and  legal  are  identical 
for  national  and  local  adver¬ 
tisers  under  the  new  rate  sched¬ 
ule. 

According  to  Mi-.  Hancock, 
this  rate  equalization  is  in  line 
w'ith  “current  trend  towards 
allowing  agency  commission  in 
place  of  the  heavy  composition 
expense  of  locally-placed  adver¬ 
tising.” 


The  Battle  Creek  ENQUIRER  AND  NEWS 

•  Established  a  record  as  the  FIRST  news¬ 
paper  “split-run,  full-color  vs.  b/w”  Test 
advertising  released. 

•  The  FIRST  and  ONLY  Michigan  newspaper 
offering  a  Discount  Plan  to  advertisers  in 

1,  2  or  3  colors. 

•  The  FIRST  Michigan  newspaper  to  offer 
Full  Color  in  less  than^  paS^  units. 

•  With  PROVEN  fidelity  in  color  reproduc¬ 
tion  and  registration  in  all  ads  published. 

•  Offers  COLOR  choice  for  ANY  evening 
or  Sunday  publication. 


T/)e  COLOR  TEST  CITY  in  Michigan! 


BAHLE  CREEKH 

MICHIGAN  I  [M 


ENQUIRER  AND  NEWS 

Member  of  Federated  Publicotions 


Mechanically 

{Continued  from  page  30) 


Paper  E  15 

Paper  F  14 

Paper  G  10 

Paper  H  9 

Paper  I  8 

Paper  J  7 

Paper  K  2 


The  range  in  the  under- 
100,000  circulation  brackets  is 
from  1%  to  34%  in  multi-color 
linage. 

One  paper  of  100,000  circula¬ 
tion  merely  indicated  that  2% 
of  its  total  advertising  (black- 
and-white  and  color)  contained 
some  color. 

In  all  but  a  few  reports  the 
distinction  was  made  only  be¬ 
tween  four-color  printing  and 
spot  (one  color  and  black) 
work.  However  a  dozen  of  the 
75-pai-ticipating  paper  indicated 
their  acceptance  of  3-color  ad¬ 
vertising  copy. 

Special  Equipment 

Historically  speaking,  news¬ 
papers  have  been  striking  color 
into  their  pages  for  something 
longer  than  50  years.  Even 
four-color  work  has  been  done 
on  newsprint  runs  since  the 
turn  of  this  century  and  not 
only  by  metropolitan  dailies 
with  multi-unit  presses. 

Actually  what  is  “new”  about 
ROP  color  printing  today  con¬ 
sists  of  these  two  things:  1. 
the  volume  of  it,  both  in  ad¬ 
vertising  and  editorial  content; 
and  2.  the  vast  array  of  equip¬ 
ment  that  has  been  made  avail¬ 
able  to  obtain  quality  produc¬ 
tion. 

When  a  publisher  decides  to 
enter  his  paper  in  the  lists  for 
full-color  linage  he  soon  finds 
that  a  considerable  investment 
in  machinery  is  mandatory.  The 
installations  run  right  through 
the  shop,  but  mainly  it’s  in  the 

Nearly  600,000 
Lines 

RETAIL  GAIN 
IN 

5  MONTHS 

Call  Reynolds-Fitzgerald 
and  find  out  why! 


'PHILADELPHIA  DAILY 


engraving,  stereo  and  pres; 
rooms  where  the  auxiliar, 
equipment  is  needed. 

Just  for  an  example,  tab 
the  case  of  a  small-city  daily 
like  the  McKeesport  (Pa.)  Dail), 
Sews  which  boasts  that  it  ha- 
printed  color  from  ‘way  back 
when.  Joe  Gerosky,  pressroon 
superintendent,  advises  now 
that  the  News  has  added  the 
following  equipment  in  recea; 
years : 

Engraving  camera  with  cir¬ 
cular  screen. 

Direct-pressure  mat  molder. 

Three  press  units,  two  with 
single  reverse  drives,  one  with 
double  reverse  drive  and  color 
cylinder  with  built-in  four-page 
wide  ink  fountain. 

Fire  double-page  portable  ink 
fountains. 

Color  separators. 

All  this  means  that  the  Mc¬ 
Keesport  paper,  with  sever 
presses,  can  run  three  color; 
and  black  on  two  webs  simul¬ 
taneously  and  single  color  can 
be  used  on  any  cylinder  of  the 
press. 

Equipment  suppliers  to  the 
newspaper  field  have  come 
through  with  such  important 
devices  as  mat-registering  ma¬ 
chines,  electronic  registration 
controls,  high-speed  etching  ma¬ 
chines,  new  stereotyping  boxes 
with  precision  controls,  press 
appliances  that  contribute  tc 
speed  and  economy.  While  many 
of  the  improvements  and  at¬ 
tachments  would  have  come 
along  in  time  to  benefit  mere 
black-and-white  printing  they 
have  been  pushed  forward  in 
the  last  few  years  to  enable 
newspapers  to  keep  pace  with 
the  demands  for  color.  There's 
hardly  a  newspaper  mechanical 
superintendent  who  won’t  take 
off  his  hat  to  the  manufacturers 
who  have  been  so  helpful.  -4nd 
their  research  in  this  field  gees 
on  constantly. 


Coffee  Firm  Plans 
First  A-Color  Ads 

Stewarts  Private  Blend 
Coffee  Co.,  in  its  first  at¬ 
tempt  with  four-color  news¬ 
paper  advertising,  will  launch 
a  series  of  four  full-page  ads 
in  the  Chicago  Tribune  on 
Sept.  26. 

Another  full-color  ad  will 
appear  on  the  back  cover  of 
the  Sunday  Chicago  Tribune 
magazine  Nov.  24. 

The  first  ad  scheduled  tells 
w'hy  Stewards  coffee  costs 
from  20c  to  25c  more 
pound  than  other  brands. 

U.  S.  Advertising  Corp-. 
Chicago,  is  the  agency. 
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need  ROR..call 


d.  M.  HUSIR  CORRORATION 


With  an  eye  to  adding  to  the  collection  of  55  state  and  notional  owords 
for  excellence  they’ve  won  in  the  post  nine  years,  Fred  and  Charles 
Inversetti,  publishers  of  the  Commonwealth,  look  over  o  page  of 
SCAN-A-GRAVER  produced  halftones. 


Why  the  scan-a-graver  lease 
is  a  better  business  proposition 

by  Fred  Inversetti,  Co-publisher,  The  Ripon  (Wis.)  Commonwealth 


“In  the  five  years  we’ve  had  the  Fairchild 
SCAN-A-GBAVER,  we  have  not  spent  one  cent  for 
repairs,  upkeep  or  improvements.  Yet  our  machine 
has  every  one  of  the  new  improvements  developed 
by  Fairchild  since  we  put  the  machine  in.  With 
the  SCAN-A-CRAVEB  lease,  we  ll  never  be  troubled 
by  obsolescence  . . .  we  ll  always  have  a  machine 
in  first  class  condition. 

“Also,  the  SCAN-A-GRAVER  has  given  us  superior 
halftones  and  better  production.  For  e.xample. 
before  the  installation  of  the  sca.n-a-graver,  many 
hours  were  spent  each  week  in  the  making  of  cuts. 
Today,  that  time  is  l(K)/f  saved  because  the 
scAN-A-GRAVER  does  iiot  rcfluire  a  skilled  operator. 

“As  to  dollars  and  cents  saved  and  the  immense 
saving  of  time,  we  believe  no  other  method  can 


compare  with  the  scan-a-graver.  Having  tried 
various  means  of  engraving,  we’re  happy  to  be 
able  to  recommend  the  scan-a-graver,  with  all 
its  possibilities,  over  any  other  method.” 

*  Write  for  complete  information  on  oil  the  odvon. 
toges  of  the  SCAN-A-GRAVER  lease  Plan  and  Fair¬ 
child's  Customer  Engineering  Service.  Address  Fairchild 
Grophic  Equipment,  Inc.,  88-06  Von  Wyck  Expressway, 
Jomoico  I,  N.  Y.,  Dept.  I00-5BI. 


Buffalo  Store  Expands 
Fall  Color  Schedule 

Buffalo,  N.Y.  and  excitement.  Art  work  must 
I  \  pioneer  in  the  use  of  color  ^  simple,  emphasizing  black 
newspaper  ads  to  promote  fash-  and  white  sketches  with  some 
ion,  The  Sample,  Buffalo  spe-  grey,  throwing  color  over  them, 
cialty  store,  this  fall  has  ex-  The  figures  should  be  graphic 
panded  its  progp'am  to  include  and  impressive.” 
a  color  ad  each  week.  The  Sample  has  shown  the 

The  Sample,  operating  five  versatility  of  color  by  present- 
stores  in  the  Buffalo  area,  ing  color  fashions  from  Mveral 
started  using  color  in  its  news-  different  departments  in  the 
paper  ads  about  four  years  ago.  same  full  page  ad.  For  in- 
Results  have  been  “very  satis-  stance,  an  ad  may  play  up  a 
factory,”  according  to  Edwin  new  shade  being  featured  si- 
Ellerbrook,  advertising  and  multaneously  in  the  women’s, 
sales  promotion  manager.  men’s  and  children’s  apparel 

Mr.  Ellerbrook  is  a  firm  be-  Using  this  t^hnique, 

Iiever  in  the  power  of  color  P®"' 

newspaper  advertising.  He  says  promotional  application 

,tcan  be  used  for  two  principal  ^  specific  new  shade. 


2  Objectives 


objectives:  Most  of  the  time  the  store 

concentrates  on  the  use  of  a 
2  Objectives  single  color — but  on  occasion  it 

1)  To  promote  items  or  will  go  up  as  high  as  three 
groups  of  items  for  immediate  colors  in  a  promotional  ad. 
response  and  run  up  substan-  Mr.  Ellerbrook  feels  it  is  im- 
tial  unit  sales;  2)  To  help  portant  to  stick  to  the  basic 
'5tablish  a  color  as  a  fashion  colors  in  this  type  of  advertis- 
•.heme  for  a  new  fashion  season,  ing.  He  carefully  avoids  certain 
liming  for  long  term  results  colors  which  tend  to  wash  out 
rather  than  immediate  impact.  or  fail  to  reproduce  well  in 

Color  does  a  very  effective  newspaper  advertising. 

.ob  in  both  these  directions,  he  Some  of  the  more  unusual 
oted.  shades  frequently  lend  theni- 

“This  season  we  are  putting  selves  admirably  to  color  news- 
folor  to  work  on  a  regular  paper  use  and  they  catch  the 
■I’hedule  for  the  first  time,  consumer  eye  because  they 
potting  at  least  one  ad  a  stand  out  more  forcibly. 


Mr.  Ellerbrook.  In  Long-Range  Results 

I  be  past,  the  store  has  used 

I  I'lr  more  spasmodically,  de-  “One  thing  should  be  made 
•  ling  on  the  merchandise  on  clear  in  the  use  of  color  adver- 
-d  and  the  color  trend  of  a  tising,”  said  the  ad  executive, 
-ticular  season.  “Top  management  can’t  always 

Color  has  an  important  role  expect  immediate  and  tangible 
the  store’s  long-range  pro-  results  from  the  use  of  color 
innal  plans,  added  Mr.  El-  ads.  The  first,  second  and  third 
i'lnok.  It  has  been  proving  ads  in  a  color  series  may  seem- 
-If  as  one  of  the  most  pro-  ingly  generate  only  limited 
.Hive  types  of  advertising  sales  results.  But  over  an  ex- 
1  more  than  justifies  the  ad-  tended  period  color  ads  will  do 
i  tnal  cost  over  black  and  a  creditable  job  and  more  than 
advertising,  he  said.  pay  their  way.  That  has  been 

From  his  experience  in  re-  our  experience  since  we  started 
’  years,  Mr.  Ellerbrook  has  using  them.” 

■'*'1  at  some  fairly  definite  The  Sample  sets  up  a  sep- 
j  i.usions  concerning  the  most  arate  budget  for  its  color  news- 
"wrtive  use  of  color  in  ads.  paper  ads — distinct  from  the 
In  the  first  place,  a  color  ad  black  and  white  ad  budget.  The 
t  be  dramatic,  and  to  be  entire  operation  is  handled  on 
;  ^matic  it  must  be  big.  The  an  individual  basis. 

III*,  almost  always  uses  full  Mr.  Ellerbrook  says  that  re- 
in  color  advertising.  “To  tail  merchants  today  need  a 
the  proper  drama  you  fresh  approach  in  their  news- 
! have  a  full  page,”  says  paper  advertising  to  whet  con- 
Sample  ad  director.  “The  sumer  interest.  He  said  price 
J  I'art  of  color  is  lost  in  smal-  has  been  losing  much  of  its 

former  pulling  power  and  that 
Color  must  be  used  most  new  techniques  are  needed. 
|“ii(  iously — not  hit  and  miss.  Color  looks  like  one  of  the  best 
•"ust  be  planned  carefully  answers  to  this  problem,  he 
‘  '  it  must  have  eye  appeal  added. 
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READABILITY  IS  HIGHER 
RETENTION  VALUE  IS  HIGHER 


CO 


Color  in  Texas  draws 
more  attention  to 
everything.  Cars, 
foods,  fashions,  bever¬ 
ages — adds  real  punch 
to  sales.  You  can  de¬ 
pend  on  quality  ROP 
in  these  newspapers, 
tool 

Standard  process  inks, 
mix  and  toners  —  3 
colors  and  black  on 
all  days.  Write  for 
samples. 


OH 

ADM 

53% 

TO  THE 
IMPACT 


According  to 
a  survey  by 
the  N.A.E.A. 


THE  AUSTIN 

AMERICAN- 

STATESMAN 


THE  WACO 
NEWS-TRIBUNE 
&  TIMES  HERALD 


THE 

PORT  ARTHUR 
NEWS 


Horlon  M.  Fentress 
President 


BURKE,  KUIPERS  AND  MAHONEY 

Representatives 


IN  LOS  ANGELES 
THEY  SAY 

■TIMES.  FIRST  Of^  ALL' 


Coupon  redemptions  fly  high  have  received  very  good  news- 
on  ROP  newspaper  color  wings,  paper  cooperation  with  our 
So  good  were  coupon  turn-ins  Stokely-Van  Camp  campaigns.” 
after  a  recent  limited  test  of  The  ROP  copy  in  question 

ROP  on  a  Stokely-Van  Camp  headlines  in  black  and  red  the 

food  product  that  the  idea  is  story  “Bean-time  U.S.A.  is 
currently  being  extended  to  a  Bargain-time  U.S.A.”  Under 
list  of  ^0  papers,  according  to  the  word  “bargain”  is  an  out- 
Jack  Taylor,  senior  vicepresi-  lined  arrow  head  in  black.  In¬ 
dent,  Lennen  &  Newell,  New  side  in  red  letters  is  printed 
York  advertising  agency  han-  the  legend:  “Free  ,5^  Coupon.” 

dling  the  account.  The  arrow  points  directly  to  a 

Mr.  Taylor,  account  super-  coupon  held  in  the  hand  of  a 
visor,  with  Tom  Doughton,  young  blond  woman  shopper 
vicepresident  and  account  ex-  and  carries  the  eyes  down  to 
ecutive,  first  tested  the  coupon  the  bottom  of  the  page  where 
pulling  power  of  daily  newspa-  the  coupon  itself  is  printed  di- 
pers  in  about  40  papers.  Bean-  rectly  opposite  a  good  com- 
Hole  beans  were  being  intro-  manding  reproduction  of  the 
duced.  The  coupon  entitled  red-labeled  l>ean  can. 
shoppers  to  a  can  free  with  There  are  26  other  similar 
each  purchase.  Stokely-Van  but  smaller  cans  shown  in  the 
Camp  is  a  major  user  of  ROP.  advertisement.  Some  are  on  the 

Redemptions  Soared  '^^ere  they  have  just 

been  purchased  by  two  coupon 
“Redemptions  soared,  Mr.  .-edeemers.  Others  are  on  the 
Taylor  said.  Actual  count  is  a  shelves  behind  the  .satisfied 
trade  secret.  “However,  it  was  choppers  pictured  with  the 
so  good  the  Idea  is  being  re-  g.-ocerv  clerk  whose  finger  is 
peated  on  a  large  scale,  adding  happily  ringing  up  sales  on  the 

„  cash  register. 

Starting  Sept.  23,  some  200 
newspapers  are  carrying  ROP 
copy  highlighting  a  free  5-cent 

coupon  in  full  and  half  page  of  red  are  made  by  these  extra 
advertisements  for  Van  Camp’s  cans  and  yet  they  are  not  too 
pork  and  beans.  Shoppers  get  difficult  to  register  in  color,” 
a  nickel  price  cut  when  they  Mr.  Taylor  noted.  “We  find  that 
buy  two  cans  of  any  size  ex-  this  kind  of  simplicity  pays  off  and 

cept  ^  the  eight-ounce  can.  in  good  across-the-board  repro-  simple  to  insure  effective  i 

“We  have  found  this  kind  of  duction  as  well  as  in  sales  production  by  high-speed  pre 
coupon  copy  in  color  is  a  terri-  action.” 

fic  traffic  building  promotion  for  This  is  the  second  year  Len- 
stores,”  Mr.  Taylor  said.  “Man-  nen  &  Newell  has  directed  the 
agers  of  chains,  independent.s,  advertising  of  Stokely-Van 
and  supermarkets  love  it.  They  Camp,  Indianapolis,  of  which 
give  us  a  good  prominent  dis-  Ralph  Watts  is  advertising  and 
play  of  the  pork  and  beans,  merchandising  ”  — 

Sales  soar.”  firm’s  fiscal  year 

Mr.  Taylor  called  attention  June  1  to  May  31, 

to  the  “classic  simplicity”  of  year  of  impressive  use  of  ROP 
the  two-color  advertisement  color  started 

sent  to  papers  on 
mats. 

Color  Key 


^.to^  you  tojoift  thr 

wfao  bojr  more  Camp*  Pork  oi  tm 

than  aiqr  other  brand' 


helpful,”  he  said.  The  agent; 
recently  designed  an  eight-by¬ 
eight  inch  card  for  newspapers 
to  mail  to  grocery  outlets  in 
their  trading  areas.  Type  f  ■ 
the  card  is  furnished  in  mat 
form.  The  copy  gives  the 
newspaper  a  chance  to  promote 
itself  as  well  as  the  proeiut: 
in  question. 

“When  we  announce  a  com¬ 
ing  color  advertisement  in  dail; 
newspapers,  we  find  that  the 
stores  immediately  get  behino 
effort, 


Advertisers 


choose  The 


Taylor  said 

He  gave  a  three-point  rule  for 
use  of  ROP  color: 

1)  Be  sure  the  subject  mat 
ter  warrants  the  use  of  color 

eye-catching  spots  both  for  its  merchandising  im-, 
pact  and  for  its  actual  im¬ 
pression  on  consumers; 

2)  Use  color  to  accentuate 
some  point  you  wish  to  make. 

Make  your  lave. 


Los  Angeles 
metropolitan 


newspapers 


(In  the  first 
6  months  of  '57 
The  Times  led  in 
95  of  Medio  Records' 
114  classifications.) 


Color  for  Key  Market 

director.  ~  The  Calvert  Reserve  gives  ma 
runs  from  emphasis  to  the  theme  "Cir 
The  second  Heads  Agree:  Calvert  Ta^' 
Better”,  with  a  comprehen- 

-  -  this  summer,  fall  advertising  campaign  ( 

plastic  type  Stokely-Van  Camp  has  about  Grey  Advertising  Agency) 
150  different  products.  Of  the  489  newspapers  across  the  co 
total  about  15  are  considered  try. 

“What  we  wanted  consumers  “tonnage  items.”  Eight  to  10  of  According  to  Walter  Hou. 
to  see  were  the  coupon  and  the  the  15  are  given  ROP  color  advertising  and  sales  r 

distinctive  Van  Camp’s  pork  treatment  in  newspapers,  motion  manager  for  Calvert 
and  beans  can,”  Mr.  Taylor  ex-  There’s  a  present  maximum  sej.ve- 
plained.  “Red  in  the  can  label  freiiuency  of  18  ROP  color  ads  Calvert  Reserve 

gave  us  the  color  key.  There  a  year.  „  - _ 

•  4.-  1.U  i  iu-  j  newspaper  campaign  is 

IS  no  question  that  this  red  »*  u  j-  ■  ww  i  ..  „  iv..r 

will  flag  down  reader  attention  Merchandising  Helps  to  concentrating  our  a 

and  move  up  coupon  cutting  Mr.  Taylor  said  the  ROP  messages  in  markete  ^ 
and  redeeming  action.  campaign  “helps  Stokely-Van  sal®s  potential  is  s  i 

“We  also  count  on  newspaper  Camp  get  product  display  in  Extensive  use  of  ful-^o 
merchandising  managers  to  let  stores,  other  merchandising  co-  vertising  will  feature  t  e  ne 
stores  know  in  advance  that  operation,  and  local  tie-in  ad-  paper  program.  The  impac 
this  color  copy  is  coming,  vertising.”  this  advertising  w’ill  be  fur 

That’s  what  gets  the  goods  “We  have  found  newspaper  amplified  with  a  strong  schec 
prominent  store  display.  We  merchandising  departments  most  in  leading  national  magazm 
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Los  Angeles  is  America’s  first 
market  in  passenger  car  reg¬ 
istrations  with  1.2  cars  per 
family.  The  Times,  with  the 
largest  share  of  new  car  ad¬ 
vertising,  is  its  principal  in¬ 
fluence  for  sales. 


TIMES 


Represented  by  Cresmer&Woodward. Detroit, 
New  York,  Chicago,  Atlanta,  San  Francisco 


'ChIn-up,  Davy”  A  Speed  Grophic  shot  taken  by  Editor  Quigley  to  illustrate  o  polio  vaccination  story. 


Better  take  the  Graphic . . . 

WE  WANT  TO  BE  SURE  OF  THIS  ONE! 


That’s  the  advice  of  John  F.  Quigley,  Editor  &  Manager, 
Union  County  Standard-Journal,  Lewisburg,  Pa. 


John  Quigley,  shown  with  his  Pacemaker  Graphic*,  uses  Graphic*  equip¬ 
ment  almost  exclusively  himself,  and  recommends  it  on  almost  any  type 
of  assignment  to  his  staff  photographer.  His  weekly  newspaper,  the 
Standard-Journal,  has  won  numerous  state  and  national  awards  for 
general  excellence,  typography  and  pictures. 

“Sure,  we’ve  tried  35  millimeter  and  reflex  cameras,’’  Mr.  Quigley 
explains,  “but  in  a  community  newspaper  there  is  often  time  for  only 
one  shot,  and  we  find  that  the  Graphic  is  almost  foolproof. 

“As  an  editor  first  and  a  photographer  second,  the  camera  I  suggest 
must  be  rugged,  easy  to  use  and  versatile.  The  Graphic  rates  tops  on  all 
counts.’’ 

For  those  “must’’  shots  of  community  life,  his  final  word  on  picture 
assignments  is  invariably:  “Take  the  Graphic — we  want  to  be  sure  of 
this  one.’’ 

♦Trade  Mark 


*Th«  Blind 
R*ad«r** 
Charoctar  ttudy 
of  a  blind  parson 
raoding  a 
Sroilla  Bibla. 


L.ovg  at 
First  Sight' 
This  Spaad 
Graphic  shot 
was  mada  in  < 
local  stora  by 
Mr.  Quiglay. 


■joth  Anniversary — iSSj-igfj 
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Color  Copy  Marks 
Jeweler’s  Growth 


San  Francisco 

Extensive  use  of  newspaper 
color  has  marked  the  advertis¬ 
ing  activities  of  Milens  Jewel¬ 
ers  since  that  organization’s  be¬ 
ginnings  nearly  a  quarter-cen¬ 
tury  ago. 

The  results  have  been  such 
that  today  Ted  Segall  of  the 
Theodore  H.  Segall  Advertising 
Agency  expresses  regret  that 
mechanical  limitations  prevent 
the  use  of  more  color  on  behalf 
of  Milens. 

Mr.  Segall  has  handled  Mi¬ 
lens  advertising  from  its  open¬ 
ing  in  trans-bay  Oakland. 
.Milens  now  has  a  second  store 
in  Richmond  and  is  opening  a 
third  store  in  Hayward. 

The  pioneering  color  efforts 
were  in  two  colors.  Later  in  the 
1930’s,  four  colors  were  used. 
Basic  medium  from  the  start 
was  the  Oakland  Tribune,  with 
the  Richmond  Independent 
added  when  the  Richmond  store 
was  opened. 

11%  in  Color  Copy 

Last  year  more  than  11%  of 
.Milens’  copy  in  the  Tribune 


was  in  color.  Milens’  36,036 
lines  in  color  brought  the  jew¬ 
elers’  total  1956  advertising  in 
the  Tribune  to  311,394  lines. 
J.  O.  Wright,  Tribune  advertis¬ 
ing  director,  advised. 

Milens  pioneered  in  color 
placements  and  also  in  heavy 
jewelry  advertising  in  the  Oak¬ 
land  area.  The  linage  impact 
is  shown  by  the  fact  that  jewel¬ 
ry  advertising  volume  was  in 
18th  position  in  the  Oakland 
area  before  Milens  entered  busi¬ 
ness.  Within  three  years  that 
classification  was  in  fifth-place 
in  volume. 

‘Frustrations’ 

Today  two  “frustrations” 
prevent  Milens  from  using  even 
greater  color  linage,  the  agency 
president  declared.  These  are  of 
two  types:  Milens  has  won 
every  possible  consideration  in 
requests  for  position,  and  hates 
to  sacrifice  its  earned  locations 
in  the  newspaper  to  positions 
which  mechanical  conditions  re¬ 
quire  for  color. 

Describes  Choice 

“If  we  use  color,  which  we 
prefer,  we  have  to  decide  whe¬ 


ther  to  do  so  and  accept  posi¬ 
tions  we  believe  are  compara¬ 
tively  inferior,”  Mr.  Segall  ex¬ 
plained. 

“Despite  this,  we  use  color 
whenever  possible.  Usually  we 
confine  ourselves  to  ads  which 
we  feel  can  run  in  four  colors, 
in  the  comics,  or  on  the  back  of 
one  of  the  new  Tribune  supple¬ 
ments  in  black  and  one  color.” 

A  second  trouble  w’ith  color  is 
that  often  it  is  unavailable  on 
the  desired  day,  Mr.  Segall 
added.  The  result  is  that  the 
company  often  uses  black  and 
white  even  though  Milens 
“loves  color  and  feels  its  use  is 
warranted,”  the  agency  head 
explained. 

In  furthering  its  use  of  color, 
Milens  occasionally  uses  tab¬ 
loid  supplements.  Then  four 
colors  may  be  used,  or  two 
colors  and  black  as  desired. 

Large  and  Consistent 

Whether  in  color  or  in  black 
and  white,  Milens  believes  in 
large  copy.  A  preferred  size 
is  four  columns  by  21  inches. 

Advertising  is  consistently 
placed,  month  after  month. 
There’s  a  special  promotion 
each  week.  Copy  is  large  and 
bold,  in  general. 

The  average  monthly  place¬ 
ment  is  1500  inches.  One  sum¬ 
mer  month  showed  but  1200 


Towel  Maker  Offers  \ 
Free  Color  Mats 

For  the  first  time,  Martex. 
maker  of  towels,  is  making 
two-color  mats  available  fr« 
of  charge  to  retailers  for  use 
in  their  local  newspapers. 

Blue  is  the  featured  color 
and  placement  is  being 
handled  through  the  Mil¬ 
waukee  (Wis.)  Journal  ROP 
Color  Service. 

Ellington  &  Co.,  New 
York,  is  the  ad  agency  for 
Martex. 


inches,  but  another  went  to 
2,000  inches  of  advertising 
Nine  different  ads  appeared  in 
August. 

Last  year  Milens  expandei 
from  its  Oakland  headquarters 
base  by  establishing  a  store  in 
Richmond.  Color  and  total  copy 
placed  in  the  Richmond  Inde 
pendent  has  been  on  approxi¬ 
mately  the  same  scale  and  vol¬ 
ume  as  in  the  Oakland  Trib¬ 
une,  advises  Darrell  Smith,  re 
tail  advertising  manager.  Inde¬ 
pendent. 

A  new  expansion  of  this  store 
will  open  shortly  in  the  third 
East  Bay  community  of  Hay 
wai’d.  Advertising  plans  have 
not  yet  been  completed. 


23  Years  of  R.O.P.  Color  Success 


1934  “Our  first  color  ad  in  December  of  1934 
was  a  terrific  success,  and  we  are  still  firm  believers 
in  ROP  color.” — Mr  R.  J.  Hable.  Manager,  Piggly 
Wiggly  Food  Store 


1957  .  .  .  “Our  first  color  advertising,  in  July  of  this 
.year,' was  very  successful.  We  sold  many  more  units 
than  we  anticipated.” — Mr  Duane  Bcucler.  Partner, 
Beucler-Westman  Realty. 


Testimonials  such  as  these  prove  the  effectiveness  and 
the  progress  of  ROP  color  in  the  big  Duluth-Superior 
market. 


Duluth  HERALo^f pululh 24w6'fjripiUllf 

Represented  Nationally  by  RIDDER-JOHNS,  INC. 

New  York  Detroit  Chicago  Minneapolis  San  Francisco  Los  Angeles 
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Evening  Tribune 


The  San  Diego  Union  and  Evening  Tribune  R.O.P.  COLOR  is 

EXPERIENCED  .  .  .  color  linage  that  ranks  these  advantage  of  R.O.P.  COLOR.  We  have  the  case  histories, 

two  leading  newspapers  along  with  the  nation’s  leaders  —  A  letter  or  postcard  to  our  National  Advertising  I^epart- 

backed  by  over  30  years  of  running  full  color  —  effec-  ment  will  result  in  an  immediate  response, 

tively  —  in  volume. 

THE  STORY  OF  R.O.P.  COLOR  ON  FILM 

COMPLETE  .  .  Cioss  Headliner  Presses  that  are 

completely  color  equipped  —  plus  the  latest  in  stereo¬ 
typing  and  color  matching  equipment. 


We  have  prepared  a  29-minute  sound  motion  picture  on 
the  history,  development  and  production  technique  of 
R.O.P.  COLOR.  The  West-Holliday  people  would  be 
delighted  to  present  it  for  you  —  or  make  it  available  for 
personal  use.  Contact  them  direct  or  let  us  know.  The 
showing  is  free,  of  course! 


SUCCESSFUL  .  .  .  use  of  color  has  proven  tre¬ 
mendously  successful  for  our  advertisers.  Sales  have 
gone  up  —  selling  costs  down  —  with  the  competitive 


o/  T rut\i 


WWrLEW  NEWSPAPERS 

15  Hometown"  Newspapers  covering  Son  Diego,  California 
—  Northern  Illinois  —  Springfield,  Illinois  —  and 
Greater  Los  Angeles  . . .  Served  by  the  COPLEY  Washington 
Bureau  and  the  COPLEY  News  Service. 
REPRESENTED  NATIONALLY  BY  WEST-HOLLIDAY  CO.,  INC. 
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New  Research  Report 
Cites  ROP’s  Growth 


ROP  newspajK'i'  color’s  “in¬ 
creasing  status  in  the  spectrum 
of  advertisiiifr  media”  is  noted 
in  a  report  completed  by  the 
Home  Office  Research  Depart¬ 
ment,  McCann-Erickson,  Inc.,  a 
copy  of  which  was  made  avail¬ 
able  this  week  to  Editor  & 
PfBLISIIER. 

“On  the  basis  of  the  growing 
list  of  companies  including 
ROP  newspaper  color  in  their 
advertising  schedules,  the  num¬ 
ber  of  papers  adding  facilities 
to  handle  ROP  color,  and  the 
increased  linage  reported  by 
ROP  color  newspapers,  the 
trend  for  the  medium  seems  to 
project  healthily  upward,”  the 
report  states. 

Gas,  Oil  Lead 

“Today  more  advertisers  than 
ever  before  are  using  ROP 
newspaper  color.  The  leading 
product  classification  in  nation¬ 
al  linage  for  May,  1957  was 
gasoline  and  oil,  with  Shell, 
Standard  Oil  of  California  and 
Cities  Service  in  the  first  three 
positions. 


“The  tobacco  industry  was 
second  in  total  color  linage — 
Winston,  Old  Gold,  and  Viceroy 
cigarettes  were  outstanding  in 
this  category.  Beer  and  passen¬ 
ger  cars  also  figure  importantly 
with  Stroh’s,  Schlitz  and  Falls 
City;  Ford,  Chevrolet  and  Ply¬ 
mouth  leading  their  respectiv'e 
classifications.” 

The  report’s  introduction  ex¬ 
plains  it  was  prepared  as  a  re¬ 
sult  of  a  number  of  inquiries 
about  ROP  color  in  newspapers 
from  members  of  the  media  de¬ 
partment. 

Common  Requests 

“The  most  common  requests 
ran  along  the  following  lines,” 
it  is  revealed: 

“1)  Is  the  increased  premium 
cost  of  color  justified  by  com- 
mensurately  higher  readership; 
in  other  words  is  ROP  color 
more  efficient  than  black  and 
white? 

“2)  What  can  we  use  as  am¬ 
munition  to  back  up  a  recom¬ 
mendation  of  ROP  color  to  a 
client?” 


The  BURGESS  CELLULOSE  COMPANY 

for  years,  makers  of 
color  mats  used  in 
the  finest  color  work, 
salutes  the  first 

ROP  COLOR 
AWARD  WINNERS 


BURGESS  CELLULOSE  COMPANY  ■ 

Manufacturert  and  Distributors  of  Burgess  H 
Chrome  and  Supreme  Tone-Tex  Mots,  Freeport,  Illinois  P 

Canadion  Representotive,  R.  M.  Louson  A  Co.,  Ltd.,  I 
Kennedy  Rood,  Agincourt,  Ontorie  | 


The  department  advises  it  J.  Walter  Thompson 
believes  neither  of  these  ques-  (Shell,  Ford,  Seven  Up,  L 
tions  today  can  be  answered  Williams  Shave,  Libby’s) ;  I 
sufficiently  and  recommends  fur-  Cann-Erickson,  Inc.  (Chrysl 
ther  original  research.  Nestle’s,  Coke  bottlers,  E 

Hlorhlio^htc  Springs);  BBDO  (Standard 

Migniignis  ^  Crocker,  U, 

Under  a  heading  of  “high-  steel.  Standard  Heating  Oil) 
lights,”  the  report  continues:  Young  &  Rubicam  (Borden 

“I.  There  have  been  three  Birds  Eye,  G.E.)  ;  Bozell 
recent  studies  comparing  not-  Jacobs,  Inc.  (Falls  City,  Cu 
ing  scores  for  color  ROP  ads  hy) ;  Cunningham  &  Wal  _ 
as  opposed  to  black  and  white  Inc.  (  Sunshine,  Folger’s) 
ads,  but  in  sum  only  seven  Foote,  Cone,  &  Belding  (TW 
papers  with  four  color  facilities  Dole) ;  Kenyon  &  Eckhardt,  Ii 
and  ten  with  two  color  facilities  (Pepsi,  Mercury) ;  Lennen 
were  studied  in  them.  We  do  Newell,  Inc.  (Old  Gold,  Vrt 
not  believe  that  this  relative  Camp’s)  N.  W.  Ayer  &  So^ 
handful  of  papers  is  necessarily  Inc.  (Hills  Bros.,  Plymoutk); 
representative  of  the  national  Ruthrauff  &  Ryan,  Inc.  (Sn 
liicture.  Oil,  Serta) ;  Ted  Bates  &  (k 

“II.  The  Starch  study  indi-  (Viceroy,  Hi-C  Orange), 
cated  an  average  superiority 

for  two  color  ads  over  black  Areas  of  Uncertainty 

and  white  ads  which  was  less.  In  conclusion,  the  report  cits 
percentage-wise  than  the  pre-  “five  areas  of  uncertainty,”  u 
mium  cost  for  two  color  in  all  follows:  ’ 

ten  of  the  papers  studied.  How-  “i.  Would  the  average  coit 
ever,  the  indicated  advantage  per  thousand  noters  for  an  a- 
of  four  color,  based  on  average  tire  national  newspaper  can* 
scores  in  five  newspapers  with  paign  in  ROP  color  prove  moit 
four  color  facilities,  was  far  efficient  than  a  similar  can- 
greater  than  the  increased  pre-  paign  run  in  black  and  white! 
mium  for  all  of  these  five  pa-  Jf  so,  to  what  extent? 

pers  except  the  Houston  Post.  ,<o  _ _ 

«TTT  mu  nr -I  1  /w  \  Does  the  color  advantage 

“in  The  Milwaukee  (Wis )  proportion  toT 

Jonrno!  stndy  md.cates  that,  ^  ^ 

on  any  basis,  the  noting  ad-  _ _  u  u  j  u 

.  ,  ui  1  j  given  newspaper  have  had  to 

vantage  of  color  over  black  and  ~  j  . 

,  .,  ,  become  accustomed  to  it,  or 

white  IS  greater  than  the  extra  p,opo,tion  to  the  amount  rf 
premmm  involved.  This  rela-  ^^^^rtising  in  th 

tionship  IS  intensified  when  parti^aiar  paper? 
measured  on  the  basis  of  re-  „o  t  i  , 

.  .  •  „  /  u  r-  «■  Is  color  more  valuable  ai 

tention  (remembrance  five ....  ,  ..  ,. 

intPi-i  *"**'^'  attention-getter,  or 

‘V  The  Battle  Creek  it  be  employed  more « 

IMich  1  Enauirer  &  Neivs  Potential  appebto 

(Mien.)  /inquirer  *  i\eios  appeal  (for  food  ads)  or  for 

study  indicates  that  this  same  ./I'  ,.  „  ' 

advantageous  relationship  for  >ts  display  qua  ities? 
color  holds  true  for  its  paper.  Small  color  ads  ha« 

Moreover,  it  shows  that  the  re-  saine  advantage  over  bUd 
lationship  is  intensified  when  as  large  ones?  li 

based  on  thorough  reading  of  ^  PO>"t  of  size  belot 

component  parts  of  the  ads.  which  color  is  no  longer  ec(»- 

“V.  a  large  number  of  jirom-  • 

inent  leading  advertisers  have  ^  ^  national  campaifl 

recently  gone  heavily  into  four  devised  that  will  ensue  i 
color  ROP  newspapers.  It  may  standard  quality  of  reprodw- 
also  be  significant  that  the  four  o*'  »  significant  number 

largest  agencies  have  the  most  papers  that  would  ^ 

clients  in  this  medium.  ‘o  be  used  have  inferior  mt; 

“VI.  Availability  of  ROP  pr.»K 

color  has  increased  to  the  point  “Much  of  this  information  is 
where  the  only  important  gaps  not  accessible,  and  any  research 
in  the  national  picture  are  in  study  which  attempted  to  pro- 
southern  New  England  and  vide  an.swers  to  all  of  these 
New  York  City.  questions  would  probably  r, 

“VII.  Total  linage  for  ROP  justify  its  cost.” 
color  has  gone  up  133%  in  The  report  concludes  savin-' 
Media  Records  papers  since  “a  sample  of  20  to  25  rie'v 
1951,  as  opposed  to  24%  for  papers  could  be  devised  wh' 
black  and  white.  However,  color  would  be  pretty  representativ 
jiremiums  have  remained  rela-  of  a  national  list,  and  whi 
tively  constant.  further,  could  yield  breakd  '" 

The  report  lists  all  agencies  by  the  length  of  time  the  pi' 
using  over  1.5,000  lines  during  papers  have  had  color  and  : 
May,  1957  for  each  of  two  or  the  amount  of  color  advci  ti?i^ 
J  more  clients,  as  follows:  competition  in  each.” 
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Customers ...  by  the  billions 

No  commodity  has  a  wider  sale  or  greater  impact  on  every  America,  too,  the  market  for  newsprint  shows  every  sign  of 

phase  of  life  than  the  daily  newspaper.  It  sets  the  pace  of  expanding,  with  a  natural  increase  in  population  of  some 

social,  ix)litical  and  business  thought  to  a  greater  extent  three  million  a  year.  , 

than  any  other  medium  of  communication.  Herein  lies  its  Current  requirements,  and  the  expanding  future  of  the 
potential  for  the  future.  world  market  for  newsprint,  are  reasons  why  Bowaters  have 

Well  over  half  the  world  lives  in  the  primary  stage  of  recently  added  a  third  great  new  paper-making  machine  to 

economic  and  social  development.  A  demand  for  newspapers,  Bowaters  Southern  Paper  Corporation  at  Calhoun, 

and  a  greatly  expanded  market  for  newsprint,  will  inevitably  Tennessee,  making  it  one  of  the  largest  and  most  modern 

follow  its  change  and  growth.  In  highly  develojied  North  mills  in  the  United  States. 

Bowaters  ^ 

the  bo  water  corporation  of  north  AMERICA  LIMITED  MONTREAL 
Mills  at:  Corner  Brook,  Sewfoioullaml  •  Liverpool,  Nova  Scotia  •  Calhoun,  Tennessee 

A  MEMBER  OF  THE  BOWATER  ORGA  N  1  S  A  T  I  O  N _ 
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GREATER  RETENTION 
BIGGER  SALES 
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Allentown 

Pennsylvania 

RETAIL 
ROP  COLOR 

UP  25% 

Rrst  9  Mos.  '57 

Natioflil  ReRretenltlives 
STORY.  BROOKS  and  FINLEY.  INC. 


West  Coast  Jeweler 
Finds  Color  Real  Gem 

I  Long  Beach,  Calif,  noon  Press-Telegram;  or  the 

1  Concentration  on  color  adver-  back  pages  of  special  advertis- 
tising,  to  the  virtual  exclusion  ing  sections. 

I  of  all  other  media,  has  enabled  He  prefers  a  minimum  of 
1  a  small  independent  Long  four  colors,  and  runs  that  many 
I  Beach  jewelry  store  to  exceed  or  more  in  the  comic  section. 

$1,(!00,000  in  retail  volume  only  When  restricted  to  two  colois, 

Sli  years  after  it  was  founded,  be  has  a  standing  order  for 
Gilbert’s  Jewelers,  with  25-  red  in  addition  to  the  black, 
j  foot  frontage  in  downtown  Long  carefully  invite  four 

[Beach,  embarked  on  its  color  uvenues  of  response;  1)  Mail 

j  advertising  campaign  when  it  order  coupons;  2)  Phoning  to  HEAVY  ON  THE  COLOR- 

i  was  established  in  July,  1953,  fbe^  stores  numbers,  for  use  Jeweler  Herbert  Gilbert,  who  li« 

confining  its  coverage  ex-  during  business  hours;  3)  developed  $  I -million  businm 

clusively  to  the  Long  Bearh  Phoning  to  an  answering  serv-  through  use  of  color  advertisinq 

Independent,  Presfi  -  Telegram,  'oe,  which  handles  orders  on  a  Long  Beach  (Calif.)  Indeptnd 

The  store  features  appliances,  ^-day,  24-hours  basis,  and  4)  Press-Telegram,  checks 

housewares,  power  tools  and  Installment  plan  credit,  utiliz-  * 
other  hardware  specialty  items  |ug  the  store’s  excellent  walk- 

addition  to  jewelry.  ‘u  location  in  the  busiest  pe-  of  the  ink  is  also  in  various 

In  1954,  its  first  full  year,  destrian  traffic  site  in  the  city,  shades  of  red.  The  shop  prints 


it It' 


in  addition  to  jewelry 


Combination  Offers  ‘Hot’ 


the  store  used  28,751  lines  of  Combination  Offers  ‘Hot’  everything  from  credit  cards 
]  color,  then  went  up  to  42,882  and  envelopes  to  tabular  mat- 

i  line  in  1955.  Last  year  Gilbert’s  consumer  responses  are  ter,  statements,  brochures  and 

I  jumped  to  194,855  lines  of  color,  ^  combination  offers,  Mr.  ad  enclosures. 

'  and  added  some  black  and  white  Gilbert  said.  He  features  items  When  Mr.  Gilbert  opened  the 
I  linage  for  a  total  of  234,244  ’^'tb  accessories  or  companion  store  in  1953,  he  had  four  era- 
I  lines.  The  1957  linage  as  of  merchandise,  or  a  bonus  deal,  pioyes  and  street  level  floor 
I  Aug.  1,  111,230  color  and  120,-  whereby  the  customer  buys  one  space  of  25  by  100  feet.  Today 
I  214  total,  indicates  a  new  color  *^5?  and  gets  another  free.  he  jj^s  35  employes,  using  every 

high  for  the  concern.  „  ^‘^bert  said  he  tries  to  jnch  of  space  on  two  levels,  plus 

,  ^  offer  items  general  in  use,  with  g  large  warehouse.  The  printery 

Cites  2  Reasons  a  wide  field  of  acceptance,  is  in  the  warehouse. 

Two  reasons  are  advanced  which  can  be  marked  below  the  T  « 

by  Herbert  Gilbert,  general  PHces  of  competing  merchan-  *-“*7  *®’’''® 

manager,  for  the  heavy  linage  dise.  He  carries  fair  traded  and  f»  P*T  ad  salesmen  say  Mr. 

in  1956,  greatest  in  the  nation  *  brand  name”  merchandise  but  Gilbert  is  one  of  their  easiest 

for  independent  jewelers.  First,  prefers  to  offer  what  he  de-  accounts  to  service  because  he 
1  he  cited  the  spectacular  results  scribes  as  “value-at-low-price”  is  not  only  exceptionally  co- 
'  obtained,  then  noted  that  he  items.  He  dislikes  tie-ins  with  operative,  but  always  know? 
i  never  uses  less  than  a  page  national  ads  but  uses  them  oc-  exactly  what  he  wants  and  deft- 
i  in  color  because,  “As  long  as  I  casionally.  ly  lays  out  ads  with  imagination 

pay  for  color  on  a  page,  it’s  Fastest  seller  the  past  year  and  clarity. 

,  good  business  to  use  the  entire  was  an  electric  deep  fry  at  Utilization  of  newspaper 

page.”  $7.95,  for  which  orders  jammed  color  was  carefully  planned  and 

I  Mr.  Gilbert  orders  as  much  both  the  store  and  phone  serv-  executed,  Mr.  Gilbert  said,  but 
bright  color  as  each  ad  can  ice  switchboards  long  after  the  selection  of  red  as  dominant 
'  carry,  with  heavy  emphasis  on  supply  was  exhausted.  color  was  just  a  guess.  ^ 

red,  which  he  said  now  “identi-  Strongest  seasonal  item  was  “They  helped  make  us  one  o* 
fies”  the  store  with  the  buying  a  barbecue  wagon  with  motor,  ^be  57  jewelry  stores  in  W 
;  public.  “After  a  period  of  decorated  in  plaid,  at  $29.95.  United  States  that  were  a 
reader  education,  people  look  Gilbert’s  stock  was  gone  via  $1,000,000  in  retail  v 

for  the  red  in  Gilbert’s  ads  and  phone  orders  before  the  cou-  '^’T®  so  we  i^e  stayinf 

identify  it  with  value,”  he  said,  pons  arrived  by  mail.  with  color  ads  all  the  way. 

Quite  often,  he  added,  some-  The  red  color  program  is  sup-  b®  said.  tinvi.l 

body  will  walk  into  the  store  plemented  by  a  direct  mail  ^is  goal  for  1957  is  $1> /  . 
and  remark,  while  making  a  service,  Mr.  Gilbert’s  only  other  ®®^® 

purchase:  advertising  medium.  He  uses  no  bell  make  it  easily. 

“You  are  the  people  with  the  radio  or  television  time.  The  * 

big  red  ads.  They  brought  me  store  does  its  own  printing,  by  Former  Pirtiire  Editor 
in.”  a  full-time  printer  in  its  own  ^  ^  i  * 

Position  multilith  shop.  Opens  Own  Ad  Agency 

Mr.  Gilbert  always  stipulates  Much  of  the  direct  mail  is  Mrs.  Joyce  McCormic 

outside  page  position  for  his  follow-up  to  the  newspaper  ads,  Tenny,  at  one  time  picture 

!  color,  usually  the  back  page  of  with  red  predominant.  Several  tor  of  the  Louisville  (Ky 
the  Sunday  I,  P-T  comic  sec-  thousand  pieces  of  mail  are  Times,  has  formed  her  own  a 
tion;  the  back  page  of  the  Sun-  dispatched  in  each  mailing,  vertising  agency — Tenny  Aa- 

day  tabloid  Southland  maga-  which  are  almost  every  day.  dates — in  New  Paltz,  N.  Y. 

zine;  the  back  pages  of  re-  Most  of  the  enclosures  are  tied  She  was  recently  an 
gular  sections  in  the  weekday  to  the  newspaper  program.  tising  and  public  relations  f' 

1  morning  Independent  or  after-  Red  paper  is  used  and  most  ecutive  in  New  York. 
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Opens  Own  Ad  Agency 
Mrs.  Joyce  McCormic 


EDI 


To  sell  'em  in  St.  Paul 

SAY  IT  WITH 


From  aft  altenlion-grabbing  splash  of  spot  color  to 
ihe  high-fidelity  impact  of  full  color  reproduction,  the 
St.  Paul  Dispatch-Pioneer  Press  offers  you  ROP  color¬ 
advertising  at  its  result-getting  l>est! 

.Always  among  the  leaders  in  the  field,  the 
Dispatch-Pioneer  Press  plunged  into  full-scale  ROP 
color  research  more  than  a  decade  ago.  Our  many 
years  of  experience  are  your  assurance  of  printing 
perfection. 

The  Dispatch-Pioneer  Press  has  a  trio  of  ROP 
color  presses  —  and  the  finest  in  composing  and  color 
stereotyping  equipment — to  keep  right  in  stride  with 
the  ever-growing  use  of  color. 


So  to  sell  ’em  in  St.  Paul,  say  it  with  COLOR 
...  in  the  St.  Paul  Dispatch-Pioneer  Press  .  .  .  the 
ONE  .AND  ONLY  newspa|)cr  offering  you  saturation 
coverage  of  every  prosperous  inch  of  this  giant  market! 


P.S. 

\Xhether  your  newspaper  advertising  runs  in 
black-and-white  or  is  adorned  with  color,  the 
Dispatch-Pioneer  Press  belongs  on  your  “.A” 
SCHEDULE  .  .  .  because  it  covers  a  market  of 

516,300  PEOPLE! 


ST.  A  PAUL 

m  DISPATCH 

_  A  HIDPtB  NEWSPAPEH 

PIONEER  PRESS 


*Ranu«y.  Dakota  and  Washinzton  Countlea 

Source:  May  10.  1957.  Sales  Manaiemrnt  Survey  of  Buying  TOwer 


REPRESENTATIVES 

RIDDER-JOHNS,  INC. 

NEW  YORK  .  CHICAGO .  DETROIT 
SAN  FRANCISCO .  LOS  ANGELES 
ST.  PAUL -MINNEAPOLIS. 
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IN  LOS  ANGELES 
THEY  SAY 


••TIMES.  FIRST  OF  ALL’’ 


^Radio  &  TV 
Advertisers 
choose  The 
Times  above 
all  other 
Los  Angeles 
metropolitan 
newspapers 


(In  the  first 
6  months  of  '57 
The  Times  led  in 
95  of  Media  Records' 
114  classifications.) 


To  all  segments  of  the  radio 
and  TV  industry,  Los  Angeles 
and  its  prosperous  suburbs 
are  a  major  market.  The  big- 
circulation  Times  is  their  first 
choice  among  the  newspapers 
that  serve  it. 

LOS  ANGELES 

TIMES 

Represented  by  Cresmer&  Woodward,  Detroit, 
New  York,  Chicago,  Atlanta,  San  Francisco 


‘Costophobia’  Called 
Color's  Only  Brake 


The  increased  use  of  ROP 
color  with  its  greater  availa¬ 
bility  as  more  papers  get  on  the 
bandwagon  with  new  equip¬ 
ment,  has  only  one  brake  on  its 
rate  of  acceleration — ‘color-cos- 
tophobia,”  somewhat  similar  to 
the  primitive  fear  of  the  un¬ 
known. 

New  avenues  of  color  adver¬ 
tising  revenue  will  be  opened 
to  the  nation’s  newspapers,  once 
the  national  ad-men  get  more 
familiar  with  cost  analyses  and 
money-saving  techniques,  and 
come  to  the  realization  that  all 
results  considered  —  “color  is 
cheap.” 

Such  is  the  experience  of 
P.  JI.  Hollister,  advertising 
manager  of  Sure-Fit,  the  coun¬ 
try’s  largest  manufacturer  of 
ready-made  slip  covers;  an  in¬ 
dustry  that  grosses  $72,000,000 
a  year. 

Investigation  and  consulta¬ 
tion  with  Eugene  Sanger  of 
Enterprise  Advertising  Service 
showed  him  how  80%  of  the 
original  estimate  was  immedi¬ 
ately  lopped  off  through  spe¬ 
cial  methods;  an  experience 
that  he  is  happy  to  pass  on  to 
the  trade. 

The  beginning  of  the  story 
is  motivational.  In  the  battle  of 
trade  names,  the  slip  cover  peo¬ 
ple  have  found  that  the  brand 
name  best  performs  its  ultimate 
merchandising  function  when  it 
appears  in  local  newspaper  ads 
I  run  by  prominent  retail  out¬ 
lets. 

'  Therefore,  Sure-Fit  endeav¬ 
ored  to  outshine  its  competitors 
'  in  the  quality  of  art,  copy,  lay- 
i  out  and  other  elements  in  its 
mats  in  order  to  step  up  their 
use  by  local  retailers. 

Last  year,  when  Sure-Fit 
launched  its  “Town  and  Coun- 


^Phillips? 

another  consistent 
user  of 

R.O.P.  COLOR 

in  the 

WICHITA,  KANSAS 

EAGLE 

MORNING  EVENING  SUNDAY 


try”  line — many  of  them  in 
solid  colors — Hollister  sought 
something  new  and  better.  The 
growing  availability  of  four- 
color  ROP  seemed  to  offer  the 
answer,  and  Sure-Fit  undertook 
an  immediate  test. 

It  found,  first,  that  with  few 
exceptions  even  the  largest 
local  retailers  were  not  pre¬ 
pared  to  transform  color  lay¬ 
outs  and  artwork  into  ROP 
newspaper  color  ads.  Smaller 
retailers  could  not  even  con¬ 
sider  the  costs  involved. 

Accordingly,  the  first  prob¬ 
lem  was  to  make  ROP  color  ad¬ 
vertising  available  to  the  re¬ 
tailer  in  the  conventional  news¬ 
paper  mat  form.  But  a  survey 
showed  that  standard  four-color 
mats  were  not  only  very  ex¬ 
pensive  but  in  many  cases  re¬ 
produced  poorly  in  the  new.s- 
paper. 

Mr.  Sanger  produced  the 
answer — a  four-color  mat  sys¬ 
tem  in  which  off-register  blurs 
were  piactically  impossible,  and 
which  saved  80%  of  the  ex¬ 
pense  of  standard  four-color 
mat  preparation. 

This  is  what  Sure-Fit  found 
it  gained  by  using  four-color 
ROP:  (a)  4-color  mats  u.sed 
extensively  increased  advertis¬ 
ing  and  business;  (b)  Color  ads 
dominated  the  attention  of  the 
reader  of  any  newspaper  page; 
and  (c)  The  housewife  got  a 
sense  of  color  reality  which 
enabled  her  to  visualize  more 
easily  the  slip  covers  in  terms 
of  room  decor. 

Results,  says  Mr.  Hollister, 
vary  from  the  merely  success¬ 
ful  to  the  sensational. 

Even  in  the  case  of  black  and 
white  mats,  Mr.  Hollister  attri¬ 
butes  a  larger  part  of  the  suc¬ 
cess  of  his  ad  program  to  the 
special  mat  service  Mr.  Sanger 
operates. 

From  its  first  ventures,  Sure- 
Fit  found  that  the  greatest  part 
of  its  mats  were  meeting  the 
same  unprofitable  fate — exile  to 
a  retailer’s  drawer  named 
‘miscellaneous’  ultimately  to  hit 
the  ashcan  in  the  next  general 
cleaning. 

It  was  to  save  the  “little  lost 
mat”  that  Mr.  Hollister  orig¬ 
inally  turned  to  Enterprise, 
whose  services  range  from  de¬ 
sign  and  production  of  mats  to 
a  follow-up  system  for  mat 
utilization  that  sets  off  a  profit¬ 
able  chain  reaction. 


The  concept  is  simple: 

Under  the  Enterprise  servicti 
the  day  after  Sure-Fit’s  matilj| 
are  sent  to  a  retailer,  ma: 
proofs  are  sent  to  the  leadinf 
newspaper  in  the  retailer’s  city 
They  are  addressed  to  the  ad 
vertising  manager,  by  name 
with  the  following  pertinent  in¬ 
formation:  (a)  'That  this  ma: 
has  just  been  sent  to  the  Johr 
Doe  Department  Store  in  the 
newspaper’s  circulation  area 
(b)  That  it  would  be  worth¬ 
while  for  a  salesman  to  solid: 
immediate  use  of  the  mat  it 
his  newspaper;  (c)  That  the 
man  to  see  regarding  that  par¬ 
ticular  mat  was  Mr.  So  and  So 
buyer  or  merchandise  manager 

.\n  Extra  Salesman 

When,  however,  an  aler 
newspaper  adverti.sing  manager 
gets  the  mat  proof,  the  manu¬ 
facturer  gets  an  extra  sales 
man.  The  space  salesman,  cal', 
ing  on  the  store  to  sell  space 
for  the  mat  can,  with  sur 
prising  freejuency,  pin  down  a 
specific  date,  position  and  write 
a  space  re.servation  order. 

Does  this  work?  Mr.  Hollis¬ 
ter  bears  witness  that  it  does 
“W’e  found  that  the  number 
of  accounts  using  our  ad  mat 
increased  almost  25' f  over  the 
number  using  them  the  pred 
ous  year.” 

He  wrote  to  Mr.  Sanger: 
“We  honestly  feel  that  > 
good  part  of  this  increased  ad 
vertising  of  Sure-Fit  slip  cov 
ers  by  the  stores  is  due  to 
your  ‘newspaper  follow-up 
service.  As  a  matter  of  fact 
we’ve  had  it  first  hand  from  a 
number  of  buyers  that  their 
local  papers,  advised  in  advance 
by  you  that  ad  mats  had  beer 
shipped  to  the  stores,  were  di¬ 
rectly  instrumental  in  gettine 
the  stores  to  use  the  mat 
“You  will  also  be  gratified  to 
know  that  these  figures  dictate 
that  we  increase  our  budget  for 
newspaper  mats  since  we  are 
certain  the  picture  will  continui 
to  improve.” 

This  is  the  apex  of  the  chair 
reaction.  It  starts  when  the 
store  received  the  mat.  At  the 
right  moment  the  advertisinc 
salesman  from  the  paper  make 
his  call  takes  it  from  limbo  anc 
breathes  new  life  into  it.  H' 
is  selling  advertising  space  tha 
calls  for  the  use  of  the  mat 
This  service  thus  benefits  the 
manufacturer  by  enabling  hiir 
to  advertise  his  product  anr 
move  it  from  the  store.  The 
store  is  certainly  not  opposed 
this  aid,  and,  of  course,  < 
newspaper  is  happy  to  rccew' 
tips  that  lead  to  space  sales. 
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can"C"the  difference 


Coke 


between  this  carter 


and  Miss  Carter 


rt  carter  drives  a  team  of  horses  abbreviation,  you’ll  keep  your 
...  while  A/ tss  Cor/cr  is  a  valuable  meaning  clear  if  you  make  it 
part  of  the  business  team,  keeps  “Coke”  . . .  with  a  capital,  please, 
a  busy  office  running!  The  capital  And  you’ll  help  us  protect  a  valu- 
“C”  makes  the  difference  .  .  .  able  trade-mark, 
makes  a  difference  with  “Coke”  Incidentally,  why  not  enjoy  an 
too!  When  you  have  occasion  to  ice-cold  Coke  right  now.  Capital 
refer  to  our  product  by  its  friendly  idea  . .  .  sign  of  good  taste! 


Copyright  1957  THE  COCA-COLA  COMPANY 


Ask  for  it  either  wny  . . . 
both  trade-marks  mean  the  same  thing. 
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4  Roses,  RCA 
Victor  Launch 
‘ColorFestivaF 

Four  Roses  Distillers  Com¬ 
pany  and  RCA  Victor  Televi¬ 
sion  Receiver  Division  will  tie 
in  their  merchandising  efforts 
during  the  months  of  Septem¬ 
ber  and  October  to  stimulate 
tavern  business  through  instal¬ 
lation  of  color  television  receiv¬ 
ers  in  the  nation’s  on-premise 
establishments. 

Four  Roses,  well  known  in 
advertising  trade  circles  for 
pioneering  the  field  of  full-color 
magazine  advertising,  and 


which  lately  has  added  to  that 
reputation  by  its  efforts  in  the 
newly  emerging  field  of  full 
color  newspaper  advertising 
(E&P  March  31,  page  44),  does 
not  itself  plan  to  advertise  on 
television,  color  or  otherwise. 
The  company  adheres  to  the 
distilled  spirits  industry  code 
prohibiting  radio  and  television 
advertising.  Instead,  it  plans  to 
use  the  color  television  theme 
as  a  vehicle  for  its  fall  maga¬ 
zine  and  newspaper  advertising 
campaigns,  sales  promotion  dis¬ 
play  programs,  and  selling  cam¬ 
paigns  in  behalf  of  Four  Roses 
Whiskey  and  the  recently  intro¬ 
duced  Four  Roses  Gin. 

‘Color  Festival’ 
Designating  September  and 


October  “The  Color  Festival,” 
Four  Roses  will  undertake  to 
build  tavern  business  by  instal¬ 
ling  a  complete  line  of  sales 
promotion  display  units,  fea¬ 
turing  the  color  TV  theme, 
in  participating  establishments. 
Through  special  arrangement 
with  RCA  Victor  Television, 
Four  Roses  will  also  encourage 
tavern  owners  to  install  color 
receivers  during  these  months 
to  attract  patrons  to  their 
premises.  If  participating  tav¬ 
ern  owners  find  the  color  re¬ 
ceivers  to  be  successful  busi¬ 
ness  builders,  they  will  be  free 
to  purchase  them  outright. 

Editor  &  Publisher  reported 
at  length  in  a  recent  issue,  fea¬ 
turing  an  article  by  Bradley 
Houghton,  Four  Roses’  adver¬ 


YES,  we  print  COLOR  .  .  .  GOOD  COLOR. 
Proof?  For  the  first  seven  months  of  1957, 
the  World  ond  The  Tribune  carried  a  total  of 

312,844  lines 


The  new  Will  Rogers 
TURNPIKE 

Nomad  in  honor  of  Oklohomo't 
most  beloved  citizen,  this  four- 
lone,  88 '/i-mile  Will  Rogers 
Turnpike  between  Tulso  ond 
Joplin  officially  opened  on 
June  28  of  this  year-forges  the 
latest  link  in  on  ultra-modern 
expressway  routs  thot  stretches 
for  835  miles  from  Chicogo  to 
Tulso  and  Oklahoma  City. 

Here  in  itkom  H  a  Btretch  of  the  turnpike 
near  Ctaremiore.  Okta. 


of  General  ROP  advertising  in  one,  two,  or 
three  colors  and  black.  This  is  equivalent 
to  130  full  pages;  an  increase  of  ten  full 
COLOR  PAGES  (24,448  lines  over  the  same 
period  of  1956. 


Yes,  the  Tulsa  World  and  The  Tulsa  Tribune 
rank  high  amang  the  nation's  newspapers 
in  both  quantity  and  quality  of  ROP 
COLOR.  Write  for  actual  samples,  or  ask 
yaur  Branham  man  to  show  them  to  you. 


OIL  CAPITAL  NEWSPAPERS 

TULSA  WORLD  •  TULSA  TRIBUNE 

morning  •  EVENING  •  SUNDAY 
represented  NATIONALLY  RY  THE  BRANHAM  COMPANY 


tising  manager,  on  the  com¬ 
pany’s  reliance  on  color  for  ad¬ 
vertising  impact.  According  to 
Mr.  Houghton's  remjyks  it 
that  article,  the  company  has 
always  attempted  to  build  a 
pleasing  and  powerful  brand 
image.  To  achieve  this  effect,  it 
attempts  to  employ  the  great¬ 
est  possible  realism  while  de¬ 
picting  startlingly  beautiful  il¬ 
lustrative  matter.  The  company, 
Mr.  Houghton  pointed  out,  en¬ 
joys  an  obvious  advantage  in 
its  trade  mark  of  four  red 
roses,  which  is  always  employed 
as  the  dominant  illustrative 
theme. 

During  September  and  Octo¬ 
ber,  the  four  red  roses  will  be 
seen  in  a  full  color  magazine 
advertisement  appearing  on  the 
screen  of  a  1958  RCA  Victor 
color  television  receiver.  The 
same  advertisement  will  be 
adapted  for  use  in  newspapers 
across  the  country,  and  its  il¬ 
lustration  will  appear  on  sales 
promotion  display  units. 


3  Given  Promotions 
On  Greenwich  Time 

Greenwich,  Conn. 
Greenwich  Time  has  pro¬ 
moted  three  employes  to  key 
positions. 

John  V.  Con¬ 
nor,  circulation 
manager  since 
1938,  becomes 
business  man¬ 
ager  and  cir¬ 
culation  direc¬ 
tor. 

Robert  J- 

Barrett,  assist¬ 
ant  circulation 
manager,  s  u  c- 
ceeds  Mr.  Con¬ 
nor  as  circulation  manager. 

Marvin  M.  Reed,  advertising 
salesman,  will  serve  as  assist¬ 
ant  to  Jack  Chamberlain,  ad¬ 
vertising  manager. 

Mr.  Connor  has  been  in  the 
newspaper  business  since  191" 
A  licensed  life  insurance 
broker,  Mr.  Barrett  was  in  that 
business  for  several  years. 


Connor 


BBDO  Elects  Carling 

Philip  C.  Carling,  at  one  tim* 
in  circulation  promotion  at  the 
New  York  Daily  News,  has 
been  elected  a  vicepresident  of 
BBDO.  Mr,  Carling,  who 
joined  the  agency  in  1949,  is 
an  account  group  supervisor. 
Before  joining  BBDO  he  was 
with  Sheffield  Farms  Co.  as 
assistant  advertising  and  sales 
promotion  manager. 
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in  Canada . . 
retail  sales  in  our 


markets  are  greater  than 


those  of  Buffalo, l%Albany, 
Rochester,®  Syracuse 


and  Schenectady  f  combined! 

When  you  advertise  in  the  8  Southam  Newspapers  your  message  reaches 
and  influences  more  than  1,550,000  readers  daily  in  an  over  2  BILLION, 

248  MILLION  dollar  retail  sales  market!  That’s  a  retail  market  greater  than 
that  of  five  New  York  State  cities  combined— Sind  it’s  too  big  a  market  to  miss. 

Just  remember  in  reaching  this  market,  no  other  single  advertising 
medium  can  compare  with  the  phenomenal  selling  power  of  the 
8  Southam  Newspapers. 

So  if  you  would  like  your  share  of  this  valuable  Canadian  market,  you  can 
have  it— but  only  through  the  8  Southam  Newspapers. 


'unceti 


YOU  GET.ACTION  WHEN  YOU  ADVERTISE  JN 

A 


THE  SOUTHAM  NEWSPAPERS 


OnAWA  •  HAMILTON  •  NORTH  BAY  •  WINNIPEG 

CiNzen  Spectator  Nugget  Tribune 

CALGARY  •  MEDICINE  HAT  •  EDMONTON  •  VANCOUVER* 

Herald  News  Journal  Province 

for  PcKifk  Pr#ii 
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Again,  the 
Portland,  Maine 
newspapers  scored  a 
substantial  gain  in 
color  lineage  in  1956. 


The  Portland  Newspapers  have 
become  recognized  leaders  for 
sharpness  and  accuracy  of 
excellent  printing. 

Quality  of  R.O.P.  color 
reproduction  is  uppermost 
in  Portland,  Maine! 


color  daily  &  Sunday 

One  or  two  colors,  plus  black, 
in  both  daily  and  Sunday 
is  available  in  the 
Portland  Newspapers. 

top  test  market 

Another  significant  advantage 
is  the  Portland  market 
rating  as  number  I  in 
the  75,000  to  100,000  test 
market  group,  according 
to  Sales  Management. 


And  Portland,  Maine  ranks 
6th  in  the  Country  for  test 
cities  of  all  sizes! 


PRESS  HERALD 
EVENING  EXPRESS 
SUNDAY  TELEGRAM 

Represented  by  the  Julius  Mutheujs 
Special  Agency,  Inc. 


Red  Cross 
,  Spaghetti  Ad 
Runs  4  Colors 

Newspapers  will  be  the  ad¬ 
vertising  medium  for  the  big¬ 
gest  spaghetti  or  macaroni  pro¬ 
motion  ever  held  in  the  Chi¬ 
cago  area,  sponsored  by  John 
B.  Canepa  Co.  for  Red  Cross 
Spaghetti. 

In  the  course  of  two  months 
the  Red  Cross  Spaghetti  pro¬ 
motion  will  combine  fun  and 
humor,  a  purchase  refund  offer, 
a  lOc-off  coupon,  a  quiz  on 
“Which  type  of  spaghetti  eater 
are  you,”  a  seven-week  recipe 
contest,  and  a  grand  Spaghetti 
Cook-Off  at  Polk  Bros.,  world’s 
largest  brand  appliance  mer¬ 
chandiser — all  aimed  at  selling 
the  Spaghetti-eating  idea — and 
Red  Cross  Spaghetti. 

Spaghetti  Eater  Gallery 

!  The  promotion  started  on 
j  Sept.  20  in  the  Chicago  Trib¬ 
une  with  a  full-page  full-color 
advertisement  (via  Edward  H. 
Weiss  &  Co.)  which  asked  con¬ 
sumers  to  decide,  “Which  type 
are  you?”  The  ad  offered  a  gal¬ 
lery  of  typical  spaghetti  eaters 
to  choose  from. 

The  ad  also  includes  a  cou- 
1  pon  with  which  the  readers 
can  (a)  have  his  first  package 
of  Red  Cross  Spaghetti  paid  for 
by  the  company,  (b)  state  what 
kind  of  spaghetti  eater  he  is, 
and  (c)  receive  a  membership 
card  in  a  Spaghetti  Eaters 
Club.  The  card  accompanies  the 
refund,  and  entitles  the  holder 
to  “eat,  inhale,  chomp,  absorb, 
or  otherwise  consume  as  much 
delicious  Red  Cross  Spaghetti 
as  he  or  she  desires.  Neatness 
does  not  count!” 

Week  Contest 

Red  Cross  Spaghetti  next 
turns  to  a  heavily-promoted 
seven-week  contest  to  see  who 
is  the  best  spaghetti  cook  in 
the  Chicago  area.  In  seven 
weekly  contests  prizes  will  be 
awarded  for  the  best  spaghetti 
recipes  submitted.  At  the  end 
of  the  series  the  seven  weekly 
winners  will  be  matched  in  a 
grand  Spaghetti  Cook-Off  to  be 
held  at  Polk  Bros. 

A  series  of  1,800-line  and 
1,200-line  ads  in  all  Chicago 
newspapers  will  ask  customers 
to  drop  into  their  local  food 
stores  for  a  contest  entry  blank. 
Polk  Bros,  will  lend  heavy  sup¬ 
port  in  its  own  newspaper  and 
radio-TV  advertising.  Cook-Off 
Day  (Dec.  1)  is  expected  to 
draw  thousands  to  Polk  Bros., 


where  a  number  of  other  events 
will  be  held  besides  the  cook¬ 
ing  contest — among  them  a 
spaghetti  eating  competition. 

Just  before  the  Cook-Off,  Red 
Cross  Spaghetti  will  again  run 
its  “Which  Type  Are  You?”  full 
color  ad  in  the  Chicago  Trib¬ 
une  and  Chicago  Daily  News. 
This  time,  in  a  bid  for  further 
store  traffic,  the  ad  will  con¬ 
tain  a  coupon  worth  10c  on  the 
purchase  of  a  package  of  Red 
Cross  Spaghetti. 


Orange  ‘Tang’ 

Bows  in  Color 

General  Foods  Corp.  is  cur¬ 
rently  using  ROP  color  to  in¬ 
troduce  Tang,  a  new  instant, 
orange  flavored  breakfast  bev¬ 
erage. 

'I^e  product  is  handled  by  the 
Post  division,  under  Mat  Aider- 
man,  new  products  manager  at  I 

Battle  Creek,  Mich.  Plans  for 
national  distribution  have  not  , 

been  completed.  * 

Test  Markets  j 

Newspaper  color  copy  is  no*  - 

appearing  in  selected  test  mar-  ' 

kets.  Initial  ads  run  full-page  j 

and  are  being  followed  up  with 
half-page  space.  * 

Tang  is  the  second  new  GF 
product  to  be  introduced  in 
less  than  a  year  by  Post 
cereals.  The  account  is  directed 
by  Young  &  Rubicam,  New 
York. 

A  full-page  color  mat  for 
grocers  using  ROP,  and  also 
color  mats  in  one  and  two 
columns,  are  also  being  dis¬ 
tributed  by  General  Foods  is 
part  of  a  Fall  promotion  fe*- 
turing  Ix)g  Cabin  Syrup  as  » 
glaze  for  Wilson  &  Co.’s  new 
Tender  Made  Slice  ’n’  Serve 
Ham. 
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Only  STEEL  can  do  so  many  jobs  so  well 


This  Tanker  Is  Full  of  Gasoline.  The 

tank  trailer  was  loaded  with  4,700  gallons  of 
volatile  gasoline  when  it  overturned,  skidded 
15  feet,  bounced  off  an  abutment  and 
snapped  a  light  pole.  The  trailer  was  caved 
in,  crushed  and  wrinkled,  but  not  a  drop  of 
gasoline  was  spilled.  Why?  The  tanker  was 
made  from  USS  Cor-Ten  Steel,  a  special 
high  .strength  steel  that  is  IV^  times  as 
strong  as  standard  carbon  steel.  Inciden¬ 
tally,  the  tanker  was  repaired  and  is  now 
back  in  service.  The  owner  expects  to  get 
eight  more  years  of  service  out  of  it! 

Observatory  Skeleton.  This  is  what  an 

astronomical  observatory  looks  like  before 
the  skin  is  applied.  Naturally,  all  the  im¬ 
portant  parts  are  made  from  steel.  The 
dome  is  on  rollers,  and  a  small  five-horse¬ 
power  motor  rotates  it  to  any  part  of  the 
sky.  The  shutters  (through  which  the  tele¬ 
scope  looks)  are  opened  with  a  one-horse- 
power  motor.  Why  did  they  use  steel?  What 
other  metal  is  so  strong,  so  stable,  or  so  easy 
to  fabricate? 


On  the  Famous  Pecos  River.  This  bridge  .soars  across  the  Pecos  River  near  Comstock,  Texas. 
The  country  is  still  rough  and  forbidding,  as  it  was  when  Wild  West  yams  made  it  famous.  A  flash 
flood  wiped  out  the  old  bridge,  so  American  Bridge  Division  of  United  States  Steel  erected  this  new 
one.  Nobody  knows  more  about  building  bridges. 


UNITED  STATES  STEEL 

American  Bridge  .  .  .  American  Steel  &  Wire  and  Cyclone  Fence  .  .  .  Columbia-Geneva  Steel 
Consolidated  Western  Steel  .  .  .  Gerrard  Steel  Strapping  .  .  .  National  Tube  ...  Oil  Well  Supply 
Tennessee  Coal  &  Iron  .  .  .  United  States  Steel  Homes  .  .  .  United  States  Steel  Products 
United  States  Steel  Supply  .  .  .  Divisions  of  United  States  Steel  Corporation,  Pittsburgh 
Union  Supply  Company  ■  United  States  Steel  Export  Company  ■  Universal  Atlas  Cement  Company 
“USS"  and  MAN-TEN  are  registered  trademarks  of  United  States  Steel 
Watch  the  United  States  Steel  Hour  on  TV  every  other  Wednesday  (10  p.m.  Eastern  tinie).  7-i 
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In  Illinois  the  Peoria  Journal  Star  runs  more  color 
than  any  other  newspaper,  with  the  single  exception 
of  the  Chicago  Tribune.  Thus  it’s  the  No.  2  color 
newspaper  in  the  state’s  No.  2  market.  And  in  this 
market  the  Journal  Star  earns  a  daily  circulation  of 
99.7%  ratio-to-homes. 

Journal  Star  color  work  began  a  quarter-century 
ago  ...  is  far  ahead  of  most  papers  today.  On  the 
newest  Goss  Headliner  Press  register  is  maintained 
by  Hurletron  electric-eye  control  .  .  .  nickel-coated 
color  plates  hold  up  throughout  the  100,000-plus 
run.  R.O.P.  color  is  available  7  days  a  week:  mini- 
mums  are  1000  lines  for  1  color  plus  black — full 
page  for  3  colors  plus  black. 


2nd  biggest  in  Illinois  for 


Peoria  Journal  Star 

influences  a  1  3-county 

BILLION  DOLLAR  MARKET 

affiliated  with  WTVH  •  Ward-Griffith  Co.,  Nat.  Reps. 


Color  Adds  Impact 


To  Well-Priced  Offer 


We  know  color  works  for  us  recent  double  truck  featuring 
— it’s  that  simple.”  six  bedroom  suites  at  one  price," 

This  simple  statement  is  the  Mr.  Albright  said, 
reason  that  Finger  Furniture  “The  original  ad  was  run 
Co.  in  Houston  has  catapulted  with  one  color  and  was  a  com- 
to  among  the  top  10  users  of  plete  sell-out.  On  re-order,  the 
retail  furniture  color  advertis-  same  ad  was  run  about  one 
ing  in  the  nation.  month  later  in  black  and  white 

And  it’s  also  the  reason  why  with  only  moderate  response. 
Finger  is  going  to  stay  right  “We  feel  that  color  properly 
up  there  in  color  linage,  accord-  used  will  give  the  retailer  better 
ing  to  Frell  Albright,  advertis¬ 
ing  manager  at  Finger. 

Two  years  ago  — 

Finger  used  43,200 
newspaper  color. 

Last  year,  in  19f 


fiirnitiin 
prices  wiH 
take  your 
breathjway! 


than  the  often  quoted  30';{>  in¬ 
crease  in  actual  sales,  “Mr.  Al¬ 
bright  said. 

Finger  also  has  used  color 
prominently  in  ads  with  no 
merchandise  calling  attention  to 
coming  promotions.  Institutional 
ads  are  primarily  used  between 
seasons. 

Fingfer  used  Television  for  a 
while  but  now  concentrates  on 
newspapers  and  radio  spot 
announcements. 

“We  place  about  709}-  of  our 
budget  in  newspapers,”  Mr.  Al¬ 
bright  said. 

About  40%  of  the  linage  is 
in  the  Houston  Post,  morning 
paper,  while  the  rest  is  placed 
in  the  Houston  Press  and  the 
Houston  Chronicle,  both  after¬ 
noon  papers. 

In  total  linage.  Finger  buys 
about  1,250,000  lines  annually 
in  both  the  Houston  and  Bea- 
mont  markets. 


is  color  W 
going  to  do  to 

ncA\spaper 

iKheriising? 

HERE  ARE  THE  FACTS 

In  the  past,  each  new  competitive  adver¬ 
tising  medium  has  seen  newspapers  re¬ 
verse  the  field  and  grow.  What  are  their 
chances  in  the  face  of  color  TV? 

Newspapers  are  booming  into  an  en¬ 
tirely  new  phase  of  advertising  and  jour¬ 
nalism.  More  than  819  dailies  offer  color 
in  some  form  and  358  print  in  full  color. 
Papers  regularly  using,  or  experimenting 
with  four-color  news  pictures,  report  fan¬ 
tastic  increases  in  readership. 

For  one  thing,  it  will  take  color  to  sell 
color  TV  sets  and  create  an  audience  for 
color  programs.  The  color  impact  in  TV 
commercials  is  certain  to  lead  advertisers 
to  use  color  in  newspaper  ads  too.  No 
question  about  it . . .  color  TV  will  provide 
the  impetus  to  boom  newspaper  color 
advertising. 

The  Geo.  H.  Morrill  Company  has  in 
the  past,  and  will  continue  to  play  a  major 
role  in  developing  inks  to  help  solve  the 
problems  of  editorial  and  advertising 
color  printing.  When  you  have  an  ink 
problem,  whether  it  be  on  black  or  R.O.P. 
color  inks,  be  sure  to  call  in  “THE  MAN 
FROM  MORRILL.” 


GEO.  H.  MORRILL  CO. 

Divitlon  of 


i/ivition  OT 

SUN  CHEMICAL  CORPORATION  •  10th  StrMt  t  44lh  Av«nu«.  long  Itland  City  1,  N.  Y. 

DIVISIr)NS  OF  SUN  CHEMICAL  CORPORATION 

horn  paints,  moint.nanc.  and  construction  mot.rials,  industrial  coatings)  ■  WARWICK  (l.xtil.  and  industrial  ch.micols)  •  WARWICK  WAX  (r.tin.rs 
»  ^  alty  wax.s)  -  RUTHERFORD  (lithographic  .quipnwnt)  •  SUN  SUPPLY  (lithographic  suppli.s)  •  GENERAL  PRINTING  INK  (Sigmund  Ullmon  • 
'J^s  Lang  •  Eagle  •  Anwrican  *  Kelly  •  Chemical  Color  &  Supply  Inks  *  Bmising  Bros.  &  Domtey)  •  MORRILL  (n«ws  inks)  •  ELECTRO-TECHNICAL 
nqOUCTS  (coatings  &  plastics)  •  PIGMENTS  DIVISION  (pigments  for  paints,  plostics,  printing  inks  of  oil  kinds)  •  OVERSEAS  DIVISION  (export)  • 
A.  C.  HORN  COMPANY,  LIMITED  (Canodo)  •  GENERAL  PRINTING  INK  CORPORATION  OF  CANADA,  LIMITED  •  FUCHS  A  LANG  de  MEXICO,  S.  A.  deC.  V. 


PUT  IT 


A 


TO  WORK 
FOR  YOU! 


Color  is  the  focus  of  today’s  living.  Be  it  cars  or  cartons, 
telephones  or  television,  the  American  public  is  accustomed  to— 
and  demands-more  color. 

What  has  your  newspaper  done  about  that  demand? 

819  dailies  in  the  United  States  have  done  something— 
they’ve  put  color  to  work  for  them. 

Ads  in  color  attract  far  more  returns— 53%  more,  as  a  matter  of 
fact!  The  Newspaper  Advertising  Executives  Association 
survey  proved  that.  Advertisers  want  that  drawing  power,  and  the 
newspaper  with  color  is  the  newspaper  that  gets  their 
business.  The  best  in  color— color  that  sells  and  makes  money— 
comes  through  Hoe  equipment. 

The  benefits  of  color  arc  yours  with  Hoe  color  equipment— 
the  most  advanced,  the  finest  there  is.  Hoe  has  consistently  set  the 
pace  for  new  engineering  advances,  always  anticipating 
your  printing  needs.  Both  for  the  present  and  the  future, 

H(x;  prwlucts  are  without  equal. 

In  our  age  of  color,  you  can’t  afford  not  to  get  in  touch  with  Hoe. 


910  East  138  Straat  •  Naw  York  84,  N.  Y. 

BRANCHES:  BOSTON  •  CHICAGO  •  SAN  FRANCISCO 


The  Bulletin  gives  you 
R^O.R  spoUn^  full  COL^ 

in  Philadelphia- 

seven  days  a  week! 


Advertisers  add  sales  when  they  add  color  to  their 
messages  in  the  thriving  14-county  Greater  Philadelphia 
Market  these  days.  And  The  Evening  and  Sunday 
Bulletin  — Philadelphia's  home  newspaper— provides 
R.  0.  P.  spot  and  full  COLOR— seven  days  a  week! 

Home  is  where  buying  begins.  The  Bulletin  goes  home 
.  .  .  delivers  more  copies  to  more  people  every  seven 
days  in  Greater  Philadelphia  than  any  other  newspaper. 
Philadelphians  like  The  Bulletin.  They  buy  it,  read  it, 
trust  it  and  respond  to  the  advertising  in  it. 

Advertising  Offices:  Philadelphia  •  New  York  •  Chicago. 
Representatives:  Sawyer  Ferguson  Walker  Co.,  Detroit  •  Atlanta 
Los  Angeles  •  San  Francisco  •  Seattle.  Florida  Resorts:  The 
Leonard  Company,  Miami  Beach. 

In  Philadelphia  nearly  everybody  reads  The  Bulletin 


Ex-Cop  Sounds  Off  Like 
Cop  About  Reporters 


By  Henry  Gordon 

Cleveland 

During  the  six  months  I  was 
an  undercover  reporter  in  the 
Cleveland  Police  Department 
for  the  Cleveland  Press,  I  be¬ 
came  two  people.  I  was  Re¬ 
porter  Henry  C.  Gordon  and 
Patrolman  H.  C.  Gordon,  Badge 
No.  384. 

The  following  views  are  those 
of  Patrolman  Gordon  concern¬ 
ing  newspapers  and  reporters 
as  culled  by  Reporter  Gordon 
in  a  heated  interview.  I  think 
they  represent  many  a  police¬ 
man’s  viewpoint. 

“As  a  prospective  25-year- 
member  of  the  force,  a  career 
man,  I  think  of  newspapermen 
as  my  natural  enemies.  To  be 
tolerated,  yes,  but  I’m  always 
suspicious  of  them. 

“They  want  dirt  and  big, 
black  headlines.  It  seems  to  me 
they  never  write  anything  good 
about  us  coppers  till  we  retire 
or  die! 

“They  hardly  ever  use  my 


name  when  I  catch  a  criminal 
or  investigate  a  burglary,  rob¬ 
bery  or  sex  crime.  And  here 
I’m  doing  the  work  every 
damned  day  that  sells  their 
newspapers. 

How  Slow! 

“And  the  reporters  brush 
over  the  crimes  that  happen 
every  night  on  my  shift.  To 
read  their  stories,  you’d  think 
nothing  ever  happens  in  my 
area. 

“But  we’ve  got  a  couple  of 
shootings  every  week  and  may¬ 
be  a  dozen  stabbings  and  20 
cuttings.  Also  plenty  of  rapes 
and  burglaries. 

“But  the  reporters  just  sit 
around  and  talk  about  the 
Shepperd  Case  and  how  slow 
it  is  these  days. 

“Our  killings  aren’t  as  high 
class  as  that.  I’ll  admit.  But 
they  happen  and  we  cops  like 
credit  for  going  in  on  them. 

“Old-timers  tell  rookies  like 
me  to  be  on  our  toes  for  re¬ 


porters.  ‘Watch  what  you  say,’ 
they  tell  me.  ‘Let  the  lieutenant 
do  all  the  talking.’ 

“A  couple  of  weeks  back,  we 
bad  a  fracas  in  which  20  Puerto 
Ricans  stood  over  a  Negro  and 
pounded  in  his  head  with  beer 
bottles. 

“The  police  radio  said  it  was 
a  KILLING. 

“Twenty  minutes  later  a  cub 
reporter  from  the  police  beat 
downtown  came  running  around. 
TWELVE  of  us  policemen  were 
standing  right  there. 

“  ‘Where  are  the  HOMICIDE 
MEN,  where  are  the  homicide 
men?’  the  kid  asked.  Like  we 
weren’t  good  enough  to  answer 
his  questions. 

Just  for  Circulation 

“When  I  went  to  the  Police 
Academy,  we  were  always  on 
the  lookout  for  a  reporter  who 
might  stick  his  nose  in  the  door 
— and  catch  us  cheating  or 
sleeping  or  raising  Cain. 

“These  newspapermen  have 
got  it  in  for  us  and  we  don’t  care 
much  for  them  either — of  course 
we  don’t  blame  the  boys — it’s 
the  bosses,  their  editors  and 
publishers  who  push  them  into 
it.  These  bosses  are  always  try¬ 
ing  to  get  more  people  to  read 
their  papers.  Circulation.  That’s 
all  they  care  about. 


“A  deputy  inspector  told  us 
rookies — he’s  the  guy  who  they 
say  has  done  more  for  police¬ 
men  in  this  city  than  anybody 
else — he  told  us: 

“  ‘Don’t  trust  the  newspapers. 
They  keep  perhaps  20  stories 
damning  policemen  stashed 
away  in  their  desk  drawers. 
Just  ready  to  spring  them  on 
you  when  they  have  nothing 
else  to  print!’ 

“  ‘The  /newspapers  will  damn 
you  every  chance  they  get.’ 
That’s  what  this  deputy  inspec¬ 
tor  told  us  and  he  ought  to 
know.  He’s  been  on  the  force 
23  years. 

“The  average  police  reporter 
doesn’t  get  the  BIG  picture  any¬ 
how.  About  all  he  knows  is 
what  we  write  in  our  official 
police  reports. 

“The  old-timers  tell  me  all 
the  time,  ‘the  less  you  write, 
the  less  they  know  about  you. 
You  can  cover  a  lot  with  a 
little.  Let  them  use  their  imagi¬ 
nation.’  ’’ 

• 

Pictures  at  Trial 

Ohio  Common  Pleas  Court 
Judge  John  D.  Pincura  permit¬ 
ted  a  Cleveland  Plain  Dealer 
photographer,  Allen  D.  Ashbolt, 
to  make  pictures  at  u  first  de¬ 
gree  murder  trial. 
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IN  LOS  ANGELES 
THEY  SAY 

TIMES.  FIRST  OF  ALL' 


40  papers  Serialize 
‘On  the  Beach’  Book 


^Building 
Suppliers  & 
Contractors 
place  62.3% 
of  ALL  their 
Los  Angeles 
metropolitan 
newspaper 
advertising 
in  The  Times 


newspapers 


(Media  Records, 
1st  six  months 
of  1957.) 


seven 


lOCAIIY- 

INPiyiSICiD 


Building  and  construction 
indices  in  Los  Angeles  con¬ 
sistently  show  strong  upward 
trends.  Local  suppliers  and 
contractors  look  to  The  Times 
to  keep  their  business  healthy. 


markets! 


TIMES 


TiM  Canton  Bcpotitory.  Tba  Marlon  Star. 

Salem  Newt.  The  SteubenrlUe  Herald* 
Star,  tb*  Pc^aouth  Tlmea.  The  fronton 
Tribune.  The  Eaet  LUerpool  Bertew. 


Represented  by  Cresiner&  Woodward,  Detroit, 
New  York,  Chicago,  Atianta,  San  Francisco 


HU 

OP 


Why  The  Dallas  News 
clamors  for  COLOR: 


IThe  News  KNOWS  color.  One  of  the 

■  earlier  entrants  into  newspaper  color  printing, 
The  Dallas  News  has  ranked  high  in  color  lineage 
for  many  years,  with  an  average  of  more  than  a  n>il- 
lion  lines  a  year  over  the  last  five.  Through  this  large 
experience  News  personnel  have  developed  an  efficient, 
high  fidelity  color  printing  technique. 

A  MODERN,  air-conditioned  plant  with  new  presses 
and  up-to-date  equipment  assures  accurate  registration, 
color  fidelity  and  flexibility  —  and  availability  on  short 
notice,  seven  days  a  week,  for  one,  two  or  three  colors! 


2  The  News’  QUALITY  MARKET  deserves 
■  color.  Color  can  achieve  its  full  potential 
only  in  markets  whose  ability  to  buy  warrants  color’s 
additional  cost.  Three-fifths  of  The  News’  subscribers 
in  the  A.B.C.  city  and  retail  trading  zones  have  $5,000 
or  more  family  income,  one-fifth  have  $8,000  upwards! 

3  The  News  WANTS  color..  .because  of  the 
■  high  proficiency  with  which  The  News  can 
reproduce  color  advertising,  it  is  a  profitable  venture 
for  The  News  despite  a  low  color  milline  rate . . .  and 
because  the  impact  of  color  —  added  to  The  News’ 
32,454  larger  circulation,  greater  influence  and  selec¬ 
tive,  quality  coverage  of  the  entire  Dallas  Market  — 
assures  the  unmatchable  performance  of  your  advertis¬ 
ing  in  the  Dallas  Market! 


YOU’LL  BE  rightly  proud  of  your  color  adver¬ 
tisements  in  The  News.  As  proud  as  The  News  of  its 
ability  to  print  color! 


} 


DALLAS  MORNING 


Member,  Metro  Sunday  Comics  Network 


Dallas  News  readers  HAVE  MORE  ...SPEND  MORE 
...and  there  are  MORE  OF  THEM 


CRESMEA  &.  WOODWARD.  INC.  •  National  Rapraaantatlve 

Now  York  a  Chicago  •  Detroit  •  Atlanta  •  Lae  Angaloo  e  9an  Franciaco 
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for  the  week  must  be  ready. 

When  he  was  a  cabinet  minis¬ 
ter  Mr.  Pearson  had  an  army 
of  aides  to  do  his  research  and 
reference  work.  Now  he  has 
to  do  all  that  himself. 

His  Routine 

At  home  and  in  his  office  he 
checks  the  daily  newspapers 
and  the  weekly  publications  of 
news  and  comment,  scribbling 
notes  on  whatever  white  paper 
is  closest  to  hand,  using  a  sort 
of  personal  shorthand. 

On  Monday  he  studies  his 
pencilled  notes  “which  nobody 
else  could  possibly  read”  and 
roughly  drafts  the  framework 
of  his  column. 

Tuesday  he  writes  out  the 
final  draft  carefully  in  pencil 
and  plans  to  have  it  ready 
early  Wednesday  for  his  typist 
to  copy. 

Mr.  Pearson  never  uses  a 
typewriter. 

He  thinks  he  has  improved 
as  a  columnist  since  a  similar 
stint  35  years  ago  when,  at 
Oxford  University,  he  wrote  a 
column  for  the  then  Methodist 
Church  weekly,  the  Christian 
Guardian. 

But.  he  said,  “I  looked  up 
some  of  the  clippings  the  other 
day  and  they  weren’t  bad.” 


How  Diplomat 
Turns  to  Task 
Of  Columnist 


Perry  Appoints 
Peter  Publisher 

Leesburg,  Fla. 

Emmett  Peter  Jr.,  37-year- 
old  native  Floridian,  is  the  new 
publisher  of  the  Daily  Commer¬ 
cial  here. 

His  appointment  was  an¬ 
nounced  by  John  H.  Perry  Jr., 
president  of  the  John  H.  Perry 
group  of  newspapers.  He  suc¬ 
ceeds  Lee  Sanders,  who  is 
leaving  the  Perry  organization 
after  three  years. 

Mr.  Peter  has  been  serving 
as  editor  of  the  six-day-a-week 
daily  for  the  last  two  years. 
He  will  continue  his  editorial 
work  and  carry  the  title  of 
editor  and  publisher. 


#  Monocork  Deluxe,  Regal  and  Mastercork  blankets  —  for  varions  combinations 


•  New  England  top  blanket  assures  the  finest  in  print  results 


#  Graylock  top  blanket  — a  new,  improved  advancement  to  newspaper  printing 


Plus  Plain  Felt,  Coated  Felt,  Red  Rubber,  Utility  and  Bay  State  Blankets. 
Also  equipment  and  supplies  for  Stereotype,  Composing  and  Press  Rooms. 


One  More  Day 

Hollywood,  Fla. 

The  Sun-Tattler  is  stepping 
up  to  tri-weekly  publication 
Sept.  30.  It  will  come  out  on 
Monday,  Wednesday  and  Fri¬ 
day  afternoons.  It  has  been 
published  Mondays  and  Thurs¬ 
days  since  1951. 


NEW  ENGLAND  NEWSPAPER  SUPPLY  CO. 

DIVISION  OF  NEW  ENGLAND  FIBRE  BLANKET  CO. 

164  FREMONT  ST. 

WORCESTER,  MASSACHUSETTS 

GARDENER  G.  DeMALLIE,  GENERAL  MANAGER 


Sunday  Price  Raised 

Waterbury,  Conn. 

The  price  of  the  Waterbury 
Sunday  Republican  was  in¬ 
creased  from  15c  to  20c  on 
Sept.  15.  This  is  the  first  boost 
in  seven  years. 


NEW  YORK  OFFICE:  230  Wett  41st  Street 

New  Verk  City 

TONY  CRONIN  •  TONY  MILLER 

CHICAGO  OFFICE:  2329  Daily  News  BailOinK 
Ckitase,  llliaeis 

SCOnV  CAMPBELL 

SOUTHWEST  OFFICE:  1225  Seetk  Trenten 

Tilsa,  Oklekwna 

EDDIE  P.  CAUGHAN 

WEST  COAST  OFFICE:  022  DeYawK  BailAikK 
Saa  Fraacisca,  CalHaraia 

EO  SPARKS 

El 


Capt.  Lionel  Caue,  Capt.  Andre*  Lesieur,  Paal  Comet,  Navigator,  and  Jarqnea  Vergine, 
Flight  Engineer,  make  up  the  Air  France  crew  selected  to  present  the  Caravelle  to  the 
United  States  aviation  industry  and  public. 


Today’s  air  pioneers  wear  the  stripes  of  Air  France.  in  Air  France’s  change-over  to  jets  —  Caravelles  on 
These  are  the  men  who  have  been  chosen  to  present  mediumrangeroutesinEuropeand  Asia. ..and Boeing 
the  new  jet  Caravelle  to  the  U.S.  public  and  avia-  707’s  transatlantic.  They  are  pioneering  toward  a 
tion  industry.  All  have  jet  operational  experience  in  future  that  will  see  a  continuing  record  of  depend- 
both  Caravelles  and  Comets.  This  will  be  invaluable  able  Air  France  service  to  the  peoples  of  the  world. 

AIR  FRANCE 

THE  WORLD’S  LARGEST  AIRLINE 

38  YEARS  IN  AIR  TRANSPORTATION  -  A  DISTINGUISHED  RECORD  FOR  DEPENDABILin 

SIE  YOUR  TRAVEL  AGENT  OR  AIR  FRANCE  •  Naw  York  •  Atlanta  •  Boston  •  Buffalo  •  Chicago  •  Clovoland  •  Dallas  •  Dotroit 
Hartford  •  Los  Angolos  •  Miami  *  Milwaukoo  •  Philadolphia  •  Pittsburgh  •  St.  Louis  ■  San  Franciwo  •  Washington,  D.  C.  *  AAoxko  CHy 
Montroal  •  Toronto  •  Vancouvor  •  Havana  •  Puorto  Rico  •  Fort  do  Franco  •  Pointo  a  Pitro  •  Panama  •  Caracas  •  Bogota 
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Princeton  Has 
Journalism 
Chair  Bequest 

Scranton,  Pa. 

The  late  Edwin  F.  Ferris, 
once  an  associate  financial  edi¬ 
tor  of  the  New  York  Herald 
and  a  former  business  manager 
of  the  Scranton  Truth,  left 
$140,000  in  his  will  to  establish 
a  professorship  in  journalism 
and  public  relations  at  Prince- 
I  ton  University. 

Mr.  Ferris,  a  Princeton 
graduate,  specified  that  the  be¬ 
quest  be  held  by  the  university 
I  trustees  as  a  special  fund  to 
!  be  known  as  the  Edwin  F.  and 
M.  E.  Cornelia  Ferris  Memorial 
Fund,  the  net  income  of  which 
is  to  be  used  to  maintain  the 
professorship.  Mr.  Ferris  died 
in  1947  and  Mrs.  Ferris  died 
last  April. 

A  Princeton  faculty  commit¬ 
tee  is  studying  ways  in  which 
an  endowed  professorial  chair 
in  journalism  can  be  integrated 
into  the  program  of  a  liberal 
arts  university.  An  interdepart¬ 
mental  chair  is  contemplated, 
covering  the  role  of  journalism 
as  a  force  in  civilization. 


Only  Way 

to  Cover  the 
^15  Northeast 
Parishes  of 
Louisiana 

MONROE 

NEWS-STAR 

AND 

WORLD 

Monroe,  Louisiana 

Cost  of  one,  two  or 
full  color  among 
the  lowest  in  the 
nation. 


Ask  the  Branham  Man 


2  Carriers  Start 
Their  College  Careers 

Greenville,  S.C. 

The  first  two  Greenville  News- 
Piedmont  Co.  newspaper  car¬ 
riers  to  receive  $1,600  four- 
year  scholarships  have  begun 
classes  at  colleges  of  their 
choice.  They  are  Thomas  Ar¬ 
lington  White  Jr.  of  Clemson 
and  Lewis  Ervin  Burdette  of 
Greenville. 

James  Andrew  Brady  received 
the  newly-established  A.  Frank 
Ballentine  Award  as  the  out¬ 
standing  carrier  adviser  in  the 
News-Piedmont  organization.  He 
received  a  plaque  and  $100.  The 
award  is  named  for  the  News- 
Piedmont  circulation  manager 
who  retired  in  1953  after  about 
40  years  with  the  company.  He 
is  now  a  consultant  to  the  man¬ 
agement. 


Couple  to  Publish 
Pictorial  Weekly 

Tuscaloosa,  Ala. 

Mr.  and  Mrs.  Karl  Elebash 
Jr.  plan  to  bring  out  their  new 
weekly  tabloid  Graphic  on  Sept. 
26  with  an  initial  circulation  of 
4,000.  Emphasis  will  be  on  local 
news  and  pictures.  The  paper 
will  be  offset-printed. 

Mr.  Elebash,  editor  and  pub¬ 
lisher,  was  a  staff  reporter  on 
the  Wall  Street  Journal  and 
editorial  writer  for  the  Mobile 
(Ala.)  Press  and  Tuscaloosa 
News.  He  also  edited  South 
News  Magazine,  published  in 
Birmingham. 

Mrs.  Camille  Maxwell  Ele¬ 
bash,  associate  editor  and  pub¬ 
lisher,  worked  on  the  women’s 
pages  of  the  New  York  Times 
and  as  a  reporter  on  the  Tus¬ 
caloosa  News. 


Dallas  Suburb  Gets 
Semi-Weekly  Paper 

Garland,  Tex. 
The  Times-Reporter,  a  semi¬ 
weekly,  made  its  bow  in  this 
Dallas  suburb  Sept.  8  with  a 
124-page  edition. 

The  first  edition  was  tabloid 
size,  with  six  9% -pica  columns 
to  the  page.  Printing  was  by 
offset. 

A  building  in  Garland  is  be¬ 
ing  remodeled  to  house  the 
printing  plant  and  when  new 
equipment  arrives  the  Times- 
Reporter  will  become  an  8- 
column  paper,  its  publishers 
said.  Publication  dates  are 
Thursday  and  Sunday.  Officials 
of  the  Citizens  Publishing  Com¬ 
pany  are  Garland  businessmen. 

Bert  Shipp,  a  journalism 
graduate  of  Southern  Methodist 
University  and  a  former  re¬ 
porter  for  the  Dallas  Times 
Herald,  is  editor. 

Garland,  a  conununity  of 
25,000,  is  served  hy  the  Gar¬ 
land  Daily  News,  published  by 
W.  H.  Bradfield. 

Series  on  Global  Trip 

Toronto 

Dorothy  Howarth,  Toronto 
Telegram  staff  reporter,  wrote 
a  series  of  articles  on  how  she 
made  a  trip  around  the  world 
in  26  days.  She  accompanied 
Canadian  representative  J.  M. 
Macdonnell  to  the  independence 
inaug^uration  ceremonies  of  the 
new  state  of  Malaya. 

• 

Change  to  Tabloid 

Guilford,  Conn. 
The  Shore  Line  Times  Pub¬ 
lishing  Company,  publishers  of 
two  shoreline  weeklies,  the  Clin¬ 
ton  Recorder,  and  the  Shore 
Line  Times,  has  changed  for¬ 
mat  of  both  from  eight-column 
standard  -  size,  to  five  -  column 
tabloid. 

• 

9-Column  Page 

Woonsocket,  R.I. 
A  new  format  and  new  type 
dress  has  been  instituted  by 
the  Woonsocket  Call  with  a 
change  to  a  nine-column  page. 
Columns  are  11  picas  wide. 
Text  type  is  8  point  Regal  on 
a  9  point  slug.  Clascsified  is  set 
in  Futura. 


Denibek  witb  C&W 

Edgar  M.  Dembek,  previously 
with  the  Chicago  Tribune  and 
Inland  Newspaper  Representa¬ 
tives,  has  joined  the  Chicago 
office  of  Cresmer  &  Woodward, 
Inc. 


Everything  in  Baltimore 
revolves  around 
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With  the  impact  of  color  • . 

you  can  reach  65%  of  all  adult  men  and 
women  in  the  Washington,  D.  C.,  Metro¬ 
politan  area— 44%  more  than  read  the  sec¬ 
ond  paper,  more  than  read  the  other  two 
papers  combined — for  a  lower  advertising 
cost  per  1000  circulation  than  the  other 
standard  size  newspaper  in  black  and  white. 

Coat  pmr  pog» 
pmr  1 000  circwlotiofi: 


Call  today  for  all  the  facts:  Sawyer 
Ferguson  Walker  Co.,  New  York, 
Chicago,  Detroit,  Philadelphia,  Los 
Angeles,  San  Francisco,  Atlanta, 
Seattle. 


CTiroc* '^tralh 


droriafteni  41S,000  Swn4«y—3tS,000  dolly 

136,000  moro  than  thm  Sondoy  Star 
131,000  nraro  thm  thm  dally  Star 
31 1,000  morm  than  tha  dolly  Nows 


Post  TH  1/W,  6.33}  Pest  TM  Mock  and  1  color,  7.03} 
Star  MW,  7.67 


Litho  Union 
To  Get  Report 
On  Processes 


Chicago 

The  Amalgamated  Lithogra¬ 
phers  of  America  will  hold  their 
international  convention  at  the 
Congress  Hotel  here  the  week 
of  Sept.  23.  The  Amalgamated’s 
75th  anniversary  will  be  cele¬ 
brated. 

A  highlight  of  the  conven¬ 
tion  will  be  a  report  by  Edward 
Swayduck,  chairman  of  the  New 
Methods,  Equipment  and  Man¬ 
ning  Committee.  This  commit¬ 
tee  was  established  with  in¬ 
struction  to  meet  with  litho-  cv<-rt  i  tkioc  •  a  u  x  xl  li-  i  w 

EXCELLENCE  in  reporting  flower  shows  to  the  public,  J.  W, 

^  P  .P  i  j  X  1  Johnston  and  his  wife,  Betty  Blossom,  receive  special  International 

ers.  The  union  wanted  to  learn  awards— a  silver  bowl  for  her  and  a  medal  with  $1,000 

what  was  on  the  drawing  ^ash  for  him.  Loft  to  right  are:  Mrs.  Charles  Descher,  of  IPS,  Miss 

boards”.  The  purpose  was  to  Blossom,  garden  editor  and  author;  Mr.  Johnston,  horticulture  editor 

gather  information  about  new  of  the  New  York  Herald  Tribune;  and  Edward  J.  McCarthy,  IPS. 

methods,  machines  and  techno-  - 

logical  developments  being  used  plates,  methods  of  photo-type  Trading  Stamp  Ads 
or  developed  in  the  industry  in  settings,  etc.  Some  of  these  ”  .  * 

recognition  of  the  major  methods  are  now  being  used  The  Fall-Christmas  advertis- 
changes  taking  place.  successfully  for  the  publication  inS  campaig^n  for  Triple-S  Blue 

The  union  wants  to  help  em-  of  newspapers  by  offset.  Stamps,  started  this  week  in 

ployers  to  introduce  technologi-  Jurisdictional  problems  be-  newspapers  and  on  18  radio 
cal  progress  in  their  plants  for  tween  the  Amalgamated  and  stations  in  the  New  York,  New 
the  improvement  of  the  indus-  other  graphic  arts  unions  will  Joi'sey  and  Connecticut  areas  in 
try,  Mr.  Swayduck  said.  His  re-  be  also  the  subject  of  much  which  the  trading  stamps  are 
port  will  cover  new  presses,  discussion  at  the  convention.  distributed.  Hilton  and  Riggio, 

Inc.,  is  the  agency.  A  unique 
feature  of  this  campaign  is  the 

n  CJkCVCCV  •  heavy  use  of  dealer  tie-ins  and 

Buffalo  S  1  ffrOWinff  pspcrs  dealer  endorsements. 


Joseph  Singer  Joins 
Reynolds  Metals  Co. 

Washington 

Joseph  H.  Singer  has  been 
appointed  public  relations  man¬ 
ager  here  by  Reynolds  Metals 
Company. 

He  was  formerly  chief  Wash¬ 
ington  diplomatic  correspondent 
for  International  News  Sei^’ice. 
Earlier  he  served  as  manager 
of  the  Berlin  bureau  of  the 
news  service  and  as  correspon- 
ent  in  Paris. 

He  was  graduated  from  Stan¬ 
ford  University  in  1950  and 
received  his  master’s  degree  in 
international  relations  the  fol¬ 
lowing  year.  He  entered  the 
news  fieid  in  1938  on  the  Butte 
(Mont.)  Standard. 


Buffaloes  FASTEST  growing  papers 
MUST  BE  the  most  effective 


It  takes  reader  interest  and  readership  to  make 
your  newspaper  advertising  effective.  What  better 
gauge  of  those  factors  can  you  ask  than  circulation 
growth?  In  Bi^alo,  the  Morning  Courier- Express 
and  Sunday  Courier -Express  are  the  two  fastest 
growing  newspapers.  Both  are  growing  faster  than 
the  population. 

FOR  ECONOMY.. .for  greater  spender  impact 
and  more  advertising  for  your  dollar  concentrated  on 
those  with  more  dollars  to  spend... use  the  Morning 
Courier-Express.  It  reaches  the  top  45%  of  ABC 
Buffalo  families . . .  nearly  I/3  of  all  those  through 
Western  New  York’s  8  counties. 

FOR  SATURATION  use  the  Sunday  Courier- 
Express  . . .  the  state’s  largest  newspaper  outside  of 
Manhattan.  It’s  your  most  potent  sales  force  in 
blanketing  Western  New  York’s  491300  families. 


More  on  7c  List 

Additions  to  the  list  of  news¬ 
papers  going  from  5c  to  7c  a 
copy  include  three  in  western 
Pennsylvania  —  the  Uniontown 
Evening  Standard,  Uniontown 
Morning  Herald  and  Browns¬ 
ville  Telegraph — and  the  Ken¬ 
ton  (Ohio)  Times. 


Alan  J.  Gould’s 
Byline  Appears  Again 

Alan  J.  Gould,  executive  edi¬ 
tor  of  the  Associated  Press,  re¬ 
turned  to  the  writing  front  with 
a  byline  story  about  his  remi¬ 
niscences  of  the  second  Demp- 
sey-Tunney  fight  in  Chicago  30 
years  ago.  It  was  a  color  illus¬ 
tration  project. 

Mr.  Gould  wrote  the  story  re¬ 
cently  while  he  was  on  vacation. 


Radio-TV  Restraint 

New  Orleans 
A  resolution  adopted  by  the 
International  Association  of 
Fire  Chiefs  here  last  week  asks 
the  Federal  Communications 
Commission  to  restrain  radio 
and  TV  stations  from  broad¬ 
casting  disaster  reports  until  at 
least  15  minutes  after  they  oc¬ 
cur.  This  would  prevent  traffic 
congestion  in  the  affected  areas, 
the  chiefs  said. 


Buffalo 


R  O  ^  COLOR  avotlobi*  daily  and  Sunday 
M*fiib«r:  M«tro  Sundoy  Comict  ond 
Sunday  Magatin#  Natworkt 


COURIER-EXPRESS 

Representatives:  SCOLARO,  MEEKER  &  SCOTT 
Pacific  Coast;  DOYLE  &  HAWLEY 


Daily  to  Semi- Weekly 

New  London,  Wis. 

The  New  London  Daily 
Press,  a  five-day-a  week  tab¬ 
loid  published  by  Gordon  Cul¬ 
ver,  has  become  a  semi-weekly 
paper,  published  Tuesday  and 
Thursday. 


All  Papers  Closed 

Acting  under  martial  law,  the 
military  commander  of  the 
Jakarta  area  of  Indonesia 


Gannett  is  81 

Rochester,  N.  Y- 
Frank  E.  Gannett,  ill  since 
April  1955  when  he  suffered  in¬ 
juries  in  a  fall  at  his  home, 
celebrated  his  81st  birthday  an¬ 
niversary  quietly  Sept.  15.  He 
is  now  able  to  visit  with  a  few 
callers  every  day. 


St.  Croix  Salesman 

N.  C.  Nelson,  who  has  been 


closed  all  of  the  newspapers  in  the  pulp  and  paper  business 
and  the  two  national  news  for  many  years,  has  joined  the 
agencies  indefinitely,  the  AP  sales  staff  of  St.  Croix  Paper 


reported  this  week. 


Co.  in  New  York. 
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You’ll  score  high  in  sales  volume  when  you 
aim  your  R.O.P.  Color  advertising  at  more 
than  2,161,000  people  in  the  Fort  Worth 
market.  No  other  media  can  compare  with 
the  Fort  Worth  Star-Telegram  for  local 
impact. 

Women  prefer  and  welcome  newspaper 
advertising — and  women  control  most  of 
the  nation’s  retail  purchasing  power.  In 
1956  the  purchasing  power  of  the  Fort 
Worth  market  was  $3,573,114.00. 

Through  the  pages  of  the  Fort  Worth  Star- 


Telegram  your  R.O.P.  Color  message 
reaches  out  to  blanket  this  rich  market  area. 

Advertisers  have  made  the  Fort  Worth 
Star-Telegram  a  leader  in  R.O.P.  Color 
lineage  because  color  in  the  Star-Telegram 
is  productive.  During  1956  the  Star-Tele¬ 
gram  published  1,083,185  lines  of  R.O.P. 
Color — available  seven  days  a  week. 

Color  is  also  available  in  Texas  Ranch  and 
Farm  Magazine  published  the  2nd  Sunday 
of  each  month  and  distributed  with  the 
Sunday  Fort  Worth  Star-Telegram. 


Fort  Worth 


AMON  G.  CARTER,  Jr.,  President  and  National  Advertising 


LARGEST  COMBINED  DAILY  CIRCULATION  IN  TEXAS 


without  the  use  of  schemes,  premiums  or  contests 
"Just  a  good  newspaper" 


FOR  FOOD 

FASHIONS...  ~ 

ROP  GOSSCOLOR 

ADDS  IMPACT  ! 


The  impact  and  effectiveness  of  color  on  the  newspaper  page  has 
been  demonstrated  to  hundreds  of  advertisers.  Working  with  their 
agencies  and  art  directors  they  have  seen  results  which  prove  that  only 
color  can  really  display  the  product,  only  color  can  really  tell  the  story 

to  customers  living  in  a  world  of  color. 
Since  the  war  newspapers  all  over  the  nation  have  been  working  to 
meet  the  demand  for  this  rapidly  growing  merchandising  medium.  Great 
progress  has  been  made  by  the  remarkable  teamwork  of  advertisers, 
agencies,  mechanical  executives  and  equipment  manufacturers. 
The  greatest  strides  have  been  made  by  the  many  papers,  both 
large  and  small,  which  recognized  the  basic  advantages  of 
ROP  Gosscolor.  They  were  backed  by  all  the  facilities  and 
experience  of  the  Goss  organization  in  research,  engineering  and 
manufacturing  applied  to  developing  presses  and  stereotype 

equipment  for  modern  newspaper  color.  !] 


coi» 


THE  GOSS  HEADLINER 

In  this  new  era  of  color  which  places  such  exacting  demands  on  pressroom  equipment,  more  than 
100  newspapers  from  coast  to  coast  are  building  their  color  growth  on  the  Goss  Headliner.  No  other 
press  offers  so  many  features  assuring  sharp  reproduction,  controlled  color,  better  register  and 
higher  production.  Headliner  construction  provides  the  flexibility  to  meet  present  and  future  requirements 
for  running  everything  from  spot  color  to  full  ROP  Gosscolor  anywhere  in  the  paper. 

THE  GOSS  COLOR  LINE 

The  steadily  increasing  volume  of  ROP  Gosscolor,  with  higher  quality  standards  and  tighter  production 
schedules  makes  the  use  of  precision  stereotypes  in  accurate  register  more  essential  than  ever. 

The  three  machines  of  the  Goss  Color  Line— the  Tru-Register,  the  Plate  Perfector  and  the  Tension  Miller- 
are  engineered  to  control  positively  all  the  steps  from  the  stereo  matrix  through  the  casting  operation 
to  the  final  register  of  color  plates  on  the  press. 

ROP  GOSSCOLOR 

The  trend  to  ROP  Gosscolor  is  not  limited  to  the  great  metrojX)litan  newspapers.  Much  pioneering 
work  has  been  done  in  smaller  cities.  Dailies  of  intermediate  circulation  are  reporting  impressive  lineage 
of  ROP  Gosscolor  printed  on  three  Goss  presses— the  Universal,  the  Unitube  and  the  Dek-A-Tube. 

Small  dailies  and  weeklies  printed  on  the  Goss  Cox-O-Type  are  finding  that  spot  color  dresses 
up  their  paper  and  increases  advertising  revenue. 

Send  for  a  free  copy  of  "Thoughts  on  ROP  Color"  containing  useful  suggestions  on  the 
planning,  preparation  and  production  of  newspaper  color  advertising. 
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. . .  let  you  proof  and 
rim  with  strict  uniformity 
maximum  clarity 


Progressive  newspapers  the  world 
over  are  as  timely  with  color  as  they 
are  with  late-breaking  news,  thanks  to 
Sinclair  &  Carroll  Color  Book  inks. 
With  cross-mixtures,  any  color  of  the 
rainbow  is  yours,  in  your  own  plant, 
at  a  moment’s  notice.  Uniform  and 
perfect,  time  after  time,  to  guarantee 
Advertiser  satisfaction. 


440  W.  SUPERIOR  ST.,  CHICAGO 
591  nth  AVE.,  NEW  YORK 


Sinclair  &  Carroll  Company,  Inc 


Locals  were  urged  to  add  to 
their  contracts  a  clause  to  pro¬ 
tect  them  in  case  of  strikes  to 
refuse  to  cross  picket  lines  and 
handle  goods  of  struck  plants. 

It  was  decided  that  if  the 
union’s  defense  fund  falls  below 
$250,000,  auxiliary  dues  are  to 
be  collected  from  all  members 
at  one-half  of  one  per  cent  of 
their  earnings,  until  the  de¬ 
fense  fund  amounts  to  $500,000. 

Changes  were  approved  in 
section  87  of  the  union’s  gen¬ 
eral  laws  to  provide  that  when 
an  automatic  autoplate  machine, 
or  any  similar  machine,  and  its 
shaver  are  in  use,  no  fewer  than 
four  journeymen  shall  be  em¬ 
ployed  to  operate  the  machine 
in  the  interests  of  safety.  When 
a  double  automatic  autoplate 
machine  or  similar  machine  and 
its  shaver  are  used,  at  least 
,  said  the  eight  journeymen  members  are 
studying  a  to  be  employed  on  the  machine. 

The  1958  convention  will  be 
at  Battle  Creek,  Mich.,  Sept. 
18-23.  Officers  remain  the  same 
until  the  1958  meeting. 


ers’  Union 


Stereotyp 
To  Meet  with  ANPA 


By  James  Monlagnes 

Toronto  registered  at  the  convention. 

A  committee  of  the  board  of  Representing  the  three  To- 
the  International  Stereotypers’  ronto  dailies’  Dr.  Burnett  M. 
and  Electrotypers’  Union  of  Thall,  a  director  of  the  Toronto 
North  America  and  a  committee  Dni7//  Star,  discussed  the  ne- 
of  the  American  Newspaper  cessity  for  efficiency  and  re- 
Publishers  Association  will  meet  sponsibility  on  the  part  of  both 
soon  to  review  problems  of  com-  labor  and  management, 
raon  interest.  James  H.  Sampson  presided 

Decision  to  have  the  confer-  f meetings.  This  was  his 
i  f  +1,..  first  convention  since  being 

ence  meet  was  made  at  the  ^resident 

Union’s  54th  annual  convention  elected  president. 

here  Sept.  9-13  after  George  Jurisdiction  Question 

N.  Dale,  chairman  of  the  Spe-  Feeney,  of  Newark, 

cial  Standing  Committee  of  n,  j,  vicepresident  of  the  15,- 
ANPA,  told  the  delegates  that  qOO  member  union, 

“no  man  has  ever  written  a  executive  board  is 
book  to  prove  strikes  make  more  master  contract  foi 
money  than  arbitration.”  locals.  Major  reas< 

“The  record  shows  a  strike  a  standard  contrat 
forces  small  papers  to  publish  to  protect  members  from  in- 
without  union  help  and  thus  roads  by  other  printing  trades, 
teach  larger  papers  how  to  do  he  said,  mentioning  the  Inter- 
it.  Isn’t  it  better  to  preserve  national  Typographical  Union 
the  union  shop  by  ANPA  arbi-  specifically  for  refusing  to  ac- 
tration?  Arbitration  never  killed  cept  the  stereotypers’  right  to 
a  union,”  Mr.  Dale  said.  handle  all  mounting,  trimming 

Mr.  Dale  said  the  ANPA  had  and  blocking  of  engravers’  cuts 
approved  a  committee  meeting  on  newspapers, 
with  the  union’s  executive  board.  Jurisdiction  over  various  pro-  throughout  the  United  States 
He  expressed  the  hope  that  the  cesses  in  newspaper  and  com-  will  exhibit  prize-winning  scien- 
stereotypers  and  publishers  this  mercial  printing  shops  was  the  tific  projects  and  compete  for 
year  will  move  forward  and  subject  of  a  number  of  propo-  national  awards  at  the  Ninth 
show  the  public  that  it  can  de-  sitions.  Considerable  discussion  National  Science  Fair,  May  7- 
pend  on  a  free  press.  followed  accusations  by  some  10,  1958. 

rni«n  Plan  members  that  the  international  The  Fair  is  conducted  each 

showed  no  interest  in  year  by  Science  Service’s  Sci- 
Pensions  by  the  union  for  claiming  jurisdiction  over  new  ence  Clubs  of  America  for  stu- 
those  over  65  took  up  most  of  processes  formerly  handled  by  dents  who  have  been  chosen  as 
the  time  of  the  convention,  stereotypers.  Increased  facilities  finalists  representing  their  state 
Numerous  propositions  regard-  to  inform  members  of  new  de-  and  regional  science  fairs, 
ing  pensions  were  debated  at  velopments  throughout  Canada  Universities  and  industries  of 
length.  The  convention  went  on  and  the  United  States  were  the  area  are  cooperating  with 
record  to  put  to  a  leferendum  asked  for,  but  propositions  to  the  National  Science  Fair  in 
of  the  entire  membership  in  set  up  larger  educational  facili-  planning  such  unique  experi- 
January  the  adoption  of  a  pen-  ties  were  defeated  on  account  ences  for  the  finalists  as  peer- 
sion  scheme  which  would  pay  of  cost.  ing  into  a  cow’s  stomach  to 

members  a  maximum  of  $12  A  resolution  was  passed  set-  observe  its  digestive  processes 
per  month  for  those  with  at  ting  the  benefits  for  journey-  through  a  permanently  installed 
least  25  years  membership.  The  men  and  associate  members  at  glass  window,  watching  huge 
rates  for  this  pension  were  $70  a  week  and  $47.50  for  ap-  bubbles  of  plastic  slide  through 
established  by  actuaries  re-  prentices  for  eight  weeks  or  heavy  rollers  to  emerge  as  sheets 
tained  by  the  union,  and  start  longer,  in  case  of  a  strike  or  of  plastic  film,  and  viewing  a 
with  $4.80  per  month  for  the  lockout.  James  X.  Murphy  of  million-volt  electron  beam  ac- 
first  10  years  of  membership  Chicago,  in  discussing  this  reso-  celerator  in  action, 
and  48c  per  month  additional  lution,  pointed  out  that  arbi-  • 

for  each  additional  year  of  tration  is  to  start  soon  be-  iwii*  *1  r  1 

membership.  tween  the  union  and  the  Chi-  Ad  Early 

This  pension  plan  is  in  no  cago  Newspaper  Publishers  As-  Houston,  Tex. 

way  connected  with  employer  sociation.  He  urged  a  higher  The  Houston  Chronicle  on 
contributions,  and  is  entirely  strike  benefit,  anticipating  that  Sept.  13  published  the  1,000,- 
within  the  union.  The  pension  there  may  be  a  strike  in  Chi-  000th  classified  advertisement 
is  to  be  paid  for  by  a  per  capita  cago  by  next  Spring.  for  1957. 

tax  of  $2.50  per  month  by  each  A  resolution  to  bar  from  Reaching  this  mark  earlier 

member.  Members  over  55  years  meetings  union  members  who  than  in  1956,  this  is  the  ninth 
of  age  when  becoming  mem-  are  employed  as  efficiency  ex-  consecutive  year  that  the 
bers  are  exempt  from  this  as-  perts,  liaison  men  or  other  po-  Chronicle  has  published  this 
sessment  if  they  so  wish.  sitions  where  they  must  report  amount  of  classified  advertise- 

About  128  delegates  were  to  management,  was  defeated,  ments. 
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*Toilet 
Requisites 
Advertisers 
choose  The 
Times  above 
ALL  other 
Los  Angeles 
metropolitan 
newspapers 


(In  the  first 
6  months  of  '57 
The  Times  led  in 
95  of  Medio  Records' 
114  classifications.) 


Ranked  third  nationally  in 
drug  store  sales,  Los  Angeles’ 
rate  of  increase  far  exceeds 
other  major  toilet  requisites 
markets.  The  Times  carries 
40.9%  of  the  classification’s 
local  metropolitan  linage. 


TIMES 


Represented  by  Cresmer&  Woodward.  Detroit, 
New  York,  Chicago,  Atlanta,  San  Francisco 
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FAIRCHILD 

news 

Two  special  daily  editions  of 
Footwear  News  will  be  published 
Oct.  28  and  29  in  conjunction 
with  National  Shoe  Fair  in  Chi¬ 
cago  opening  Oct.  28.  Regular 
weekly  issue  of  Oct.  25,  as  well 
as  dailies,  will  be  widely  dis¬ 
tributed  at  Fair  headquarters  and 
leading  Chicago  hotels. 


Ken  Howry,  of  Daily  News 
Record  New  York  news  staff,  and 
Bob  Johnston  of  Philadelphia 
bureau,  will  join  local  correspond¬ 
ent  Len  Norman  in  Trenton  on 
Sept.  27  to  cover  first  Middle 
Atlantic  regional  meeting  of 
.\merican  Association  of  Textile 
Chemists  and  Colorists. 


Murray  Abbott,  advertising 
representative  for  Women’s  Wear 
Daily,  left  Sept.  16  on  a  10-day 
trip  visiting  Pittsburgh,  Cleveland 
and  Cincinnati  markets. 


Christmas  comes  early  for  the 
nation’s  retailers.  To  help  them 
plan  for  this  year’s  holiday  sell¬ 
ing  season.  Home  Furnishings 
Daily’s  annual  Christmas  Mer¬ 
chandising  supplement  will  be  is¬ 
sued  Oct.  7,  replete  with  display, 
advertising  and  selling  ideas  to 
spark  sales  during  the  gift  season. 


On  Tuesday,  Sept.  24,  Julian 
Handler,  Supermarket  News  edi¬ 
tor,  will  serve  as  a  panel  member 
at  the  annual  convention  of  the 
American  Meat  Institute  in  Chi¬ 
cago. 

Howard  S.  Rains,  chief  of 
Boston  bureau,  will  be  at 
Wentworth-by-the-Sea,  Portsmouth, 
N.  H.,  on  Sept.  25  and  26,  to 
report  on  the  activities  of  the 
annual  meeting  of  the  Northern 
Textile  Assn,  for  Women’s  Wear 
Daily  and  Daily  News  Record. 


“Twelve  Meetings  for  In-Store 
Sales  Promotion,”  by  Dr.  Robert 
G.  Seymour  and  Virginia  Cone, 
will  be  published  by  Fairchild’s 
Business  Book  Division  on  Sept. 
23.  Book  designed  to  aid  stores 
in  training  sales  help  is  priced 
at  $3.95. 

Daily  News  Record  coverage 
of  the  Combed  Yarn  Spinners 
Assn,  meetings  Sept.  26-27  in  Sea 
Island,  Ca.,  will  be  handled  by 
Cheves  Ligon,  head  of  Fairchild’s 
Charlotte,  N.  C.,  bureau. 

FAIRCHILD 
Publications,  Inc. 

7  East  12th  St.,  New  York.  N.  Y. 
Pubfithars  of 

Dolly  Newt  Racord,  Suparmorkal 
Naw(,  Woman’s  Waor  Dolly,  Elac- 
Irenlc  Naws,  Homa  Furnishings 
Dolly,  DIractorlas,  Man's  Waor,  Fool- 
waor  Nows,  Books. 


2  Become  Teachers, 
Teacher  Joins  Staff 

Cincinnati 

Two  Times  -  Star  employes 
have  resigned  to  become  school 
teachers.  And  a  teacher  has 
joined  the  copy  desk. 

Miss  Elnora  Crane,  adver¬ 
tising  solicitor  for  14  years,  is 
teaching  fourth  grade  at  Mt. 
Adams  public  school. 

Bob  Billings,  assistant  li¬ 
brarian,  is  an  instructor  in 
literature  at  University  of 
Kentucky. 

Charles  E.  Warman,  who 
taught  English  and  journal¬ 
ism  for  four  years  at  Wood¬ 
ward  High  School,  accepted  a 
full-time  job  after  being  a  sum¬ 
mertime  copyreader. 


Col.  Harry  M.  Ayers,  pub¬ 
lisher  of  the  Anniston  (Ala.) 
Star — reappointed  for  six-year 
term  as  a  member  of  the  State 
School  Board. 


Thomas  A.  Brennan,  labor 
attorney  for  Hearst  Newspa¬ 
pers  and  other  enterprises — ac¬ 
cepted  appointment  as  counsel 
for  the  Catholic  Press  Associ¬ 
ation. 

A  *  * 

Don  Goodenow  —  new  Sun¬ 
day  editor  of  the  Los  Angeles 
(Calif.)  Examiner,  succeeding 
Len  Riblett,  now  city  editor. 
Mr.  Goodenow  started  as  an 
Examiner  copy  boy  in  1942. 


Jack  Keating,  Los  Angeles 
(Calif.)  Examiner  courthouse 
reporter,  and  Terry  Haver, 
classified  advertising  —  married 
in  the  New  Frontier  Chapel, 
Las  Vegas. 

*  *  * 

David  S.  Ingalls,  publisher 
of  the  Cincinnati  (Ohio)  Times- 
Star — appointed  to  the  Ohio 
Aviation  Board  by  Gov.  C.  Wil¬ 
liam  O’Neill.  Mr.  Ingalls  was  a 
World  War  I  navy  ace. 


Karl  Rapp,  a  member  of  the 
labor  relations  and  personnel 
department  of  the  Cleveland 
(Ohio)  Press — named  assistant 
circulation  manager. 


Fred  E.  Winsor,  editor  of 
the  Trinidad  (Colo.)  Chronicle 
News — retiring  Oct  1,  after  50 
years  of  service.  His  successor 
will  be  Bill  Bloom,  formerly 
associate  editor,  who  has  been 
with  the  Roswell  (N.M.)  Daily 
Record. 


personal 


Viola  Puntney,  business 
manager  of  the  John  Day 
(Ore.)  Blue  Mountain  Eagle 
for  several  years — elevated  to 
the  position  of  publisher  by 
Elmo  E.  Smith,  owner,  who  re¬ 
cently  purchased  the  daily  Al¬ 
bany  (Ore.)  Democrat-Herald 
and  moved  to  that  city. 


Mrs.  Maxine  Nurmi  —  new 
society  editor  of  the  La  Grande 
(Ore.)  Evening  Observer. 


Robert  Shaw,  former  adver¬ 
tising  manager  of  the  Canby 
(Ore.)  Herald  and  more  recent¬ 
ly  editor-manager  of  the  Othel¬ 
lo  (Wash.)  Outlook— n  a  m  e  d 
assistant  manager  of  the  Wash¬ 
ington  Newspaper  Publishers 
Association.  He  will  also  teach 
journalism  at  the  University  of 
Washington  at  Seattle. 


Roy  G.  Campbell,  statehouse 
reporter  for  the  Lincoln  (Neb.) 
Star — to  instructor  in  the  Me- 
dill  School  of  Journalism  at 
Northwestern  University. 


Dick  Fife,  formerly  with  the 
ad  staff  of  the  Albany  (Ore.) 
Democrat-Herald  and  the  Provo 
(Utah)  Herald — new  sales  ac¬ 
count  executive  with  KTVT, 
Salt  Lake  City,  Utah. 


Dennis  Smith,  formerly  ad¬ 
vertising  manager  of  the  Wei- 
ser  (Idaho)  Signal-American, 
new  ad  manager  of  the  Baker 
(Ore.)  Democrat-Herald.  Mrs. 
Bessie  Ragsdale — named  clas¬ 
sified  advertising  manager. 


Art  Moyer,  former  sports 
editor  of  the  Albany  (Ore.) 
Democrat-Herald — to  the  Her- 
miston  (Ore.)  Herald  as  news 
editor. 


E.  P.  Kaen,  editor  and  pub¬ 
lisher  of  the  Oregon  City 
(Ore.)  Enterprise-Courier  — 
named  by  Gov.  Robert  D. 
Holmes  to  a  statewide  commit¬ 
tee  to  study  state  hospital  fa¬ 
cilities. 


Dale  Vercelli — from  Xenia 
(Ohio)  Gazette  city  staff  to 
sports  editor.  Marietta  (Ohio) 
Times. 


Arthur  D.  Wright  Jr. — pro¬ 
moted  to  assistant  sales  man¬ 
ager  of  the  Julius  Mathews 
Special  Agency. 


William  F.  Sykes  —  named  ' 
director  of  advertising  of  the 
Daily  Oklahoman  and  Okla¬ 
homa  City 
Times.  He  suc¬ 
ceeds  Charles 
M.  Neel  who  is 
moving  to  the 
national  sales 
department  of 
Station  WTVT, 
Tampa,  an 
Oklahoma  Pub- 
lishing  Com- 
Sykes  pany  affiliate. 

Mr.  Sykes 
joined  the  Oklahoman  and 
Times  as  advertising  manager 
in  March.  He  was  formerly  di¬ 
rector  of  advertising  of  the 
Atlanta  (Ga.)  Journal  and 
Constitution. 

T.  M.  Clement,  assistant  ad¬ 
vertising  manager  of  the  Okla¬ 
homan  and  Times  since  March, 
1955 — appointed  Mr.  Sykes’  as¬ 
sistant. 

*  *  * 

Motte  Griffith  Jr.,  a  native 
of  Raleigh — resigned  from  the 
Bladen  County  Journal,  Eliza¬ 
bethtown,  to  join  the  staff  of 
the  Raleigh  (N.C.)  Times. 

«  *  * 

Al  Schneiderman  —  from 
Miami  (Fla.)  Herald  to  sports 
staff,  Miami  Beach  (Fla.)  Sun. 

*  *  * 

Thomas  H.  Copeland  Jb., 
formerly  assitant  director  of 
the  Research  Division  at  Uni¬ 
versity  of  Minnesota  School  of 
Journalism  —  to  research  staff 
of  Erwin  Wasey  Ruthrauff  & 
Ryan’s  Los  Angeles  office. 

*  *  * 

Don  Freeman,  reporter  on 
the  Louisville  (Ky.)  Courier- 
Journal  for  10  years  and  on  the 
labor  beat  since  1950 — resigned. 

*  *  * 

Glenn  Elsasser,  who  gradu¬ 
ated  this  Summer  from  Ohio 
State  University  journalism 
school — to  the  United  Press 
staff  at  Louisville,  Ky. 

•  *  * 

Diana  Poteat  Hobby  has  re¬ 
placed  Margaret  Page  as  Book 
Editor  for  the  Houston  (Tex.) 
Post. 

*  *  * 

Kenneth  Harvey — to  pub¬ 
lic  relations  department,  San 
Jose  (Calif.)  Mercury-News, 
succeeding  Jack  Lyle,  recipient 
of  a  Stanford  University  fel¬ 
lowship  for  a  doctorate  in 
newspaper  research. 


EDITOR  &  PUBLISHER  for  September  21,  1957 


mention 


Dick  Scott,  1956  Boston  Uni-  ' 
versity  journalism  grad  and  ^ 
Army  vet — to  sports  staff  of 
Berkthire  Eagle,  Pittsfield,  , 
Mass.,  succeeding  John  M. 
Vander  Voort,  now  associate 
editor  of  Golf  World,  Pinehurst, 
N.C.  Stev'e  Rosenfeld,  Eagle 
county  staffer — resigned  to  at¬ 
tend  two-year  Russian  Insti¬ 
tute  ut  Columbia  University. 

*  «  * 

Wayne  A.  Scott,  formerly 
on  staffs  of  Ellensburg  (Wash.) 
Oady  Record  and  Walla  Walla 
(Wash.)  Union-Bulletin — to  the 
city  staff  of  the  Portland  (Ore¬ 
gon)  Journal  as  a  general  re¬ 
porter. 

*  *  * 

Bob  Thomas — new  financial 
editor  of  the  Portland  Oregon 
Journal,  succeeding  Harry  Fim- 
MEL,  who  resigned  to  accept  a 
post  with  promotion  department 
of  the  West  Coast  Lumbermen’s 
Association. 

«  *  « 

John  Mathews,  June  gradu¬ 
ate  of  Columbia  University, 
joined  city  staff,  Hartford 
(Conn.)  Times. 


Helen  Tucker,  reporter  for 
the  Raleigh  (N.C.)  Times — re¬ 
signed  to  continue  studies  at 
Columbia  University,  New 
York. 

*  *  « 

Louis  M.  Burress — to  the 
photographic  staff  of  the  Green¬ 
ville  (S.C.)  News  after  long 
experience  as  salesman  and 
part-time  commercial  photogra¬ 
pher,  succeeding  Joe  F.  Jordan, 
who  has  gone  into  business  for 
himself. 

«  *  • 

John  R.  Catsis — to  the 
United  Press  in  Denver,  Colo. 

•  *  * 

Carl  A.  Meyer,  former  cir¬ 
culation  manager  of  the  Boston 
(Mass.)  Post — to  George  B. 
Moffett  and  Associates,  circula¬ 
tion  department  supplies,  of 
Mobile,  Ala.  as  sales  represent¬ 
ative. 


Nancy  Singleton,  formerly 
*iiromertime  copygirl — to  the 
Albany  (N.Y.)  Knickerbocker 
^ews  as  reporter.  Harvey  Co- 
— left  the  reportorial  staff 
of  the  Knickerbocker  News  to 
the  newly-created  job  of 
assistant  health  publications 
editor  for  the  New  York  State 
Health  Department. 

editor  ac  PUBLISHER  for 


TOURIST  —  Olga  Curtis.  INS 
women's  editor,  is  writing  on 
living  conditions  in  countries 
around  the  world.  Her  air  tour 
the  next  two  months  will  take 
her  across  Europe,  the  Middle 
East  and  Asia. 

Frank  J.  Catka,  advertising 
manager  for  the  Weatherford 
(Tex.)  Democrat — to  sales  rep¬ 
resentative  for  WFAA,  radio 
service  of  the  Dallas  (Tex.) 
Morning  News. 


James  R.  Caton — to  the 
United  Press  bureau,  Dallas, 
Tex. 

«  *  « 

James  H.  McKinney  Jr. 
appointed  managing  editor  of 
the  Greenville  (S.C.)  Piedmont, 
succeeding  Paul  Barrett,  who 
has  entered  public  relations 
work. 

«  »  « 

William  L.  Davey — elevated 
to  city  editor,  a  position  for¬ 
merly  held  by  Mr.  McKinney 
who  joined  the  Piedmont  as  a 
reporter  in  1950. 

«  «  * 

Al  Remmenga — returned  to 
the  Lincoln  (Neb.)  Journal  as 
assistant  city  editor  from  the 
U.S.  Army. 

«  «  « 

Paul  Means,  reporter  at  the 
Lincoln  (Neb.)  Journal  —  to 
student  at  George  Washington 
University,  Washington,  D.  C. 

•  •  * 

Marianne  Means,  copy  edi¬ 
tor  at  the  Lincoln  (Neb.) 
Journal — to  Washington,  D.  C. 


Tom  Cruse,  formerly  of  the 
Wall  Street  Journal’s  South¬ 
west  edition  to  the  Dallas 
(Tex.)  Morning  News  copy 
desk. 


Hugh  Gale,  formerly  with 
the  Ontario  (Ore.)  Argus-Ob- 
server — to  general  manager  of 
the  Bums  (Ore.)  Times-Herald, 
replacing  Carl  Newcomb,  re¬ 
signed. 


William  Dean — resigned  as 
reporter  for  the  Eugene  (Ore.) 
Register-Guard  to  join  the  staff 
of  Random  Lengths,  market  let¬ 
ter  for  the  lumber  industry. 

«  «  * 

Glessie  Snyder — returned  to 
the  advertising  staff  of  the 
Klamath  Falls  (Ore.)  Herald 
and  News  after  a  year’s  ab¬ 
sence,  replacing  Mary  Mar¬ 
garet  Addison,  who  left  to  en¬ 
ter  Stanford  University. 


David  Apker,  ’55  graduate 
of  the  University  of  Wisconsin 
Journalism  department — to  the 
news  staff  of  the  Appleton 
(Wis.)  Post-Crescent  following 
his  discharge  from  the  army 
this  summer. 

(Continued  on  page  70) 


The  Country  Parson 

This  daily  illustrated  feature  has  all  the  terrific  impact  and  the 
strong  reader  api>eal  in  religion  which  has  been  under  discussion 
among  newspaper  editors.  Currently  published  by  nearly  100  leading 
newspapers  in  the  United  States  and  Canada,  including  the  newest 
subscribers — The  Cleveland  Press  and  The  Indianapolis  Times. 
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Farm  Income  Nearly 
Double  National  Avg. 


A  STAUFFER  PUBLICATION 
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Personal 

(Continued  from  page  fi9) 


Bob  Laroucue,  formerly  edi¬ 
tor  of  the  weekly  Russellville 
(Ky.)  News-Democrat — to  the 
Santa  Fe  (N.M.)  New  Mexican 
as  reporter  photographer. 


Hugh  R.  McE\’ers,  reporter, 
Hartford  (Conn.)  Times,  will 
teach  journalism  and  news¬ 
writing  at  the  University  of 
Hartford  Evening  College. 


Max  a.  Burns,  formerly 
with  the  Atlanta  (Ga.)  Con¬ 
stitution — to  the  staff  of  the 
United  Press  in  Atlanta,  Ga. 


Mrs.  Anita  Whaley,  former¬ 
ly  with  the  Great  Falls  (Mont.) 
Tribune,  Coral  Gables  (Fla.) 
Times  and  writer  for  WFBC- 
TV,  Greenville,  S.C. — succeeds 
Mrs.  Pat  Seets  Watson  who 
resigned  as  woman’s  editor  of 
the  Greenmlle  (S.C.)  Piedmont. 


Oldest  U.S. 
Publisher 
Dies  At  101 


Jayne  Ellison,  former  di¬ 
rector  of  public  relations, 
Miami  Darke,  Shelby  and 
Champaign  County  Mental 
Health  Association,  Piqua,  Ohio 
— to  staff  writer,  Camerica, 
Sunday  magazine,  Dayton 
(Ohio)  Daily  News. 


Mrs.  T.  H.  Keating  —  suc¬ 
ceeds  Mrs.  CoRRiE  Harris  as 
librarian  for  the  Greenville 
(S.C.)  News-Piedmont  Co. 


Ronald  Killie,  formerly 
with  Nesbit,  Thomson  and  Co., 
Inc.,  Canadian  investment  un¬ 
derwriters — to  the  financial  ad¬ 
vertising  staff  of  the  New 
York  World-Telegram  and  Sun. 


Garner  W’.  (Sec)  Taylor, 
sports  editor  of  the  Des  Moines 
(Iowa)  Register — the  Grant- 
land  Rice  Memorial  Award,  a 
bronze  plaque  presented  by  the 
Sportsmanship  Brotherhood. 


John  F.  Tims  Jr.,  president- 
publisher  of  the  New  Orleans 
(La.)  Times  Picayune  and  New 
Orleans  States — the  Weiss  Bro¬ 
therhood  Award,  presented  by 
the  local  Chapter  of  the  Na¬ 
tional  Conference  of  Christians 
and  Jews. 


Youth  Forum 


Program  Cited 


Rex  Ederington — to  the  ad¬ 
vertising  department  of  the 
Harlingen  (Tex.)  Morning  Star 
from  the  Laredo  (Tex.)  Times. 
Mrs.  Guy  Schipper  to  the 
advertising  department  of  the 
Times. 


Morris  Berman,  Pittsburgh 
(Pa.)  Sun-Telegraph  photogra¬ 
pher — the  Bootstrap  Award  of 
the  National  Press  Photogra¬ 
phers  Association  (Region  3) 
for  contributions  to  the  ideals 
of  photojournalism. 


John  Hyman — to  reporter, 
Buffalo  (N.Y.)  Evening  News. 


Audrey  M.  Baker — from  ad- 
vei’tising  department  of  the 
San  Francisco  (Calif.)  Ex¬ 
aminer  to  McKittrick  Directory 
of  Advertisers,  Inc.  as  west 
coast  representative. 


“Capco”  Portable  Ink  Fountain 


Installation 
on  late 
model  Goss 
Headliner 


•  Provides 
COLOR 
efficiently 


Dayton,  Ohio 
The  Youth  Forum  program, 
jointly  sponsored  by  the  Day- 
ton  Daily  News  and  the  Junior 
League  of  Dayton,  Inc.,  is  re¬ 
ceiving  a  silver  plaque  in  the 
Parent’s  Magazine  Youth  Group 
Achievement  Awards. 

The  program  was  started  in 
the  autumn  of  1956.  Its  pur¬ 
pose  was  to  give  the  young 
people  of  the  southwestern  Ohio 
area  a  chance  to  express  their 
ideas  before  their  schools  and 
their  communities. 

To  lead  the  Forum  discussions, 
two  teams  of  young  people  were 
selected,  through  psychological 
testing  and  personal  interviews, 
from  high  schools  of  the  area. 
With  four  members  on  each 
team,  working  on  alternate 
weeks,  the  groups  led  discus¬ 
sions  in  area  high  schools  on 
topics  of  prime  interest  to  boys 
and  girls  of  this  age  level. 

The  News  retained  the  serv¬ 
ices  of  Prof.  John  McGrath  of 
the  University  of  Dayton’s 
speech  department,  who  coached 
the  groups  in  forum  procedures. 


Rockville,  Ind 

Arthur  A.  Hargrave,  believed 
to  have  been  the  oldest  news- 
paper  publisher  in  the  U.  S, 
died  Sept.  13  at  the  age  of 
101. 

Mr.  Hargrave  was  owner  of 
the  weekly  Rockville  Republican 
for  nearly  70  years  and  during 
much  of  that  time  reported 
news  of  this  area  for  the  Chi¬ 
cago  (Ill.)  Tribune. 

He  was  an  active  writer  until 
a  few  weeks  before  his  death. 
From  the  time  he  bought  the 
Republican  in  1888,  not  an  issue 
went  to  press  without  contain¬ 
ing  something  written  by  him. 
He  maintained  this  record  even 
while  on  visits  to  every  state 
in  the  Union  and  to  Alaska. 
Canada  and  Mexico.  He  went 
to  his  office  daily  until  his 
sight  became  impaired  three 
years  ago.  After  that  he  dic¬ 
tated  his  columns  to  a  daugh¬ 
ter. 

As  a  lad  shortly  after  the 
Civil  War,  he  worked  on  the 
Republican  as  a  printer’s  devil 
and  later  financed  his  way 
through  five  years  of  Wabash 
College  by  setting  type.  As  a 
reporter  for  the  Kansas  City 
(Mo.)  Journal,  he  rode  with  a 
posse  looking  for  Jesse  James. 
He  taught  printing  for  three 
years  in  Persia  in  a  Presby¬ 
terian  mission. 


Cullen  Appoints 
New  Manager 


•  Increases 
production— 
affords  press¬ 
room  savings 
up  to  75% 

Weight — Approx.  30  lbs. 

•  Saves  time  of  pressmen— no  costly 
installations 

•  Can  be  used  on  new  or  older  equipment 

•  Easily  operated  and  easily  maintained 


Toronto  Globe  Cuts 


Saturday  to  10c 


Toronto 


Let  us  tell  you  ubout  the 
Muny  Other  Feutures! 


CAPITAL  TOOL  and  Manufacturing  Co. 


5000  CALVERT  ROAD  COLLEGE  PARK,  MARYLAND  UNION  4-7677 


The  Toronto  Globe  and  Mail 
has  cut  the  price  of  its  Satur¬ 
day  week-end  edition  from  15c 
to  10c.  The  price  was  raised 
from  5c  to  15c  last  Spring  when 
the  paper  began  issuing  an  en¬ 
larged  week-end  edition  on  Sat¬ 
urday  mornings.  When  the 
Toronto  Telegram  dropped  its 
Sunday  edition  at  15c  recently 
and  reverted  to  an  enlarged 
Saturday  afternoon  paper  at 
10c,  it  left  the  three  'Toronto 
dailies  each  at  a  different  price. 
The  enlarged  Saturday  after¬ 
noon  Daily  Star,  without  col¬ 
ored  comics  or  magazine  section, 
remains  at  5c. 


Daily  Names  Rep 

Shannon  &  Associates,  Inc- 
Chicagyo,  has  been  appointed  n*' 
tional  advertising  representa¬ 
tives  of  the  WaukeshM  (Wis-) 
Freeman,  effective  Oct.  1. 


I 


Hugh  E.  Bacon  Jr.,  former 
Enquirer  advertising  staffer, 
has  been  promoted  to  manager 
of  the  local  office  of  the  John 
W.  Cullen  Co.,  succeeding  the 
late  Hugh  C.  Robinson  who 
held  that  post  for  10  years. 

For  the  last  two  years,  Mr. 

Bacon  was  assistant  manager. 

John  W.  Cullen  Jr.,  president 
said  the  new  assistant  will  he 
William  H.  Rotert  Jr.,  who  left  ‘Mt 
the  Enquirer  display  adverti^  the 
ing  staff  last  September  to  join 
the  concern,  which  is  national  ^ 
advertising  representative  for 
50  Ohio  daily  newspapers.  now 
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Tenth  Daily 
Purchased  in 
League  Move 

Flagstaff,  Ariz. 
Purchase  of  the  Arizona  Sun 
reflects  a  new  Scripps  League 
policy  of  concentrating  its 
ownerships  i  n 
newspaper  pro¬ 
perties  exclu¬ 
sively,  Editor 
&  PUBUSHER  is 
advised. 

The  Sun  be¬ 
came  the  tenth 
member  of  the 
Scripps  League 
following  ne- 
gotiations  con- 
Hagadone  ducted  here  by 
Burl  C.  Hagadone,  general  pro¬ 
duction  manager  for  the  group’s 
operations  which  are  now  ex¬ 
tended  into  a  fifth  state. 

The  Sun  and  its  affiliated 
Arizona  Weekly  Sun  were 
acquired  from  the  McGiffin 
Newspaper  Publishing  Co.  Platt 
Gine  will  continue  as  publisher 
and  as  one  of  the  owners. 

The  purchase  follows  a  defi¬ 
nite  decision  to  concentrate  on 
newspaper  properties.  League 
officials  said. 

Plan  New  Moves 
The  League  is  now  looking 
for  “a  few  more”  newspaper 
properties.  Disposal  of  the  radio 
stations  means  that  the  organi¬ 
zation  headed  by  Edward  W. 
Scripps  is  in  a  position  to 
enter  additional  markets  in 
‘‘the  near  future.” 

With  the  purchase  of  the 
Arizona  Sun,  Scripps  League 
has  doubled  its  small  daily 
group  since  1950.  Ownership  is 
through  Scripps  Newspapers, 
Inc.  Associated  with  Mr. 
Scripps,  a  grandson  and  name¬ 
sake  of  the  famous  E.  W. 
Scripps,  is  a  brother,  James  G. 
Scripps,  who  is  treasurer  of  the 
corporation. 

At  one  time  Scripp  League 
members  included  secondary 
newspapers  in  Coast  cities.  The 
last  holding  of  this  type  was 
the  old  Tacoma  (Wash.)  Times. 

4  Idaho  Properties 
As  a  result  of  the  shift  into 
small  city  markets  there  are 
now  four  Scripps  League  news¬ 
papers  in  Idaho,  two  in  Utah, 
two  in  Montana  and  one  each  in 
Oregon  and  Arizona. 

Mr.  Hagadone  is  president 
and  publisher  of  the  Coeur 
^Alene  (Idaho)  Press  in  ad- 
ffition  to  serving  the  League  as 
general  production  manager. 


THE  ELOQUENT  LEGIONNAIRES 


When  peace  had  been  proclaimed 
(everybody  was  quite  enthusiastic 
about  peace  for  a  time,  you  may  re- 
eall)  a  lot  of  veterans  decided  that 
they  would  like  to  join  one  or  more 
of  the  veterans’  organizations.  Be¬ 
fore  the  organizers  got  through, 
there  were  157  different  groups 
from  which  to  choose.  Enough  to 
satisfy  the  most  finicky  ex-G.I. 
Most  of  them  elected  to  join  The 
American  Legion. 

Any  good  American  would  en¬ 
dorse  the  principles  for  which  the 
Legion  was  organized,  though  a  few 
people  disagree  with  the  expression 
which  is  given  to  these  purposes. 
Mostly,  we  think,  becau.se  they  are 
misinformed  about  them.  But  one 
of  the  most  important  reasons  for 
any  veteran  to  join  the  Legion  is 
described  in  the  preamble  of  its  con¬ 
stitution:  “to  preserve  the  memo¬ 
ries  and  incidents  of  our  associa¬ 
tions  in  the  great  wars.” 

It  is  an  exciting  thing  to  stand 
by  and  listen  while  the  Legionnaires 
are  “preserving  the  memories  and 
incidents.”  Bullets  fly  so  thick,  as 
the  saying  goes,  you  couldn’t  see 
your  hand  before  your  face.  But  it 
is  not  all  the  embroidery  of  imagi¬ 
nation  and  selective  memory.  For 
many  a  man,  there  were  high  mo¬ 
ments  of  blended  skill  and  courage 
and  fear  which  anyone  would  prize, 
and  which  deserve  to  be  remem¬ 
bered. 

Yet  most  of  the  conversation  in 
the  typical  Post  bull  session 
is  not  devoted  to  the  past.  40 
Men  talk  about  their  families,  « 


their  fishing  and  hunting  trips,  their 
new  cars,  pet  brands  of  liquor,  tools, 
smokes.  They  talk  politics  and  eco¬ 
nomics  and  sports  and,  saints  pre¬ 
serve  us,  they  even  sometimes  talk 
about  the  arts  —  books,  magazines, 
TV,  music  and  movies  and  the 
theater. 

Any  manufacturer  would  gladly 
trade  the  highest  rating  on  TV  or 
readership  record  in  a  newspaper 
ad  for  the  favorable  word-of-mouth 
advertising  that  goes  on  in  the  Le¬ 
gion  Po.st.  If  MaeSmith  is  excited 
about  a  new  car,  or  Bud  Edgar 
doesn’t  think  much  of  his  new  tires, 
the  impact  on  his  fellow-members 
is  deeper  and  more  memorable  than 
any  endorsement  or  condemnation 
that  is  expressed  in  print  or  over 
the  air. 

The  same  thing  holds  for  ideas. 
A  new  school,  teachers’  salaries,  the 
Community  Fund  drive,  the  case 
for  big  business,  the  latest  Supreme 
Court  decision  —  all  are  dissected 
and  analyzed  and  argued,  not  al¬ 
ways  calmly.  More  of  public  opin¬ 
ion  is  molded  in  the  informal  dis¬ 
cussion  of  groups  of  Americans, 
whether  in  Legion  Posts  or  Elks  or 
church  get-togethers,  than  is  ever 
affected  by  formal  forums  to  which 
most  people  either  don’t  go  or  go 
with  their  minds  already  made  up. 

We  would  like  more  people  to 
know  The  American  Legion’s  na¬ 
ture  and  program.  One  of  the  best 
ways  to  get  first  hand  knowledge  is 
to  read  the  Legion’s  magazine. 
We  would  be  happy  to  send 
you  the  latest  issue.  Write  to: 


THE  AMERICAN  LEGION  MAGAZINE 


720  FIBH  AVENUE 


NEW  YORK  19,  NEW  YORK 
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NEWSPAPER  LAW 

Newspaper’s  Presses 
Taxable  As  Real  Estate 

By  Albert  Woodruff  Gray 


An  order  sustaining  the  tax¬ 
ation  of  the  press  machinery  of 
the  Homestead  (Pa.)  Messen¬ 
ger  as  real  estate  was  affirmed 
by  the  Superior  Court  of  Penn¬ 
sylvania  recently  over  the  pro¬ 
test  of  the  taxpayer  that  its 
plant  was  not  an  “industrial 
establishment”  within  the 
meaning  of  the  state’s  tax  stat¬ 
utes.  (132  Atl.2d  768) 

The  tax  law  of  Pennsylvania 
provides  that  real  estate,  for 
the  purposes  of  taxation,  is, 
“Houses,  lands,  lots  of  ground 
and  ground  rents,  mills  and 
manufacturers  of  all  kinds, 
furnaces,  forges,  bloomeries, 
distilleries,  sugar  houses,  malt 
houses,  breweries,  tan  yards, 
fisheries  and  ferries,  wharves 
and  all  other  real  estate  not 
exempt  by  law  from  taxation.” 

A  Fixture 

In  its  application  of  this 
statute  the  Superior  Court  said, 
“There  is  a  rule  in  Pennsyl¬ 
vania  that,  ‘A  chattel  placed  in 
an  industrial  establishment  for 
permanent  use  and  necessary 
for  the  operation  of  the  plant, 
becomes  a  fixture  and  as  such, 
a  part  of  the  real  estate,  al¬ 
though  not  physically  attached 
thereto.’ 

“In  other  words,  if  the 
article,  whether  fast  or  loose, 
be  indispensable  in  carrying  on 
the  specific  business,  it  becomes 
a  part  of  the  realty.  This  prin¬ 
ciple  which  has  come  to  be 
known  as  the  ‘assembled  in¬ 
dustrial  plant  doctrine,’  has  al¬ 
ways  been  used  in  assessing 
mills  and  manufactories  for 
taxation  under  the  above  stat¬ 
ute.” 

Only  a  few  years  ago  a 
similar  controversy  arose  in 
connection  with  the  taxation  of 
a  Pittsburgh  laundry.  There  it 
was  contended  by  the  taxpayer 
that  the  tax  on  laundry  equip¬ 
ment,  which  was  not  imposed 
on  equipment  of  theaters,  cab 
companies,  restaurants,  stores, 
office  buildings,  hotels,  banks 
and  similar  industries,  was  il¬ 
legal  and  discriminatory  under 
the  Federal  Constitution. 

“The  answer  to  that  question 
is  self  evident,”  said  the  court. 
“By  no  stretch  of  the  imagina¬ 
tion  could  a  bank  building,  a 
hotel,  theatre  or  any  other 
business  establishment,  referred 


to  by  the  taxpayer,  be  con¬ 
sidered  an  industrial  plant. 

“It  is  true  that  we  sometimes 
speak  of  ‘the  movie  industry,’ 
‘the  hotel  industry,’  or  ‘the 
banking  .  industry,’  but  that  is 
merely  a  loose  use  of  language 
to  convey  the  idea  that  the 
business  is  a  sizeable  one.  In 
spite  of  that  colloquialism  we 
do  not  speak  of  the  buildings 
housing  such  businesses  as  ‘in¬ 
dustrial  plants.’ 

“The  law  can  do  no  better 
than  to  define  an  industrial 
plant  as  that  type  of  establish¬ 
ment  which  the  ordinary  man 
thinks  of  as  such.” 

In  its  conclusion  that  the 
press  machinery  was  subject  to 
tax  as  real  estate,  the  court 
said. 

Industrial  Plant 

“Is  the  taxpayer’s  newspaper 
plant  an  industrial  plant? 
Judge  Guffy,  speaking  for  the 
court  below,  said  in  his  well 
considered  opinion,  ‘It  would 
seem  that  the  ordinary  man 
would  think  of  a  newspaper  as 
an  industrial  plant,  especially 
if  one  were  to  tell  him  that  a 
laundry  or  a  carpet  cleaning 
company  are  such  for  the  pur¬ 
pose  here  being  considered.’ 

“Assuming  for  the  sake  of 
discussion  only,  that  taxpayer’s 
place  of  business  is  not  a  manu¬ 
facture,  we  must  still  determine 
whether  its  presses  are  part  of 
an  ‘industrial  plant’  and  there¬ 
by  subject  to  taxation  as  real 
estate.  The  question  can  be  re¬ 
solved  by  a  consideration  of  the 
nature  of  the  business  and  of 
the  buildings,  machinery  and 
equipment  used  therein. 

“Considering  the  nature  of 
the  newspaper  industry,  the 
compilation,  printing  and  dis¬ 
tribution  of  news  and  the  ope¬ 
ration  of  the  necessary  ma¬ 
chinery  and  equipment,  extend¬ 
ing  from  the  modest  presses  of 
a  village  weekly  to  the  me¬ 
chanical  giants  of  the  metro¬ 
politan  daily,  we  come  inescap¬ 
ably  to  the  conclusion  that  the 
structure  in  which  the  newspa¬ 
per  is  printed  is  an  ‘industrial 
plant’  within  the  ordinary 
meaning  as  well  as  legal  con¬ 
templation  of  the  term.  The 
presses,  linotypes  and  other 
equipment  necessarily  used 
therein  are  therefore  real  es¬ 
tate  and  taxable  as  such.” 


Newton  Will  Give 
Bill  of  Particulars 

Washington 

The  case  against  Federal 
news  suppression  will  be  docu¬ 
mented  in  a  report  to  the  White 
House  by  V.  M.  Newton  Jr., 
managing  editor  of  the  Tampa 
(Fla.)  Tribune  and  free  press 
chairman  for  Sigma  Delta  Chi. 

Mr.  Newton  made  this  an¬ 
nouncement  after  conferring 
with  Gerald  Morgan,  special 
counsel  to  President  Eisen¬ 
hower.  He  urged  cancellation 
of  the  President’s  Executive 
Order  of  1953,  issued  “to  safe¬ 
guard  official  information.”  The 
editor  said  he  has  collected  data 
on  59  instances  of  information 
roadblocks  which,  he  said,  con¬ 
stitute  political  censorship. 

Based  on  his  conversations 
with  Mr.  Morgan,  Editor  New¬ 
ton  said  he  will  prepare  a  more 
comprehensive,  formal  state¬ 
ment,  detailing  instances  in 
which  newsmen  say  they  were 
denied  access  to  news  or  per¬ 
mission  to  use  it. 

• 

Western  Newsprint 
Study  Results  Told 

Vancouver,  B.  C. 

An  expanded  newsprint  sup¬ 
ply  over  the  next  few  years 
will  be  followed  by  1960-61  de¬ 
mands  which  will  reduce  sharp¬ 
ly  the  margin  between  demand 
and  supply  for  the  Far  West, 
a  survey  by  Powell  River  Sales 
Company  indicates. 

The  region’s  over-supply  of 
an  anticipated  115,507  tons 
next  year  is  expected  to  narrow 
to  12,068  tons  in  1961.  Esti¬ 
mates  of  regional  oversupply 
for  other  years:  1957,  28,060 
tons;  1959,  100,225;  1960,  33,- 
533  tons. 

Eighty  per  cent  of  the  known 
newsprint  users  in  Western 
Canada  and  11  western  states 
responded  to  questionnaires  pro¬ 
viding  the  forecast. 

• 

Pix  for  Pape  One 

Bloomington,  Ill. 

Charles  J.  Driver,  managing 
editor  of  the  Bloomington  Pan- 
tagraph,  has  shelved  the  “no 
picture”  rule  for  Page  1. 

Mr.  Driver  said  it  was  not 
“an  easy  decision”  because  of 
the  paper’s  tradition  of  using 
its  front  page  as  a  digest  of 
important  news. 

He  said  the  departure  from 
tradition  is  part  of  a  “new 
look”  program  designed  to  make 
the  Pantagraph  easier  to  read. 


Book  Review 
Secrecy  Held 
‘Laughable’ 

Washington 

Defense  Department  refusal 
to  grant  the  Moss  Committee 
access  to  files  on  clearance  of  a 
Civil  War  book  review  has  been 
called  by  the  committee  chair¬ 
man  “laughable  if  it  were  not 
part  of  such  a  serious  problem." 

“Does  this  mean,”  Rep.  John 
E.  Moss  Jr.,  asked  in  a  letter 
to  Murray  Snyder,  assistant 
Secretary  of  defense,  “that  the 
Defense  Department  will  not 
give  Congress  the  full  facts 
about  its  action  in  controversial 
areas — even  controversy  which 
has  become  history?” 

Mr.  Snyder  answered  that  the 
book  review  had  been  cleared. 
The  book  is  a  revised  edition  of 
the  memoirs  of  General  Richard 
Taylor,  a  Confederate  Army 
officer  who  wrote  the  original 
in  1879.  The  review,  written 
by  Maj.  Gen.  Ulysses  S.  Grant 
III,  was  sent  to  the  Pentagon 
for  pre-publication  scanning,  by 
the  editor  of  Armor  Magazine, 
who  explained  that  the  volume 
“is  critical  of  the  Reconstruc¬ 
tion  Period,  which  in  return  is 
critical  of  our  Government” 

Denial  of  access  to  the  files 
was  explained  by  Secretary 
Snyder  in  a  letter  to  Chairman 
Moss,  as  follows: 

“The  files  of  the  Office  of 
Security  Review  generally 
contain  information  respecting 
communications  between  mem¬ 
bers  of  the  Department  of  Dt 
fense,  and,  in  many  cases,  bfr 
tween  such  members  and  rep¬ 
resentatives  of  other  agencies 
of  the  Executive  Branch,  which 
are  merely  advisory  or  pre¬ 
liminary  in  nature. 

As  you  know,  since  President 
Washington’s  time,  general  ac¬ 
cess  by  Congressional  Commit¬ 
tees  to  such  material  has  been 
denied  under  the  principle  that 
such  access  was  incompatible 
with  the  public  interest  and  the 
proper  preservation  of  the  sep¬ 
aration  of  powers  among  the 
three  great  branches  of  the 
Government.  Accordingly,  Sec¬ 
retary  Wilson  has  asked  me  to 
advise  you  that  the  request  for 
access  to  these  files  is  respect¬ 
fully  denied.” 

Representative  Moss  called 
application  of  the  doctrine  of 
separation  of  powers  to  this 
situation  “laughable,”  and  an¬ 
nounced  Defense  Department 
witnesses  will  be  summoned  to 
a  series  of  hearings. 
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Serving  65%  of  the  more  than  250,000  families  in 
Metropolitan  Oakland  (Alameda  County) 
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^TQ-p  ri  Robert  C.  Ring,  52,  for  25 

X  LC/JJvJl  Ld  years  Newark,  N.  J.,  corres- 
-w  T»  •  pondent  for  the  New  York 

I  ^Q-nr»OT»  Times  and  formerly  for  11 

vJdllC/d  V  years  city  editor  of  the  New- 

„  _  „  ark  Sunday  Call,  Sept.  6.  He 

Kansas  City,  Mo.  the  husband  of  Maggie 

Miss  Margaret  Hamilton,  50,  Bartel,  New  York  Daily  News 
Kansas  City  Star  reporter  since  reporter  in  New  Jersey. 

1935,  died  Sept.  10  in  a  hos-  ♦  *  * 

pital  in  Jefferson,  Iowa  where  ^racy  Mathe^'SON,  81,  dean 

she  was  being  treated  for  can-  q£  Southern  press  photoera- 


Txro.,  T  Miss  Zela  Tucker,  society 

this  nature  was  to  Los  Angeles  Fort  Smith  (Ark.) 

in  May.  Southwest  American  and  Times 

It  was  traditional  that  she  Record  until  her  retirement 

write  a  feature  interview  with  several  years  ago.  Sept.  4. 
each  new  first  lady  of  Kansas.  ♦  ♦  * 

Her  principal  task  was  as 

education  editor.  She  spent  William  B.  Maroney,  79, 

hours  at  the  Board  of  Educa-  city  editor,  Amsterdam  (N.Y.) 
tion  and  in  the  schools.  Recorder  and  a  stoffer  for  W 

tt  lx  ^  -x  years  when  he  retired  in  1953, 

Miss  Hamilton  was  a  favorite  g  g 

reporter  of  the  former  Marga-  ‘  ’  ♦  *  * 

ret  Truman,  and  did  many 

stories  about  her,  including  John  L.  Page,  40,  sports 

coverage  of  her  wedding  to  editor,  Amsterdam  (N.Y.)  Re- 
Clifton  Daniel,  New  York  border  since  1941  and  a  staffer 

since  1939,  Sept.  5. 

She  was  dedicated  to  the  job  ♦  •  • 

of  reporting  accurately  and  Jojjjf  p.  Ruddy,  78,  retired 
writing  well,  displaying  a  per-  advertising  salesman,  Troy 
ceptive  talent  for  capturing  the  (N.Y.)  Newspapers,  in  La- 
exact  conversation  in  an  inter-  tham,  N.  Y.,  Sept.  3. 
view.  *  *  * 

•  Howard  J.  Blanchfield,  60, 

x-,  .1  1  n  •  T»i  former  artist  for  the  Albany 

irllllcl  Pension  Plan  (N.  Y.)  Knickerbocker  Press, 

Approved  by  Officers  Crr.W&'fT  l"heni': 

Officers  of  the  guild  units  on  tady,  N.  Y.,  Sept.  5. 

New  York  City’s  seven  major  ♦  *  * 

dailies  have  approved  a  Pension  .  ,,,  „  _ _ .  oc 

Plan  that  v^uld  provide  $65  a  gta^^  ed^tor^/^/laca“  (N.’  Y  ) 
month  on  retirement  at  or  after  j^u^nal  for  30  years  and  a 
age  65  and  after  20  years’  serv-  newspaperman  for  more  than 
ice  on  participating  newspapers.  60  years,  Sept.  2. 

The  plan  must  be  ratified  by  , 

the  membership  of  each  unit 

tefore  it  can  become  effective.  Newsprint  Loss 
Management  and  Guild  will  be  * 

equally  represented  on  the  Louisville,  Ky. 

board  of  trustees.  About  1,000  tons  of  news- 

The  Guild  Pension  is  to  be  print  were  ruined  in  a  fire  Sept 
over  and  above  Social  Security  13  at  a  warehouse  of  the 
and  exclusive  also  of  alternate  Courier-Journal  and  Louisviu* 
benefits  (such  as  severance  pay  Times.  The  stock  included 
on  retirement)  now  due,  on  five  per  to  be  used  by  Standard 
newspapers,  upon  resignation  Gravure  Corporation  in  print- 
after  age  65  or  25  years’  service,  ing  Sunday  supplements. 
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When  you  buy  type  metals,  look  first  for  the  “Castomatic”* 
trademark.  Castomatic  type  metals,  cast  automatically  under 
pressure  in  sealed  machines,  are  free  of  dross-producing 
oxides,  help  you  keep  dross  losses  to  an  absolute  minimum. 


With  Castomatic  metal,  and  maintenance  of  the  proper 
lead-tin-antimony  balance  with  Federated  Mor-Tin*,  you  will 
generate  the  absolute  minimum  of  dross.  Replace  your 
dross,  pound  for  pound  at  modest  cost,  with  Mor-Tin  and 
maintain  both  quantity  and  quality  of  your  service  metal. 


Send  for  the  interesting  booklet,  “How  to  Save  Money 
on  Type  Metals”  . . .  and  if  a  Federated  Service  Man  can  be 
of  help  to  you  in  solving  any  type  metal  problems,  just  get 
in  touch  with  your  nearest  Federated  office,  or  write  or  call: 


Division  of 


AMERICAN  SMELTING  AND  REFINING  COMPANY 

120  Broadway,  New  York  S,  N.Y. 


In  Canada:  Federated  Metals  Canada,  Ltd.,  Toronto  and  Montreal 


HALS  TOM^RieOW 'TODAY 


Editorial  color  of  tomorrow  is  here  today 
with  NEA's  NEWS-IN-COLOR  program.  More  and 
more  newspapers  are  unfurling  color  on  their 
pages  because  of  this  enterprising  color  service. 
NEWS-IN-COLOR  provides  matted  color  pictures, 
drowings,  maps  and  pictorial  features  on  important 
news  events,  personalities,  sports  and  fashions. 
NEWS-IN-COLOR  features  are  flexible,  giving  editors 
choice  of  full  color  or  black  end  one  color. 
NEWS-IN-COLOR  is  a  regular  part  of  the  valuable 
NEA  Full  Service  franchise. 


Recent  NEWS-IN-COLOR  covered  the  following: 

QUEEN  ELIZABETH  •  BACK-TO-SCHOOL  FASHION  •  FALL  FASHION 
BASEBALL  ALL-STARS  •  EISENHOWER  •  CHURCHILL  •  TED  WILLIAMS 
POPE  PIUS  XII  •  HOOVER  •  ZHUKOV  •  KHRUSHCHEV 
MAP  OF  EUROPE  •  LABOR  DAY 


NEA  SERVICE.  INC. 

1^00  west  third  street,  Cleveland  IS,  ohio 
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Why  Standard  Oil  of  Indiana 
Will  Expand  Color  Schedule 


Cites  Major  Considerations 
Before  Color  Can  Be  Used 

By  esley  1.  Nunn 

Advertising  Manager,  Standard  Oil  t  o.  (Ind.) 

Standard  Oil  Company  (Indiana)  is  one  of  the  pioneers 
in  eolor  advertising  in  its  15-state  Midwest  and  Rock^' 
Mountain  marketing  area.  There  is  no  question  in  our 
minds  about  color  being  here  to  stay  or  that  it  is  a  neces¬ 
sary  part  of  our  newspaper  advertising  campaigns. 

The  e.xpanded  availability  of  ROP  color  the  past  few 

years  and  the  tremendous  -  - - 

strides  in  technical  improve-  Our  first  considerations,  and 
ment  by  the  newspapers  have  ones  which  still  hold  today, 
been  important  factors  in  our  were  the  assurance  that  we  had 
appraisals  of  its  merit  and  po-  a  product  name  and  package 
tential.  that  lent  themselves  to  color. 

That  is  why  this  year  for  the  a  distinctive  trademark  symbol 
first  time  our  color  linage  wdll  that  could  be  associated  force- 
pass  the  million  mark.  We  are  fully  by  color,  and  the  fact  we 
scheduling  almost  1%  million  could  use  color  in  our  major 
ROP.  But  there  still  are  major  market  areas, 
considerations  to  be  weighed  Initially  there  were  two  other 
before  a  color  campaign  is  considerations  that  have  lessen- 
launched  if  the  advertiser  ed  somewhat  .in  importance  in 
wants  his  advertising  dollar  recent  years  because  of  ad- 


spent  judiciously. 


vances  in  merchandising  tech- 


We  had  to  face  up  to  these  niques  and  expansion  of  other 
facts  this  Spring  when  we  uiass  media  outlets, 
launched  tw'o  new  gasolines  in  Our  color  ads  were  highly 
our  “Big  Change”  campaign.  merchandiseable  to  salesmen 
Not  every  campaign  will  lend  station  dealers,  bolstering 

itself  to  color.  We  feel,  for  in-  their  enthusiasm  for  the  prod- 
stance,  that  the  use  of  black  Reproduction  of  the  color 

conservativeness  and  dignity  ut  Standard  service  stations 
results  from  the  use  of  black  added  to  the  advertising  di.s- 
and  white  in  our  institutional  play  of  the  dealer’s  products, 
advertising.  But  almost  every  The  ads  also  dramatized  the 
product  will  respond  to  color  uiessage  of  the  salesman  who 
treatment,  or  at  least  the  pro-  could  use  them  forcefully  in 


duct  package. 

When  Standard  Oil  first  used 
color  more  than  a  quarter  of  a 


making  a  sale. 

Layout  Important 
The  second  advantage  was 


century  ago  in  newspaper  sup-  the  availability  of  color  in 
plements,  it  wasn’t  the  actual  areas  of  our  marketing  terri- 
product  itself — gasoline — that  tory  where  it  was  impractical 
was  the  focal  point  of  the  ad-  in  other  mass  media  outlets. 


vertisement.  It  was  the  color¬ 
ful  red  pumps. 


We  also  learned  that  color 
will  not  upgrade  and  make  dy- 


What  we  gained  by  color  in  namic  a  poorly  conceived  lay- 
those  first  four-color  process  out.  A  layout  for  color  must 
ads  was  impact  and  greater  be  as  good  as,  if  not  better 
readership  that  capitalized  on  than,  that  for  a  black  and  white 
color  association  of  trade  name  advertisement.  This  still  holds 
and  the  pump  “package.”  In  true. 

those  early  years,  the  novelty  In  1949  we  ran  our  first  ROP 
alone  of  color  assured  the  ad-  color  ads,  red  and  black,  and 
vertisement  of  high  readership,  in  1950  our  first  four-color 
For  these  reasons,  and  the  process  ROP  ad  appeared, 
fact  that  color  was  available  It  was  then,  and  still  is 
in  our  major  market  areas,  it  costly.  The  use  of  color  by  an 
was  practical  from  a  technical  advertiser  means  that  much  less 
as  well  as  a  budget  standpoint  space  can  be  purchased  from  a 
to  utilize  color,  although  it  was  given  budget.  But  the  use  of 
costly.  just  one  additional  color  in¬ 


creases  readership  of  our  ads 
enough  to  warrant  the  added 
cost,  as  shown  by  studies 
through  the  years.  We  know 
that  it  increases  the  impact  of 
the  message,  that  the  message 
penetrates  deeper,  and  it  is  re¬ 
membered  longer  by  the  con¬ 
sumer.  These  continuing 
studies,  along  with  the  techni¬ 
cal  improvements  in  ROP  pro¬ 
duction,  have  confirmed  our 
original  favorable  opinion. 

Reasonably-Priced  Color 

It  adds  up  to  this:  Reason¬ 
ably  priced  color  offers  a  bonus 
in  papers  where  there  is  con¬ 
siderable  competition  to  at¬ 
tract  the  readers’  attention. 

That  phrase,  “reasonably 
priced,”  is  important.  No  one 
will  argue  against  a  premium 
rate  for  color.  But  there  is 
a  wide  range  in  the  premium 
charged  by  different  newspa¬ 
pers  that  often  is  out  of  pro¬ 
portion  to  the  circulation  and 
the  quality  of  work  produced 
by  a  given  newspaper.  This  is 
one  of  the  considerations  that 
must  be  weighed  in  a  general 
color  campaign. 

Why  we  are  denied  less  than 
a  full  page  on  ROP  color  in  a 
few  papers  when  the  majority 
are  without  this  restriction  is 
mystifying  to  us  and  can  be  a 
handicap.  It  forces  us  to  black 
and  white  ads  at  less  than  a 
page  because  of  budget  limita¬ 
tions  at  times  when  we  would 
prefer  color.  This  factor  in  a 
color  campaign  must  he  bal¬ 
anced  against  budget  and  the 
public  being  reached. 

Technical  progress  has  been 
general  and  very  heartening 
through  the  years  with  much 
of  it  attributable  to  research 
and  study  by  the  Milwaukee 
(Wis.)  Journal,  Chicago  (III.) 
Tribune,  the  ANPA  committees, 
and  industry  suppliers.  But 
dirty  presses,  off  colors,  and 
bad  register  still  are  obstacles. 
Again,  the  use  of  ROP  color 
and  its  increasing  availability 
indicate  it  has  come  of  age, 

>  but  still  lacks  some  of  the 
1  maturity  that  comes  with  long 
■  experience. 

Our  advertising  department 

>  and  the  agency  handling  our 
i  products  advertising,  D’Arcy 
i  Advertising  Company,  work 
i  closely  with  papers  where  we 
E  place  our  ROP  color  ads  to 
-  preclude  these  technical  de- 


Wesley  I.  Nunn 

ficiencies  as  much  as  possible. 
This  has  proved  to  be  of  mu¬ 
tual  benefit.  In  the  process, 
we  also  have  learned  that  prep¬ 
aration  of  color  ads  takes  much 
more  care  and  consideration  on 
the  part  of  the  advertiser  ami 
the  agency. 

Our  success  w’ith  ROP  color 
and  its  development  can  be  told 
in  figures.  In  1955,  for  in¬ 
stance,  our  color  linage  was 
870,337  lines;  this  year  we  are 
scheduling  almost  1  million 
lines.  Two  years  ago  we  used 
74  papers  in  our  15-state  mar¬ 
keting  area  and  this  year  we 
are  using  118  papers.  Our  four- 
color  ads  have  jumped  from 
one  page  in  11  papers  in  1955 
to  seven  pages  in  48  papers 
this  year. 

Much  of  the  increase  this 
year  stems  from  the  introduc¬ 
tion  of  our  two  new  gasolines 
Gold  Crown  super-premium  and 
Red  Crown  King  Size  regular. 
These  gasolines  were  intro¬ 
duced  in  our  “Big  Change” 
campaign  in  all  media  with 
two  and  four-color  newspaper 
ads  carrying  a  major  portion 
of  the  advertising.  The  first 
announcement  advertisement 
appeared  in  color  in  118  news¬ 
papers,  with  11,739,553  cir¬ 
culation,  which  accounted  for  a 
total  of  195,000  lines  of  ROP 
color. 

Time-tested  techniques  and 
results  had  convinced  us  that 
ROP  color  was  the  best  way 
to  reach  quickly  the  greatest 
mass  of  motorists  with  great 
impact  and  lasting  effect. 

We  had  new,  colorful  prod¬ 
ucts  to  illustrate  in  our  layouts, 
ROP  facilities  were  in  greater 
number  in  our  vital  marketing 
areas,  and  we  had  a  campaign 
that  warranted  a  larger  budget 

Added  to  this  was  the 
greater  concern  of  the  news¬ 
papers  in  which  we  scheduled 
our  insertions  for  doing  the 
best  reproduction  job  they 
could. 

The  results  were  almost 
everything  we  had  hoped  for. 
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In  one  way,  you  and  your  ta^i  dollars  are 


alike:  you  both  go  farther  on  smoother 


riding  Asphalt  highways, 


You  — because  you  get  a  smoother,  quieter. 


almost  glare-free  ride. 


Your  tax  dollars 


because  economical 


Asphalt  pavement  often  gives  you  one  mile 


FREE  in  every  ten.*  See  why.  Write  for  new 


booklet 


From  the  Ground  Up. 


xplcs  o/  iavinns  from  10% 


THE  ASPHALT  lASTITlTE 
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ROP  Discount  Plan  Revealed 
Involving  73  Newspapers 


Discounts  Up  to  30% 
For  40  4-Color  Pages 

By  Philip  N.  Schuyler 


matter  under  eonsideration. 
Only  two  declined  to  make  any 
discount  at  all. 

Those  working  with  Mr.  Eg- 
gers  on  what  has  liecome  a 
most  comprehensive  presenta- 

.\rthur  Porter,  vicepresident  and  media  J.  Wal-  wm^f  Fouron!'‘The 

ter  Thompson  Company,  New  York,  discussed  tins  week  Branham  Company;  .1.  A. 
details  of  a  special  ROP  color  discount  plant  worketl  out  Crouse,  The  John  Budd  Com- 
for  agency  clients  with  the  help  of  O’Mara  and  Ormsbee  pany;  Wilbur  L.  Arthur,  Chi- 
and  other  newspaper  representatives.  Netv»:  Leon- 

Mr.  Porter,  scheduled  to  make  a  major  addres^at  the  vv^odward;  James  Gediman, 
second  9°"'  Mr.  Porter’  declared  himself  Rearst  Advertising  Service; 

ference  7‘lTews  satisfied  with  results  obtained  Vincent  J.  Kelley,  Jann  &  Kel- 

the  plan,  l^ste^^in  “^e  of  ROP  color  so  far  |:^y:  Rw'Kht  1.  Dollison,  Kansas 

papers,  as  decidedly  a  step  in  ^  Thompson  clients,  Cit,/  (Mo.)  Star-Tunes;  A. 

the  right  direction.  aescrtlieil  the  nroffered  dis-  Ooris,  The  Katz  Agency,  Inc.; 

cou„f;T.„^  “efinTe  tep  W.l,e,.  C,  „c»,  Kelly .  Smith 
were  contacted,  of  which  16  ol-  Tn  •  P  P  My-Fu.iHon  r:<.r>v<ro 

fered  discounts  for  a  52-week,  . 

Used  properly,  I  am  con- 


full-page,  four-color  schedule.  .  ,  „ 

These  discounts  ranged  from  that  a  dollar  spent  in 

ROP  color  can  deliver  - 


'%  to  30%. 

40  Color  Pages 


paign  was  worked  out  based  on 
66  newspapers  in  50  major  mar¬ 
kets  of  a  quarter  of  a  million 


Co.;  F.  P.  McFadden,  George 
A.  McDevitt  Co.;  Herbert  Mo¬ 
loney,  Jr.,  Moloney,  Regan  & 
Schmitt;  Arthur  B.  Layton, 
Philadelphia  (Pa.)  Bulletin; 
Robert  T.  bevlin,  Philadelphia 
Inquirer;  Robert  S.  McLean, 
Reynolds-Fitzgerald,  Inc.;  Peter 


can  deliver  more 
readers  than  a  dollar  spent  in 
black  and  white  daily  news- 

„  ,  „  j  „  paper  advertising,”  Mr.  Porter 

Eventually  a  proposed  cam- 

results,  an  ad-  Benziger,  Ridder-Johns,  Inc.; 
vertiser  should  make  aggres-  Lain  Perguson,  Sawyer,  Fer- 
sive,  wholehearted,  dominant  guson.  Walker  Co.;  Herbert  R. 
or  more  city  zone  population.  whatever  medium  is  se-  Meeker,  Scolaro,  Meeker  & 

Forty  pages  in  full  color  could  n,essage  to  Scott;  L.  S.  Fidler,  Scripps- 

^  the  public.  I  don’t  believe  ap-  Howard  Newspapers;  Ralph 

propriation  should  be  split  into  Reggies,  Shannon  &  Associates; 


of  66  dailies  at  $153,000  an  in¬ 
sertion,  or  total  cost  of  $6,120,- 
000  at  regular  rates.  The  dis- 


Howard  Story,  Story,  Brooks  & 


too  many  different  media. 

eicoAu  “Quantity  discounts  should  be  I’mleXi  Inc.;  Jack  Kent,  Ward- 
counts  g^nted  came  to  $16,.300  for  quantity  use.  Griffith  Co.,  Inc.;  and  Malcolm 

^  ’  Ui  t  Radio  can  average  as  high  as  G.  Smith,  West-Holliday  Co., 
the  40  pages,  bringing  the  net  discounts  for  high  fre- 

cost  down  to  $5,468,000.  aiscounts  lor  nign  11  e 

The  50  cities  included  in  this 
“ROP  Color  Spectacular”  for 
40  insertions  represent  a  popu-  *"  full  color  are  represented, 

lation  of  over  43,000,000  in  city  a  supplement,  has  dis-  including  one  from  the  Mil- 

zones  only.  Families  (also  in  high  as  30 /o,  and  M-owkee  (Wis.)  Journal  which 

•  i - — ,„\ - 1 —  ii  onr.  Look  magazine  has  volume  dis-  carries  on  its  front  page  a  four- 


Sput  News  Culur 
Examples  of  spot  news  cover- 


city  zones  only)  number  14,300,- 


000.  The  newspaper  circulation  “P  ^  ^ 


totals  18,600,000,  of  which 
11,400,000  is  in  the  city  zone 
areas 


color  picture  of  a  fire  that 
broke  out  at  5:15  a.m.  the 
morning  of  publication. 

Other  newspapers  throughout 


Discounts  in  Order 
“We  are  highly  interested  in 
the  fact  that  so  many  news- 
The  11,400,000  city  zone  cir-  papers  agree  that  quantity  dis-  country  contributed  tear 

culation  represents  coverage  of  counts  are  in  order  for  ROP  sheets  showing  how  the  Presi- 
eight  out  of  every  10  homes  in  color  advertising  and  know  our  dential  campaign  last  year  was 
the  50  city  zone  areas,  plus  an  clients  hope  that  the  same  kind  covered  with  editorial  four-color 
additional  7,200,000  circulation  of  thinking  will  be  applied  to  P><‘tures. 

outside  of  the  immediate  city  black  and  white  space  in  the  To  demonstrate  the  uniformi- 

zone  boundaries.  near  future.”  ty  of  four-color  reproduction 

All  discounts  granted  are  The  request  Mr.  Porter  origi-  oan  be  secured  from  proper 

“corporate”,  it  was  pointed  out,  nally  made  to  Mr.  Eggers  of  printing  material,  tear  sheets 
and  thus  open  for  use  on  a  O’Mara  and  Ormsbee  was  to  from  48  different  newspapers 
number  of  different  products,  find  out  how  many  newspapers  ^^''e  displayed,  showing  a  full 
and  would  be  available  to  all  offering  ROP  color  advertising  page  advertisement  for  Pills- 
advertisers.  in  key  marketing  areas  would  bury  Angel  Food  Cake  Mix,  and 

Exclusively  for  Editor  &  grant  discounts  for  aggressive  other  examples  of 

Publisher,  Mr.  Porter  asked  scheduling  of  ROP  color.  There  four-color  reproduction  are 
John  W.  Eggers,  vicepresident  were  87  papers  in  this  category  shown  from  73  different  news- 
and  sales  manager  of  O’Mara  at  the  time  the  study  was  papers, 
and  Ormsbee,  to  make  public  .started.  Of  the  87,  73  offered  Advantages 

details  of  the  plan.  a  discount.  Twelve  took  the  Some  of  the  important  ad- 


H  0  n  O  R  &.  PUBLISH 


John  W.  Eggers 

vantages  of  ROP  color  in  news¬ 
papers  covered  in  this  presen¬ 
tation  are:  1)  “The  Big  News¬ 
paper-size  Page” — bigger  than 
a  double  spread  in  a  magazine 
the  size  of  Life;  2)  Impact— 
The  “shock  value”  and  added 
contrast  of  color  in  a  basically 
black  and  white  medium;  3)  In¬ 
creased  readership  of  color  over 
black  and  white;  4)  Intensive 
family  coverage;  and  5)  The 
psychological  value  of  ROP 
color  in  newspapers. 

The  presentation  continues: 
“With  ROP  color  available  in 
all  but  five  cities  of  half  mil¬ 
lion  population  and  over,  and 
with  301  daily  newspapers  now 
offering  four-color  advertising, 
newspapers  are  now  the  new 
national  medium  for  color. 

‘A  Giant  Step’ 

“This  is  a  giant  step — for  the 
newspaper  industry,  which  basi¬ 
cally  had  been  on  a  flat  rate 
sti-ucture,  and  for  an  adver¬ 
tiser  to  run  the  campaign  out¬ 
lined  which  represents  the 
fullest  use  of  newspapers  .  .  • 
in  major  markets  .  .  .  with 
dominant  space  .  .  .  full  color 
.  .  .  and  with  consistency  . 
ever  conceived. 

“Some  aggressive  national  ad¬ 
vertiser  will  pioneer  this  new 
color  medium  in  an  important, 
dominant,  dynamic  way.” 
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When  it’s  a  question  of  results,  the  answer  is  always 


Note  in  it»  24th  comecutive  year  of  total  advertining  leadership 
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ROP  Adds  “Excitement” 
To  New  Product  Debut 


When  John  J.  Flanagan,  vice- 
president  and  associate  media 
director,  McCann-Erickson,  Inc., 
wishes  “excitement  and  impact” 
in  introducing  a  new  product 
for  a  client  he  recommends  ROP 
color. 

That’s  exactly  what  was 
wanted  by  Lehn  &  Fink  Prod¬ 
ucts  Corp.,  one  of  the  clients 
whose  account  is  in  the  group 
directed  by  Mr.  Flanagan.  L&F 
has  two  new  products  abiut  to 
be  introduced  market-by-market. 

2  Color  Ads  Daily 

Starting  about  Sept.  23, 
“Slightly  Pink”,  a  new  hand  lo¬ 
tion,  will  make  its  debut  in  six 
markets.  To  excite  both  local 
dealers  and  shoppers  a  series  of 
two-color  daily  newspaper  ad¬ 
vertisements  are  on  the  intro¬ 
ductory  schedule.  Ink  as  close  to 
the  “slightly  pink”  color  as  pos¬ 
sible  has  been  specified. 

Similarly,  and  on  a  some¬ 
what  larger  scale  than  for  the 
hand  lotion,  new  Pine-Scented 
Lysol  will  open  a  market-by¬ 
market  introduction  in  Novem¬ 
ber.  Twelve  newspapers  on  the 
Pacific  Coast  are  on  the  origi¬ 
nal  schedule,  with  the  total 
opening  list  brought  up  to  20 
by  addition  of  other  test  mar¬ 
kets. 

In  addition  to  having  the 
newspapers  reproduce  the  pine 
gi’cen  color  that  is  on  the  bottle 
label  and  the  pine  cone  back¬ 
ground  of  the  copy  designed  by 
the  agency’s  creative  depart¬ 
ment,  some  of  the  papers  will 
use  a  special  ink  with  a  pine 
scent.  Mr.  Flanagan  would  have 
liked  all  papers  to  use  this 
scented  ink,  but  he  received 
some  polite  refusals. 

“We  are  convinced  that  ROP 
color  provides  an  efficient  way 
to  tell  your  story  locally”,  Mr. 
Flanagan  said.  “Furthermore, 
color  helps  in  advance  sales  and 
merchandising  work  both  with 
company  salesmen  and  dealers 
in  the  areas  involved.  The  in¬ 
creased  remembrance  value  of 
ROP  also  makes  it  a  successful 
media  for  advertising.” 

Move  Followed  Survey 

Emanuel  Goren,  advertising 
and  merchandising  manager  of 
L&F,  worked  with  the  agency 
in  planning  the  two  campaigns. 
In  the  case  of  adding  the  pine 
scent  to  Lysol  which  has  a 
background  of  many  years  of 
consumer  acceptance,  the  move 
followed  an  elaborate  survey 
made  by  Stewart-Dougall  on 


public  attitudes  toward  the 
product.  It  was  found  that  one 
deterrant  to  increased  sales  was 
the  medicinal  odor.  Thus,  while 
regular  Lysol,  still  widely  liked 
and  accepted,  will  continue  to 
be  sold,  it  is  expected  additional 
sales  volume  can  be  achieved  by 
making  pine  a  new  odor  avail¬ 
able,  if  desired. 

Mr.  Flanagan  has  recom¬ 
mended  ROP  for  some  time  to 
other  advertisers.  Especially 
notable  among  them  are  Esso 
Standard  Oil  Company  and  the 
Corn  Products  Refining  Com¬ 
pany. 

Esso  used  as  many  as  200 
papers  when  Golden  Esso  gaso¬ 
line  was  introduced.  ROP  color 
is  also  employed  to  promote  Flit 
which  is  advertised  during 
spring  and  early  summer  each 
year. 

Robert  M.  Grey,  advertising 
manager  of  Esso  Standard  Oil, 
pointed  out  his  firm  was  one 
of  the  pioneer  users  of  ROP 
color.  He  said  there  have  been 
many  other  color  campaigns  in 
newspapers  more  extensive  than 
that  undertaken  to  introduce 
Golden  Esso,  since  a  number  of 
newspapers  could  not  reproduce 
the  golden  color  desired. 

‘Very  Wise  Investment’ 

“When  color  costs  are  in 
line  and  the  type  of  adver¬ 
tising  lends  itself  to  the  use  of 
it  in  daily  newspaper  advertis¬ 
ing,  ROP  can  be  a  very  wise 
investment”,  Mr.  Gray  said.  By 
“type  of  advertising”,  he  ex¬ 
plained  that  “large  space  was 
desirable,  with  lay-outs  that 
were  not  too  complex.” 

Mr.  Flanagan  said  that  in 
the  case  of  most  advertisers 
the  expense  of  ROP  was  its 
limiting  factor.  He  cited  the 
case  of  the  introduction  of 
NuSoft,  a  rinse,  by  Corn  Prod¬ 
ucts  Refining  Company  as  set¬ 
ting  a  pattern  that  is  often 
followed  by  other  advertisers. 
NuSoft  was  promoted  with 
four-color  copy  in  Milwaukee 
and  two-color  in  other  cities  as 
it  was  introduced  market-by- 
market.  As  soon  as  national 
distribution  was  obtained,  how¬ 
ever,  promotion  was  switched 
to  da>d:ime  TV  and  magazines. 

“There  just  wasn’t  money 
enough  available  to  continue 
ROP  in  the  local  newspapers”, 
Mr.  Flanagan  explained.  “But 
in  such  cases,  advertisers  often 
return  to  daily  newspapers  to 
bolster  sales  in  given  markets 
that  fall  behind.” 


Secrecy  Provision 
Fought  by  Press 

Bakersfield,  Calif. 

The  Bakersfield  Californian, 
of  which  Walter  Kane  is  pub¬ 
lisher,  has  taken  a  strong  edi¬ 
torial  stand  against  secrecy 
provisions  included  in  an  or¬ 
dinance  passed  by  the  City 
Council  to  outlaw  race  discrim¬ 
ination  and  establish  a  commis¬ 
sion  for  enforcing  fair  employ¬ 
ment. 

The  ordinance  provides  that 
the  seven-member  commission 
to  be  named  by  the  mayor  shall 
conduct  its  investigations  and 
hearings  without  publicity.  In¬ 
cidentally,  the  1957  California 
Legislature  enacted  no  less 
than  66  laws  ordering  that 
meetings  of  as  many  boards 
and  commissions  be  thrown 
open  to  the  public. 

The  Bakersfield  Californian 
declared  in  an  editorial  en¬ 
titled  “We  Oppose  Secrecy  in 
Government”:  “We  hope  that 
public  spirited  citizens  will  in¬ 
voke  the  remedy  of  the  referen¬ 
dum  and  bring  this  matter  to 
the  attention  of  the  public,  not 
to  deny  fair  employment  but  to 
deny  secrecy  and  rule  by  regu¬ 
lation.” 


Galen  Rarick  Takes 
Position  As  Teacher 

Abilene,  Tex. 

Galen  R.  Rarick,  former  pub¬ 
lisher  of  the  Booneville  (Miss.) 
Independent,  has  been  appointed 
assistant  professor  of  journal¬ 
ism  and  public  relations  by  Dr. 
Evan  A.  ReifF,  president  of 
Hardin-Simmons  University. 

Mr.  Rarick  holds  a  bachelor 
of  arts  degree  from  the  Uni¬ 
versity  of  Denver  and  a  master 
of  arts  degree  from  Leland 
Stanford  University.  He  was 
formerly  news  editor  of  the 
Ely  (Nev.)  Times,  sports  edi¬ 
tor  of  the  Twin  Falls  (Idaho) 
Times-News,  advertising  man¬ 
ager  of  the  Winkler  County 
(Tex.)  News,  and  sales  pro¬ 
motion  manager  and  feature 
writer  for  Congressional  Quar¬ 
terly,  Washington,  D.  C. 

• 

Iowa  Press  Elects 

Des  Moines,  la. 

Iowa  Daily  Press  Association 
elected  Howard  B.  Wilson,  of 
the  Carroll  Times  Herald,  as 
president  during  its  annual  con¬ 
vention  last  weekend.  He  suc¬ 
ceeds  Clarence  W.  Moody,  who 
retired  last  week  as  editor  and 
publisher  of  the  Burlington 
Hawk-Eye  Gazette. 


Metzdorf  Cartoon 
Wins  DAV  Prize 

Cincinnati 

Lyle  E.  Metzdorf,  editorial 
cartoonist  of  the  Independence 
(Mo.)  Examiner,  has  been 
judged  first  place  winner  in  the 
11th  annual  editorial  cartoon 
competition  of  the  Disabled 
American  Veterans. 

Second  prize  went  to  John 
Fischetti  of  NEA  Service,  Inc., 
and  third  to  John  Wilson  Jr. 
(Jaxon)  of  the  Durham  (N.C.) 
Sun. 

Cartoons  on  the  subject  of  the 
disabled  veteran,  published  be¬ 
tween  April  20  and  July  20, 
were  eligible  for  the  awards. 

Mr.  Metzdorf  will  receive 
$250,  Mr.  Fischetti  will  receive 
$150  and  Mr.  Wilson  $100. 


Executive  Board  Open 

Harrisburg,  Pa. 

Gov.  George  M.  Leader  has 
opened  meetings  of  the  State 
Executive  Board,  policy  oper¬ 
ating  unit  of  his  Administra¬ 
tion,  to  the  press  in  keeping 
with  the  “right-to-know”  legis¬ 
lation  which  became  law  in 
Pennsylvania  Sept.  1.  The  Gov¬ 
ernor  said  the  open  meeting 
law  does  not  include  the  Ex¬ 
ecutive  Board  but  its  meetings 
would  henceforth  be  open  dur¬ 
ing  his  administration. 


Big  College  Paper 

Iowa  City,  la- 
A  nine-section,  72-page  Uni¬ 
versity  Edition  of  the  Daily 
Iowan,  student-edited  daily  at 
the  State  University  of  Iowa, 
has  been  sent  to  prospective 
freshmen  and  new  students  in 
addition  to  the  regular  run. 
Mel  Adams,  graduate  advertis¬ 
ing  manager,  said  that  more 
than  7,000  inches  of  advertising 
had  been  solicited.  Arthur  M- 
Sanderson,  journalism  instruc¬ 
tor,  is  news  adviser  to  the 
Daily  Iowan. 


EDITOR  &  PUBLISHER  for  September  21,  1957 


80 


Media  Chief 
Says  ROP 
Needs  Push 

Peter  G.  Levathes,  vicepresi¬ 
dent  and  media  director,  Young 
&  Rubicam,  Inc.,  urged  news- 
pai)ers  this  week  to  give  ROP 
the  “push  and  research”  he  be¬ 
lieves  it  needs. 

“To  ask  any  media  man  if  he 
believes  in  color  is  like  asking 
him  if  he  is  against  sin,”  Mr. 
Levathes  said.  “Newspapers 
should  conduct  thorough  objec¬ 
tive  research  to  prove  ROP’s 
superiority  to  give  it  the  ne¬ 
cessary  push. 

Lack  Ammunition 

“Advertising  agencies  need 
results  of  research  to  sell  cli¬ 
ents  on  the  use  of  color  to  give 
increased  visibility  to  daily 
newspaper  advertising.  As  yet 
we  do  not  feel  we  have  enough 
ammunition  on  hand  to  demon¬ 
strate  how  much  better  ROP  is 
than  black  and  white. 

“We  sincerely  appreciate  all 
such  efforts  as  this  special  edi¬ 
tion  of  Editor  &  Publisher. 
They  should  be  carried  further, 
because  right  now  newspaper 
ROP  color  has  not  been  made 


to  seem  exciting  enough  to  sell 
itself  to  advertisers.” 

Two  of  the  major  ROP  ac¬ 
counts  among  Y&R  clients  are 
Four  Roses  and  Life  magazine. 
Many  other  users  have  been  on 
an  experimental  basis  under 
this  agency’s  direction. 

Color  has  been  found  effective 
to  feature  holiday  packages  of 
Four  Roses,  Mr.  Levathes  said. 
The  red  logotype  of  Life  in 
color  adds  to  the  visibility  of 
that  magazine’s  circulation  pro¬ 
motion  copy  in  newspapers. 

“Color  in  magazines  has  long 
been  the  medium  par  excellence 
for  food  advertising,”  Mr.  Le¬ 
vathes  said,  “and  as  ROP  in 
newspapers  continues  to  devel¬ 
op  we  expect  it  will  be  a  great 
help  in  that  same  important 
category,” 

Y&R  Quality  Control 

Mr.  Levathes  said  that  the 
Y&R  quality  control  unit  keeps 
constant  track  of  ROP  color 
reproduction  results.  Steady 
improvement  is  noted.  Two-col¬ 
or  reproduction  is  very  good  at 
present,  he  said,  while  four- 
color  continues  spotty. 

Mr.  Levathes  said  that  “rates 
and  space  sizes  should  be 
standardized  for  the  conveni¬ 
ence  of  all  interested  in  dealing 
with  newspaper  color.” 


Improvement 
Plan  Begun 
At  Allied  Meet 

Alderbrook,  Wash. 

New'spaper  improvement 
steps  were  studied  and  launched 
at  the  fall  meeting  of  the  Allied 
Daily  Newspapers  of  Washing¬ 
ton. 

Impact  for  moves  stressing 
better  quality  papers  came 
from  Lew'  Selvidge,  secretary- 
manager,  W’ho  keynoted  the 
opening  meeting  with  an  ex¬ 
amination  of  today’s  problems 
of  the  press. 

First  improvement  should  be 
in  the  quality  of  the  product, 
Mr.  Selvidge  stressed.  He  urged 
moves  to  regain  newspaper 
leadership  in  community  and 
in  public  opinion.  The  associa¬ 
tion  voted  to  print  and  publish 
his  report  as  a  guide  for  all 
members. 

The  critique  pointed  out  that 
commercial  rather  than  seiwice 
aspects  of  newspapers  are  be¬ 
ing  stressed  in  the  courts.  Mr. 
Selvidge’s  study  included  a  list¬ 
ing  of  Supreme  Court  rulings 
which  emphasize  this  tendency. 

Initial  steps  in  the  formula¬ 


tion  of  specific  policies  were 
scrutinized  in  a  discussion  con¬ 
ducted  by  J.  M.  McClelland  Jr. 
publisher,  Longview  Daily 
News. 

Sidney  Z.  Copeland  of  Cole 
&  Weber  Advertising  Agency, 
urged  publishers  develop  their 
public  relations  techniques.  To¬ 
ward  this  goal,  he  suggested 
studies  to  set  up  a  specific  and 
basic  program  for  newspaper 
use.  He  also  recommended  the 
appointment  of  a  public  rela¬ 
tions  commission.  Specific  action 
can  be  expected  at  a  later 
Allied  meeting,  it  was  learned. 

Allied  adopted  a  recruitment 
counselling  plan  and  a  medical- 
press  relations  guide.  Harold 
Osborne,  medical  editor,  Seattle 
Times,  headed  the  committee 
which  developed  the  program. 
Howard  Cleavinger,  managing 
editor,  Spokane  Chronicle,  con¬ 
ducted  the  negotiations  with  the 
doctors. 

Under  the  recruitment  plan, 
Mr.  Selvidge  will  prepare  a 
pamphlet  for  mass  di.stribution 
to  the  state’s  high  schools  be¬ 
fore  Jan.  1.  He  also  will  hold 
counselling  sessions  with  Wash¬ 
ington  State  College  and  U.  of 
Washington  students. 

Allied  also  named  an  execu¬ 
tive  committee  to  develop  a 
group  insurance  program  which 
will  be  made  available. 


TUCSON 

NEWSPAPERS  INC 


ARE  THE  ONLY  NEWSPAPERS 


ARIZONA 


OFFERING  COMPLETE  R.O  P. 


Newspapers  of  over  10,000  circulation 
Represented  nationally  by  Cresmer  &  Woodward,  Inc. 


Morning  &  Sunday 

3r«cson  Bails  (Eitizcn 

Evening 

TWO  INDEPENDENT  NEWSPAPERS 
PRODUCED  IN  THE  SAME  PLANT 

1956  TOTAL  COLOR 
INSERTIONS:  399 
TO  DATE  IN  1957: 
42%  GAIN! 
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I  Ford  Gets  Money’s  Worth 
Out  of  Color  Expenditure 


Detroit  studies  on  color’s  effects,”  he 

In  the  automotive  industry,  said,  “and  bolster  them  with 
the  Ford  Motor  Co.  is  the  un-  our  own  research.  The  color 
disputed  leader  in  the  use  of  research  analysis — as  published 
ROP  color.  The  reason  is  very  by  the  Milwaukee  Journal  and 
simple — Ford  advertising  ex-  others — seems  to  give  a  reason- 
ecutives  believe  they  get  their  ably  accurate  picture  of  results 
money’s  worth  out  of  the  extra  achieved  in  the  use  of  ROP 
expenditure.  color.” 

Editor  &  Publisher  inter¬ 
viewed  John  R.  Bowers,  Ford 
Division  car  advertising  man¬ 
ager,  and  Dr.  George  H. 

Brown,  manager  of  marketing  qjj  April  1, 

research  for  the  division. 

High  Interest 

They  indicated  that  Ford  is 
still  maintaining  a  very  high 
interest  in  the  use  of  ROP 
color.  Media  records  for  1956 
showed  3,467,186  lines  devoted 
to  ROP  color  promoting  the 
new  cars  last  year.  Another 
1,142,774  lines  of  ROP  color 
were  used  in  advertising  for 
Ford  trucks.  The  1957  ad 
schedule  has  again  made  heavy 
use  of  color  copy  which  will 
give  Ford  ROP  leadership  in 
its  field. 

Asked  why  Ford  gave  so 
much  greater  attention  to  the 
use  of  color  in  newspaper  ad¬ 
vertising  in  comparison  to  the 
comparatively  meager  use  of 
ROP  by  its  rivals,  Mr.  Bowers 
said: 

“We  do  not  believe  in  doing 
things  just  because  other 
people  do  them  or  don’t  do 
them.  Our  advertising  programs 
are  based  on  a  hard  dollars- 
and-cents  evaluation  of  what 
we  get  back  on  the  basis  of 
money  spent. 

Extra  Returns 

“ROP  color  advertising  costs 
us  more,  but  on  the  basis  of 
our  measuring  standards,  we 
find  we  get  an  extra  return  in 
propoition  to  the  extra  money 
expended. 

“We  do  not  believe  in  using 
color  just  because  it  proves  to 
have  more  impact  than  black 
and  white.  We  use  color  ads 
because  they  do  a  good  job  in 
presenting  the  fact  that  Ford 
deals  in  colorful  products. 

Every  attempt  is  made  in  the 
ads  to  get  the  color  into  the 
pioduct.” 

Secret  Standards 


On  this  matter,  statistics  better  inks 
from  a  Milwaukee  Journal  ..^e  believe  that  the  use  of 
ROP  study  of  a  Ford  half-page  jjop  color  will  increase  greatly 
appearing  in  a  split-run  ^be  method  itself  is  im- 
1957,  were  pj-oved.” 
cited.  The  test  showed:  ^ 

That  33%  more  people  dis¬ 
cussed,  clipped  or  saved  the  ad. 

That  the  color  gave  a  40%  GltV  S  llCpOrt 
advantage  among  those  who, 

after  seeing  it,  decided  they  Is  Distributed 

wanted  to  see  the  product. 

That  the  color  ad  produced  Los  Angeles 

19%  more  people  who  said  the  The  Los  Angeles  Times  and 
ad  itself  perfonned  a  service,  the  Los  Angeles  Examiner  dis- 
That  33%  more  people  said  tributed  as  a  special  supple- 
the  ad  gave  them  information,  ment  of  the  newspapers  a  16- 
When  asked  if  they  had  page  color  rotogravure  tabloid 
seen  similar  advertising  for  containing  the  annual  report  of 
the  product,  a  30%  larger  all  departments  of  the  city 
audience  was  measured.  government. 

An  advantage  of  10%  was  The  municipal  report,  exten- 
measured  when  respondents  sively  illustrated,  reached 
were  asked  whether  they  would  around  800,000  through  the  two 
like  to  see  more  similar  ads.  newspapers  and  100,000  addi- 
^  ,  tional  copies  were  printed  for 

Greater  Impact  distribution. 

The  Milwaukee  Journal  study  The  report  was  prepared  by 
showed  a  greater  over-all  im-  the  office  of  Mayor  Norris 
pact  among  women  for  the  Pulson,  with  the  gratis  assist- 
Ford  color  ad.  The  same  figure  ance  of  Erwin,  Wassey  &  Co., 


^Hotels  & 
Resorts 


Los  Angeles 
metropolitan 


newspaper 
advertising 
in  The  Times 


(Media  Records, 
1  St  six  months 
of  1957.) 


In  Los  Angeles,  the  booming 
hotel  and  resort  business 
looks  to  The  Times  to  keep 
accommodations  lists  full. 
This  newspaper  regularly 
publishes  about  half  of  all 
their  local  advertising  linage. 


LOS  ANGELES 


TIMES 


Represented  by  Cresmer&WoodwariLDetroit, 
New  York,  Chicago,  Atlanta,  San  Francisco 
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’57  Snowflake  SemHor  sample  rearsheets 

Kit  Includes 


ROP  Color 

United  States  Steel’s  1957 
“Operation  Snowflake”  news¬ 
paper  service  kit  provides  tools 
for  putting  ROP  color  to  work 
on  behalf  of  the  annual  pro¬ 
motion. 

Color  Mats 

Color  mats  for  a  “White 
Christmas”  special  section 
cover  and  for  tie-in  advertis¬ 
ing  are  offered  free  this  year, 
as  well  as  black  and  white 
mats. 

Proofs  of  the  kit  are  being 
sent  to  all  Metro  Newspaper 
Seivice  subscribers  enclosed 
with  October  shipments.  Post¬ 
age  paid  business  reply  cards, 
designed  to  make  it  more  con¬ 
venient  for  advertising  man¬ 
agers  to  request  free  mats  of 
all  illustrations,  are  attached 
this  year. 

“Operation  Snowflake”  is  the 
U.  S.  Steel-sponsored  promo¬ 
tion  that  is  credited  with  hav¬ 
ing  given  the  major  home  ap¬ 
pliance  industry  a  new  success¬ 
ful  selling  season  by  helping 
manufacturers  and  retailers 
alike  to  exploit  the,  theme 
“Make  it  a  White  Christmas, 
Give  Her  a  Major  Appliance.” 

21.8%  Increase 
Cooperation  of  newspapers 
in  helping  local  advertisers  tie- 
in  with  the  campaign  earned  I 
them  some  seven  million  lines 
of  extra  business  last  season, 
or  21.8%  more  than  the  pre¬ 
vious  year. 

The  new  *57  kit,  produced 
for  newspapers  on  behalf  of 
U.  S.  Steel,  by  Metro,  under 
supervision  of  BBDO,  Steel’s 
agency  and  with  the  coopera¬ 
tion  of  the  Bureau  of  Adver¬ 
tising,  ANPA,  has  been  plan¬ 
ned  to  help  newspapers  top  last 
year’s  record  linage. 

Steel’s  Schedule 
Though  newspapers  may  pub¬ 
lish  any  special  section  they 
plan  with  the  aid  of  the  kit, 
for  any  date  they  may  desire, 
U-  S.  Steel  has  scheduled  its 
own  advertising  to  appear  in 
some  657  newspapers  in  mid- 
November,  at  the  direction  of 
the  newspaper. 

Schedule  calls  for  newspa¬ 
pers  that  published  “White 
Christmas”  section  last  year,  to 
i^eive  a  1000-line  ad.  Others 
on  the  list  are  scheduled  for 
a  600-line  ad. 


WITH 


PONTIAC 


Up  to  four  colors — standard  or  matched 
inks — it's  an  old  story  around  our  shop  for 
we  have  been  producing  four  color  ROP 
for  over  21  years.  Add  color  to  a  quality 
edited  newspaper  and  you'll  have  a  sure¬ 
fire  method  of  reaching  high  sales  peaks. 
Net  paid  58,193  and  74  out  of  a  100 
Pontiac  Press  homes  take  no  other  daily 
newspaper! 


FOODS,  AUTOS,  TRUCKS, 
SOAPS,  APPLIANCES  AND 
BEVERAGES. 

Many  of  the  biggest  names  in  these 
classifications  have  successfully  sold 
with  color  in  the  Pontiac  Press. 

The  Pontiac  Press 

PONTIAC,  MICHIGAN 

Scolaro,  Meeker  &  Scott 
Chicago-New  York-Detroit-Philadelphia 

Doyle  and  Hawley 

San  Francisco  and  Los  Angeles 

•  Soercf.  SRDS  est.  of  ronsumfr  markets 


/  PONTIAC 

/ 

/  FIRST 

/  among  top  ten 
/  cities  in  Mich. 


SALES 

per  household* 

\  $7541 
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Challenge 

{Continued  from  page  9) 

of  each  advertisement  for  reg¬ 
ister,  shading,  ink  flow,  hard 
versus  soft  outlines  and  finally 
how  w'ell  did  the  paper  repro¬ 
duce  the  effect  the  advertiser 
was  trying  to  achieve. 

It  should  be  mentioned  here 
that  copies  of  papers  sent  to 
ACB  are  often  first-run  copies, 
printed  before  final  adjustments 
in  ink  flow  and  register  have 
been  made.  This  was  taken  into 
account  and  a  degree  of  leni¬ 
ency  was  allowed  in  the  grad¬ 
ing. 

Quality  of  Materials 

The  tear  sheets  received  from 
.\CB  were  sorted  and  graded 
by  the  judges  and  each  paper 
studied  was  given  a  numerical 
grade  based  on  its  ability,  ac¬ 
cording  to  judgment,  to  prop¬ 
erly  reproduce  the  copy  from 
ivhat  was  assumed  to  be  good 
material.  This  last  point  must 
be  stressed  because  the  quality 
of  printing  produced  can  be  no 
better  than  the  quality  of  ma¬ 
terial  (mats,  plates,  etc.)  sup¬ 
plied. 

It  was  felt,  however,  that  by 
checking  a  paper’s  performance 
on  a  number  of  campaigns  over 


a  period  of  months  that  the 
factor  of  material  quality  would 
be  washed  out. 

Each  tear  sheet  studied  was 
given  a  number  ranging  from 
0  to  4  depending  on  its  quality; 
4  -  very  good;  3  -  average  com- 
merical  reproduction;  2  -  bor¬ 
derline;  1  -  below  average,  and 
0  -  unacceptable. 

These  numbers  were  then 
averaged  over  the  number  of 
tear  sheets  received  for  each 
paper  and  the  average  was  the 
grade  for  the  paper. 

Final  Grades 

The  scale  of  five  used  in  the 
original  grading  is  convenient 
for  judging  the  relatively  finer 
points  of  difference  in  color  re¬ 
production  but  is  rather  clumsy 
to  apply  when  trying  to  decide 
whether  or  not  a  newspaper  can 
be  expected  to  produce  either 
consistently  good,  consistently 
bad  or  consistently  average 
color  work.  For  this  reason, 
the  scale  of  five  was  reduced 
to  a  scale  of  three.  This  re¬ 
sulted  in  the  following  final 
grades;  The  “A”  paper  can  be 
expected  to  produce  consistently 
good  color  work;  The  “B”  paper 
is  somewhat  inconsistent  in  its 
quality  of  color  reproduction 
and  this  should  be  taken  into 
account  when  placing  ads;  The 
“C”  paper  has  produced  con¬ 


IcLst  year’s  retail 
sales  figures  are 


Only  in  the  EDITOR  &  PUB¬ 
LISHER  MARKET  GUIDE  can 
you  get  current/  accurate 
estimates  on  retail  sales, 
population  and  individual 
incomes  for  1957  .  .  . 


ACCURATE?  1956  estimates  as  published  in  the 
1967  Market  Guide  were  within  .0012%  of  the 
Commerce  Department’s  figures,  as  released 
in  the  “Survey  of  Current  Business.”  Retail 
sales  estimates  missed  by  only  .0042%. 

CURRENT?  E&P  MARKET  GUIDE  data  is 
available  from  12  to  18  months  ahead  of  any 
other  publication.  No  other  service  gives  you 
figures  for  the  current  year. 

If  you  use  reliable,  current  data  on  population, 

retail  sales  and  individual  incomes  to  plan  ad¬ 
vertising  and  sales — you  should  be  using  the 

E&P  Market  Guide 

M75  Broadway  •  Now  York  36,  N.  Y. 

1957  Marktt  GuMo  now  avallabl»^$6  p»r  copy. 

1958  Market  Guido  fo  bo  publlthod  Nevombor,  1957. 

•oforvo  your  copy  now. 


sistently  bad  color  work. 

In  effect  this  meant  that  a 
paper  with  a  grade  of  “A” 
could  be  trusted  to  print  the 
ad  well  if  good  material  was 
provided.  Papers  in  the  “B” 
group  could  generally  be  ex¬ 
pected  to  deliver  satisfactory 
four-color  reproduction  if  the 
agency  takes  special  care  in 
preparing  material  and  in 
writing  copy  instructions.  A 
special  effort  must  be  made 
when  placing  copy  to  make 
sure  that  the  “B”  publisher  is 
aware  of  the  problem  and  that 
he  is  expected  to  make  a  special 
effort  to  produce  good  color. 
A  “C”  paper  should  not  be 
listed  on  a  color  release  with¬ 
out  the  full  realization  that  the 
results  will  probably  be  un¬ 
satisfactory. 

Improvements  Being  Made 

We  know  that  improvements 
are  being  made  all  the  time. 
Some  of  the  “B”  papers  are 
moving  into  the  “A”  group; 
“C”  papers  into  the  “B”  group. 

Since  this  initial  survey,  we 
have  continued  to  study  ROP 
color  reproduction  on  both  our 
campaigns  and  those  of  other 
advertisers  as  time  and  media 
research  budgets  would  allow. 
We  have  used  the  same  ranking 
scale  and  the  same  judging 
methods. 

Certainly,  there  has  been 
favorable  progress  on  several 
fronts.  We  can  see  more  con¬ 
sistent  reproduction  on  the  part 
of  some  of  those  who  formerly 
produced  erratic  results.  Some 
who  were  consistently  under 
par  seem  to  be  breaking  the 
quality  barrier  more  often. 

We’re  encouraged  by  the  in¬ 
creasing  number  of  papers 
offering  ROP  color  although 
the  bandwagon  is  still  to  pick 
up  as  much  momentum  as  we 
would  like  to  see  in  this  area. 

Vertical  Color 

We  would  like  to  see  many 
more  papers  accept  the  vertical 
color  one-half  page  on  comic 
pages.  We  feel  this  is  a  very 
desirable  space  unit  and  doubt 
that  enough  publishers  and  me¬ 
chanical  superintendents  have 
really  given  it  the  considera¬ 
tion  it  deserves. 

Progress  has  been  made  in 
the  area  of  establishing  ROP 
color  standards  in  art  and  en¬ 
graving  materials,  in  the 
standardization  of  rate  cards 
and  in  the  standardization  of 
inks.  All  of  these  things  were 
given  new  impetus  by  the  ex¬ 
cellent  ROP  color  conference 
held  in  Chicago  last  year  and 
which  is  being  repeated  this 
week. 

Yes,  it’s  true,  ROP  color  is 


better  than  ever  and  the  in¬ 
dustry  has  made  progress  this 
year. 

But,  the  frontier  is  still  wide 
open  and  ROP  color  newspa¬ 
pers  have  not  really  come  of 
age  as  a  national  advertising 
medium. 

With  the  challenge  of  color 
television  in  the  not-too-distant 
future,  and  the  resurgence  of 
radio  as  a  major  advertising 
medium,  now  is  no  time  for  the 
fourth  estate,  the  oldest  adver¬ 
tising  medium,  to  rest  on  its 
laurels  or  sit  on  its  hands. 

I  would  urge  the  publishers 
who  have  taken  the  lead  in 
developing  ROP  color  in  their 
markets — and  many  are  coaxing 
magazine-type  reproduction  out 
of  newsprint — to  sharpen  up 
their  industry  needles  and  help 
we  agency  people  and  the 
ANPA  do  a  job  on  the  re¬ 
calcitrant  papers  who  form 
the  ball  and  chain  that’s  hold¬ 
ing  back  the  development  of 
ROP  color  from  the  place  it 
deserves  in  the  national  adver¬ 
tiser’s  planning. 


Export  Data  Reports» 
Will  Be  Resumed 

After  more  than  15  years  of 
silence  imposed  by  government 
regulations,  the  Journal  of 
Commerce  will  resume  publica¬ 
tion  of  export  data  with  two 
new  business  services,  the  Ex¬ 
port  Daily  and  the  Weekly 
Export  Bulletin,  Publisher  Eric 
Ridder  said  this  week. 

Announcement  that  the  Trea¬ 
sury  Department  would  suspend 
wartime  restrictions  on  this 
business  information  was  first 
made  by  Rep.  J.  E.  Moss  (D- 
Calif.)  who,  as  chairman  on 
the  House  Government  Inform¬ 
ation  subcommittee,  had  aided 
the  Journal’s  efforts  to  unlock 
this  data. 

For  more  than  a  century 
prior  to  World  War  II,  infor¬ 
mation  on  outbound  lists  of 
shipments  had  been  available 
to  the  public  and  published  by 
the  Journal  of  Commerce  ex¬ 
cept  for  periods  of  wartime. 


UP  Bureau  Chief 

Pittsburgh,  Pa- 
The  appointment  of  Norman 
L.  Braun  as  manager  of  the 
United  Press  Pittsburgh  bureau 
was  announced  by  Gerald  J- 
Rock,  UP  Eastern  Division 
manager.  Mr.  Braun  succeeds 
John  M.  Roach,  who  resigned 
to  join  McGraw-Hill  Publi-shing 
Co.,  New  York,  as  an  associate 
editor  of  Purchasing  Week. 
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ANPA  to  Start 
Color  Ink  Tests 

Testing  Run  of  Paper  color 
inks  to  determine  whether  they 
meet  certain  specifications  of 
strength,  hue  and  viscosity  will 
start  Sept.  16  for  members  of 
the  American  Newspaper  Pub¬ 
lishers  Association. 

Operated  by  the  ANPA  Me¬ 
chanical  Department,  the  new 
seivice  was  approved  by  ANP.4 
directors  after  reports  showed 
some  inks  furnished  daily  news¬ 
papers  were  not  measuring  up 
to  specifications  defined  by  a 
joint  committee  of  ANPA  and 
the  American  Association  of 
.Advertising  Agencies. 

Preliminary  tests  showed  ink 
“errors”  from  5  to  50%,  with 
only  two  out  of  10  sets  of  ink 
received  from  newspaper  plants 
being  acceptable  in  strength 
and  viscosity. 

Annual  consumption  of  ROP 
color  inks  by  daily  newspapers 
is  estimated  to  exceed  $2,000,- 
000. 


Top  Quality 

{Continued  from  page  17) 


senses  of  touch,  taste  and  smell, 
as  well  as  sight. 

Depth  interviews  with  400 
adults  representing  a  cross  sec¬ 
tion  of  Tribune  readers  in  the 
Chicago  metropolitan  area 
showed  color  ads  enabled 
readers  to  visualize  products 
more  readily,  and  a  good  ad 
made  it  an  easy  task  for  the 
reader’s  mind  to  jump  from 
visualizing  the  product  to  im-  I 
agining  himself  using  the  prod-  | 
uct.  Readers  said  color  ads 
made  it  possible  for  them  to  j 
“.  .  .  .  really  see  the  object  in 
front  of  you.  .  .  .  make  food 
more  appetizing.  .  .  .  almost  see 
the  article,  like  it’s  natural, 
right  in  front  of  your  eyes,  al¬ 
most  touchable.  .  .  .  almost  like 
seeing  the  real  thing.  .  .  .  make 
you  want  to  have  the  product 
•  •  .  .  make  you  want  to  eat 
it  if  it’s  food” 

Hard  Work 

To  satisfy  reader  and  adver-  [ 
tiser  demand  for  full  color  re-  I 
production  in  newspapers.  Pm  i 
sure  we’ll  continue  to  find  that  | 
the  most  essential  requirements  i 
will  be  large  doses  of  hard  I 
work,  employees  with  patience 
snd  ingenuity,  teamwork  be¬ 
tween  the  departments  involved, 
and  constant  determination  to 
produce  a  better  and  better 
product. 


Loss  of  Job  Claimed 
In  Suit  for  Libel 

San  Diego,  Calif. 

A  Superior  Court  suit  asking 
$114,400  damage  fi-om  the 
Union-Tribune  Publishing  Co. 
has  been  filed  by  Anibal  Galle¬ 
gos,  an  assistant  state  attorney 
in  Tijuana. 

The  complaint  alleges  that 
Mr.  Gallegos  was  misquoted  in 
stories  regarding  the  murder  of 
a  print  shop  owner. 

The  plaintiff  seeks  $14,400 
for  loss  of  compensation  he 
claims  to  have  suffered  because 
he  was  not  named  a  magis¬ 
trate,  and  an  additional  $100,- 
000  for  personal  damages.  He 
claimed  that  because  of  the 
stories,  he  was  transferred  from 
Mexicali. 


Civics  Primer 
Daily  Feature 

New  Orleans,  La. 

What  makes  good  govern¬ 
ment? 

The  answer  is  simple. 

The  good  citizen  who  knows 
his  rights  and  obligations — the 
informed  citizen  makes  good 
government. 

Newspapers  keep  him  in¬ 
formed  from  day  to  day  every 
day  about  his  government,  but 
there  was  still  something  lack¬ 
ing,  George  W.  Healy  Jr.,  edi¬ 
tor  of  the  New  Orleans  Times- 
Picayune,  felt. 

And  that  lack  was  in  the 
average  citizen’s  ground  knowl¬ 
edge  of  government.  So  Mr. 


Healy  has  established  the  “Good 
Government  Primer”  on  Page 
One. 

“Who  is  your  state  senator 
and  who  is  your  state  repre¬ 
sentative?”  The  question  was 
asked  in  a  2-col.  box  on  Page 
One.  “If  you  don’t  know  it  is 
high  time  you  were  finding  out 
— and  getting  in  touch  with 
them.  See  Page  8.” 

The  material  inside  gives  the 
answers, in  the  same  spelled-out 
form. 

Mr.  Healy  said  the  Primer 
will  continue  for  “at  least  20 
weeks”  and  likely  longer. 

• 

Price  Raised  7c 

The  Westerly  Sun,  afternoon 
daily,  has  increased  its  price 
per  copy  from  5c  to  7c. 


THE  QUAD-CITY  MARKET 

The  Quad-City  market,  composed  of  262,200 
people,  ranks  84th  in  Population,  80th  in  Food 
Sales,  72nd  in  Drug  Sales,  74th  in  Automotive 
Sales,  and  78th  in  Total  Retail  Sales.  More  than 
half  of  the  people  live  on  the  Illinois  side  of 
the  Quad-Cities  in  Rock  Island,  Moline,  and  East 
Moline,  covered  by  the  Argus  and  the  Dispcrtch — 
the  Quad-Cities  largest  combined  daily  circulation. 


'  -  --v . 


FULL  ROP  COLOR 

available  daily  In  the 

ROCK  ISLAND  ARGUS 


and  the 


MOLINE  DISPATCH 

Two  [veniHg  Newspapers,  Independently  Owned,  That 
Cover  3  of  the  4  Quad-Cities  without  Dupikation 
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Recognition  Seen 
Productivity  Key 


Thinking 

(Continued  from  page  24) 


out”  better  than  any  other  for 
In  his  speech  before  the  Con-  rqP  reproduction.  Vignettes,  it 
ference  session  chairmaned  by  scarcely  needs  to  be  said,  should 
John  C.  Bonato,  San  Francisco  ^ot  be  used  in  newspapers;  but 
Chronicle,  Mr.  Kappler  de-  some  strikingly  clean  effects 
scribed  persons  with  supervi-  ^an  be  achieved  with  silhouet- 
sorial  responsibilities  as  today’s  tgs  and  drop-outs.  Particular 
most  important  people.  He  is-  care  should  also  be  taken  in 
sued  these  six  challenges:  art  preparation  to  avoid  hard 

“Assume  your  responsibil-  outlines, 
ities;  develop  objective  points  Some  recent  ROP  color  ads 
of  view;  create  within  yourself  for  “Capri”  Salad  Oil  used 
a  condition  of  open-mindedness;  bright  silhouettes  and  drop-outs 
give  yourself  background  and  in  a  delightfully  bold  and  re¬ 
recognize  the  fact  that  you,  as  freshing  manner,  with  plenty  of 
management  men,  are  the  chief  white  space,  in  a  gay  layout, 
guardians  of  our  nation’s  great-  A  light,  bright  series  for 
ness.  “Wheaties”  has  also  made  very 

“Open  your  minds  to  the  in-  fine  use  of  silhouettes  and 
dustrial  management  aspects  of  drop-outs  illustrations  of  young 
your  job.  It  is  possible  we  are  people. 

on  the  verge  of  a  golden  age.  Engraver  Pow-wow 

That  s  up  to  you,  he  declared. 

It  is  often  necessary  to  elimi- 
In  the  discussion  period  it  nate  one  or  more  coloi  s  in  some 
was  pointed  out  that  the  River-  areas  to  get  a  bright,  clean  ef- 
side  (Calif.)  Press-Enterprise  Again,  a  pow-wow  with 

uses  a  weekly  conference  sys-  engraver  will  pay  off. 

tern.  This  enables  the  advertis-  Think  of  your  client’s  reac- 
ing  manager,  press  foreman  and  tjons  when  he  sees  his  ad  in 
composing  room  foreman  to  rqP  color, 
plan  ahead,  ^  espwially  when  Before  you  start,  examine  a 
color  production  is  scheduled,  large  number  of  tear  sheets  of 
The  Yakima  (Wash.)  Herald-  sample  ads  from  the  papers  you 


New  Trend  Told 

“The  supervisor  thinks  he 
can  do  as  he  did  in  other  days. 
He  believes  he  can  use  economic 
force  instead  of  realizing  he 
must  develop  team  perform¬ 
ance.” 

The  statements  which  de¬ 
veloped  from  a  question  posed 
by  W.  E.  Gibbons,  Oregon 
Journal,  also  showed  that  moves 
are  under  way  in  industry  to 
improve  interdepartmental  com¬ 
munications. 

Mr.  Gibbons  charged  that  on 
many  newspapers,  the  new  em¬ 
ploye  is  “hired  and  then  for¬ 
gotten.”  Also,  he  asserted,  de¬ 
partments  “are  foreign  to  each 
other.”  In  illustration,  he  noted 
that  new  advertising  salesmen 
often  sell  or  present  copy  which 
the  mechanical  department 
views  as  “impossible.” 

Elbert  E.  Boice,  training  di¬ 
rector,  Jantzen,  Inc.,  and  a 
guest  speaker,  said  his  company 
is  embarking  on  a  series  of  17 
meetings.  A  department  head 
will  address  each  and  explain 
his  department’s  activities. 

Lockheed  Aircraft  has 
mapped  a  series  of  sessions  to 
provide  company-wide  under¬ 
standing  of  the  organization’s 
activities,  Mr.  Kappler  re¬ 
ported.  Tools,  machinery  and 


Springfield.  ID- 
John  Gilbert 

has  been  named  public  relations 
^  representative  Vernon  L. 

SITDOWN  COUNTERS  in  the  classified  department  accentuate  the  Nickell,  Illinois  state  supei  in¬ 
comforts  of  the  redesigned  Ontario  (Calif.)  Daily  Report's  building,  tendent  of  schools. 
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The  Post-Gazette  Carries 
The  Most  Color 
Advertising  in  Pittsburgh ! 

Advertisers  know  that  the  Post-GazeHe  otters  the  best  coverage  ot 
the  Pittsburgh  market.  They  add  color  to  high  readership  and  balanced 
circulation — and  multiply  their  sales.  You  too  can  capture  the  nation's 


REPRESENTED  NATIONALLY  BY  MOLONEY,  REGAN  &  SCHMITT 
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Weeklies  Ask 
Sales  Tax  on 
'Ad  Sheets’ 

Banff,  Alta. 

The  Canadian  weekly  news¬ 
papers  Association  voted  to  ask 
the  federal  government  to  im¬ 
pose  a  sales  tax  on  “throw 
away”  advertising  sheets  to 
keep  competition  fair  between 
them  and  the  commercial  print¬ 
ing  done  by  some  weekly  pa¬ 
pers. 

In  a  motion  passed  without 
dissent  at  the  closing  meeting 
of  the  CWNA  annual  conven¬ 
tion  here  last  week.  The  as¬ 
sociation  also  asked  the  postal 
department  to  establish  a 
means  whereby  each  advertising 
publication  is  charged  postage 
individually. 

W.  W.  Draayer,  CWNA  past 
president,  said  that  advertising 
publications  in  Alberta  had 
been  successful  in  having  re¬ 
moved  a  5%  sales  tax  levied 
previously.  This  was  creating 
unfair  competition  for  the 
weeklies  which  need  advertis¬ 
ing  revenue  to  survive,  he  said. 

It  also  was  explained  that 
many  of  these  advertising  pub¬ 
lications,  not  eligible  for  sec¬ 
ond-class  mail  rates,  were  send¬ 
ing  two  or  three  separate  pub¬ 
lications  under  the  same  post¬ 
age.  The  postal  department  was 
losing  money.  Each  should  be 
charged  postage  individually. 

Political  Ads 

Forum  chairmen  said  the 
group  representing  weekly  pa¬ 
pers  with  circulation  of  1,000 
to  2,000  had  passed  a  motion 
asking  CWNA  to  impress  on  all 
the  political  parties’  national 
associations  the  benefits  of  ad¬ 
vertising  in  the  weeklies  dur¬ 
ing  election  campaigns. 

It  was  reported  that  political 
advertising  in  the  weeklies 
during  the  June  federal  election 
campaign  was  at  a  minimum 
and  delegates  urged  that  some¬ 
thing  be  done  to  make  the  po¬ 
litical  parties  realize  the  bene¬ 
fits  of  weekly  newspaper  ad¬ 
vertising. 

George  Cecil  Day,  who  was 
stricken  with  polio  when  he 
was  three,  was  elected  president 
of  the  association. 

The  59-year-old  Liverpool, 
(N.S.)  owner-publisher,  who  in 
20  years  has  built  the  circula¬ 
tion  of  his  weekly,  the  Advance, 
from  700  to  more  than  5,000, 
succeeds  W.  W.  Draayer  of  the 
Wetaskiwin  (Alta.)  Times. 

Mr.  Day  was  born  at  Shrop¬ 


shire,  Eng.,  near  the  border  of 
Wales.  By  the  time  he  came  to 
Canada  at  the  age  of  13  he  was 
recovering  use  of  his  arms  and 
hands  and  today  he  has  full 
use  of  them.  He  has  use  of  one 
leg  and  with  crutches  is  able 
to  get  around  without  difficulty. 

“There’s  no  such  thing  as  a 
handicapped  person,”  Mr.  Day 
said  when  asked  if  he  had  any 
suggestion  for  those  physically 
impaired.  “I  never  feel  sorry 
for  them  because  it  never  put 
me  back.” 

I  Major  .\ward  to  B.  C. 

British  Columbia  weekly 
newspapers  won  the  bulk  of 
awards.  The  major  honor  of  the 
convention,  the  Mason  Trophy, 
was  given  to  the  Abbotsford 
(B.C.)  Ncm’.s  as  the  best-all¬ 
round  weekly  newspaper  with 
a  circulation  of  more  than 
3,000.  Runner-up  was  the  Oak¬ 
ville  (Ont.)  Journal,  the  Chil¬ 
liwack  (B.C.)  Progress  was 
third. 

Three  veterans  of  the  busi¬ 
ness  were  named  honorary  life 
members.  They  are  Edward 
Westwood  Johnston  of  the  Fort 
Erie  (Ont.)  Times  -  Review, 
John  A.  Vopni  of  the  Davidson 
(Sask.)  Leader  and  Robert  A. 
Giles  of  the  Laclnite  (Que.) 
Watchman. 


63  Years  Ago  .  .  . 

New  Haven,  Conn. 

After  63  years  of  service, 
Ernest  F.  Hintz  has  retired 
from  the  Composing  Room  of 
the  New  Haven  Evening  Regis¬ 
ter.  It  was  June  20,  1894  when 
he  began  work  as  a  printer’s 
apprentice.  The  composing  room 
staff  consisted  of  14  journey¬ 
men  and  four  apprentices.  Now 
there  are  120  men. 


Buys  Radio  Station 

Findlay,  Ohio 
Findlay  Publishing  Co.,  own¬ 
ers  of  the  Repxiblican-Courier, 
has  purchased  Radio  Station 
west  at  Columbus,  Ind.  for 
$150,000.  The  transaction  was 
handled  by  Allen  Kander  &  Co. 
0\%Tiers  of  the  Columbus  sta¬ 
tion  were  Syndicate  Theaters, 
Inc. 


Cullum  Retires 

New  Haven,  Conn. 

Welcome  H.  Cullum,  business 
manager.  New  Haven  Evening 
Register,  is  retiring  after  28 
years  in  the  post.  He  and  Mrs. 
Cullum  are  moving  to  Pom¬ 
pano  Beach,  Fla. 


Home  From  Europe 

Cn.vRLESTON,  W.  Va. 

Mr.  and  Mrs.  D.  W.  Stubble¬ 
field,  this  city;  Dr.  and  Mrs. 
George  K.  Nutting,  Washing¬ 
ton;  and  Mr.  and  Mrs.  Austin 
V.  Wood,  Wheeling,  all  associ¬ 
ated  with  the  Ogden  group  of 
West  Virginia  newspapers,  have 
returned  home  following  a  tour 
of  Europe  during  the  past  six 
weeks.  Mr.  Wood  is  writing  a 
series  of  “Impressions”  for  one 
of  the  Wheeling  papers. 


Sports  Desk  oii  .4ir 

Chicago 

Tribune  Sports  Desk,  15- 
minute  program  featuring  mem¬ 
bers  of  the  Chieago  Tribune 
spoi'ts  staff,  began  its  second 
year  on  the  air  Sept.  3  as  a 
regular  WGN  radio  feature  at 
5:45  p.m.  The  show  features 
Wilfrid  Smith,  sports  editor; 
George  Strickler,  assistant 
spoi-ts  editor;  David  Condon, 
columnist,  and  other  staff  mem¬ 
bers. 


Priest  Appointed 

Washington,  D.C. 

Daniel  B.  Priest  has  been 
appointed  assistant  to  vicepresi¬ 
dent — public  relations  of  the 
Air  Transport  Association  of 
America,  effective  Sept.  16. 
Since  1954,  he  has  been  PR 
representative  of  Pan  Ameri¬ 
can  World  Airways  in  the  air¬ 
line’s  New  York  office. 

• 

Foreman  Retires 

Springfield,  Ill. 

Thomas  F.  Grady,  66,  com¬ 
posing  room  foreman  for  the 
Illinois  State  Journal  and  Reg¬ 
ister  the  past  38  years,  retired 
Aug.  23  on  pension.  Prior  to 
coming  here  he  served  in  a 
similar  capacity  for  the  Chicago 
American.  He  is  succeeded  by 
Harry  Marrin. 

• 

Takes  College  Job 

Winter  Haven,  Fla. 

Hazel  Bowman  has  resigned 
from  the  Winter  Haven  Daily 
News-Chief  news  staff  to  be¬ 
come  registrar  for  the  Univer¬ 
sity  of  Tampa.  She  w’as  form¬ 
erly  club  and  art  editor  for 
the  Tampa  Morning  Tribune. 

• 

Sunday  to  20c 

Wilkes-Barre,  Pa. 

The  Sunday  Independent  is 
increasing  the  price  from  1.5c 
to  20c  a  copy. 


Calif.  Fair  Reports 
Press,  Ad  Winners 

Sacramento,  Calif, 

Gold  medals  in  the  Califor¬ 
nia  State  Fair’s  Top  Story  com¬ 
petition  went  to  the  Long 
Beach  Independent  Press-Tele¬ 
gram,  the  Santa  Rosa  Press 
Democrat  and  the  Huntington 
Park  Bulletin. 

Bei’t  Resnik’s  report  on  21 
Long  Beach  traffic  deaths  in 
three  months  took  the  medal  in 
the  top  circulation  division.  The 
winning  Santa  Rosa  report  was 
a  labor  dispute  series  by  Jac¬ 
ques  Levy.  A  water  supply  re- 
l)ort  gave  Huntington  Park  its 
top  trophy  in  the  lowe.st  circu¬ 
lation  classification. 

Three  gold  medals  in  adver¬ 
tising  classifications  were  is¬ 
sued  by  Bert  J.  Abraham,  pub¬ 
lisher,  Bellflower  Herald  Enter¬ 
prise,  and  a  Fair  director. 
These  went  to  Johnson  and 
Lewis,  for  a  Bank  of  America 
campaign;  to  BBD&O  for  its 
Pacific  Telephone  &  Telegraph 
Co.  regional  advertising  and, 
in  the  local  advertising  field,  to 
Stiller,  Rouse,  Berggren  and 
Hunt  for  a  Grandview  Building 
Co.  campaign. 


Dropsy  Saturday 

McMinnville,  Ore. 

Saturday  editions  of  the  Mc¬ 
Minnville  Daily  News-Register 
are  being  discontinued.  This 
makes  the  four-year-old  daily  a 
Monday-through-Friday  publi¬ 
cation. 

• 

Street  for  Editor 

Grants  Pass,  Ore. 

The  city  planning  commission 
has  recommended  that  a  new 
street  be  named  in  honor  of 
Amos  E.  Voorhies,  veteran  pub¬ 
lisher  of  the  Grants  Pass  Daily 
Courier. 


1 1 -Pica  Crispness 

The  Utica  (N.Y.)  Daily  Press 
and  the  Utica  Observer-Dis¬ 
patch,  have  chosen  Intertype’s 
9  point  Imperial  with  Bold,  to 
preserve  word  count  and  add  a 
sparkling  crispness  to  new  11- 
pica  column  formats. 


.Medal  for  Laurence 

William  L.  Laurence,  science 
reporter  of  the  New  York 
Times,  has  been  awarded  this 
year’s  James  T.  Grady  Medal 
of  the  American  Chemical  So¬ 
ciety. 


ED 
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Melvin  Janes,  a  friendly,  sandy-haired  man 
in  his  early  forties,  may  well  be  the  world’s  only 
trackwalker  with  a  doctor’s  degree. 

Since  1953,  Dr.  Janes  has  trudged  many  a  mile 
along  railroad  tracks  from  Maine  to  Texas.  His 
mission:  to  check  with  his  own  eyes  the  killing 
power  of  a  unique  railroad-bed  weed  destroyer. 

Weeds  are  a  menace  to  railroad  men.  They  are 
a  fire  hazard;  wheels  slip  on  them;  they  hold 
moisture  which  rots  the  ties  and  undermines  the 
roadbed;  they  make  maintenance  difficult.  More 
than  50  kinds  of  weeds  grow  along  the  tracks. 
Some  die  easily  and  stay  dead — but  many  are 
too  tough  for  ordinary  weed  killers. 

When  Mobil  scientists  developed  a  promising 
new  oil-based  killer — Agronyl  R — Dr.  Janes 
took  to  the  tracks  to  check  it  out.  It  killed  the 
weeds,  all  of  them.  Moreover,  it’s  heavy  and 
doesn't  blow  on  to  adjacent  farmland.  It  leaves  a 
film  that  discourages  new  growth  (and  also  helps 
keep  the  tracks  from  rusting). 

You  can’t  buy  Agronyl  R  herbicide  for  your 
garden  weeds.  It  wouldn't  work  in  your  home 
sprayer  anyway.  It  was  created  for  a  specific  job 
— and  it  does  that  Job  without  equal. 

In  the  same  way.  Dr.  Janes  and  his  fellow 
scientists  develop  countless  other  Mobil  products 
for  the  special  needs  of  vour  business,  your  car, 
your  home.  Whether  it’s  a  motor  oil  or  a  gasoline 
or  a  gear  lubricant,  it’s  unique  in  its  field.  And 
you  can  depend  on  its  quality  —  for  it  is  a 
product  of  Mobil's  master  touch  in  oil. 

For  more  information  about  Mobil  research 
and  development  activities,  write  to  Room  2400, 
Socony  Mobil  Oil  Company,  Inc.,  150  E.  42nd 
St.,  New  York  17,  N.  Y. 


SOCONY  MOBIL  OIL  CO.,  INC 
Leader  in  lubrication  for  91  years 


Allstate  Copy 
Claims  Hit  by 
N.  Y.  Brokers 


A  complaint  charging  that  a 
recent  advertisement  of  the 
Allstate  for  its  Crusader  Policy 
violates  the  fair  trade  practices 
section  of  the  New  York  In¬ 
surance  Law,  has  been  filed 
with  the  New  York  Insurance 
Department.  The  Crusader  is 
Allstate’s  Automobile  liability 
insurance  policy. 

Cited  specifically  was  the 
large  display  advei-tisement 
which  appeared  in  the  Long 
Inland  Daily  Press  on  Aug.  21. 
It  proclaimed  that  “Allstate’s 
Crusader  policy  has  23  added 
protection  features  to  give  you 
the  extra  protection  you  need 
today.” 

Challenge  Approach 

This  approach  has  been  used 
on  previous  occasions  by  All¬ 
state,  according  to  Mortimer  L. 
Nathanson,  president,  Greater 
New  York  Insurance  Brokers’ 
Association,  and  he  said  “we 
have  now  decided  to  challenge 
it.” 

In  a  statement  released  Sept. 
4,  Mr.  Nathanson  said  that  his 
association  requested  its  coun¬ 
sel  C.  Joseph  Danahy,  to  study 
the  language  of  the  advertise¬ 
ment  and  lodge  a  protest  if  it 
appeared  that  the  law  was 
being  violated.  The  letter  of 
complaint,  dated  Aug.  30,  urges 
the  New  York  Insurance  De¬ 
partment  to  conduct  an  investi¬ 
gation  and  to  issue  a  cease 
and  desist  order  if  it  finds  the 
advertisement  constitutes  an 
unfair  method  of  competition 
or  an  unfair  and  deceptive  act 
and  practice. 

The  complaint  charges  that 
by  merely  mentioning  the  “23 
added  protection  features,”  the 
advertisement  fails  to  state  or 
explain  or  set  forth  to  what 
these  23  additional  features  are 
added”  and  “is  definitely  an 
incomplete  comparison  of  their 
policy  with  other  policies.” 
While  it  did  not  mention  them 
specifically,  the  complaint 
evidently  was  referring  to  the 
National  Bureau’s  Family 
Automobile  Policy  and  the 
broad  form  policies  of  the 
Mutual  Insurance  Rating  Bu¬ 
reau  and  of  other  independent 
insurance  carriers  none  of 
which  have  23  less  features 
than  the  Crusader. 

“We  believe,”  Mr.  Nathan¬ 
son  said,  “that  the  Crusader 
advertisement  violates  Article 
IX-D  of  the  New  York  In¬ 


surance  Law.  This  article  makes 
the  strictures  against  unfair 
methods  of  competition  once 
limited  solely  to  life  and  acci¬ 
dent  of  health  insurance  under 
Sections  126  and  127  of  the 
Law,  applicable  to  the  entire 
insurance  industry.” 

In  addition  to  its  cum])laint 
against  Allstate,  the  brokers’ 
association  on  Aug.  28  filed  a 
complaint  with  the  New  York 
Insurance  Department  against 
Kinney  Motors  of  Brooklyn. 
This  complaint  cites  a  large 
advertising  display  sign  on  the 
premises  of  the  automobile  sales 
firm  which  offers  collision  in¬ 
surance  as  one  of  the  free 
give-aways  for  purchasers  of 
cars. 


Hospital  PR 
Change  Nets 
Top  Feature 


Redwood,  City,  Calif. 


2  Chilean  Newsmen 
Banished  hy  Court 


Santiago,  Chile 

The  Supreme  Court  upheld  a 
lower  court  order  banishing  two 
Chilean  newsmen  for  .")41  days 
because  they  repiinted  a  con¬ 
gressman’s  “subversive”  criti¬ 
cism  of  President  Carlos  Ibanez. 

The  newsmen,  Julio  Fuentes 
Molina  and  Hernan  Millas  Cor¬ 
rea,  co-publishers  of  the  weekly 
Entretelones,  face  the  prospict 
of  spending  the  period  of  t  ie 
sentence  at  “some  l  emote  poii  t" 
in  Chile.  The  Chilean  Press  /  s- 
sociation  assailed  the  sentence 
as  a  violation  of  freedom  of  the 
press. 


Development  of  a  cooperative 
program  with  medical  leaders 
here  enabled  the  Redwood  City 
Tribune  to  present  the  story  of 
an  unusual  operation  in  pic¬ 
tures  and  in  story  here. 

The  immediate  result  was  a 
page  one  feature  illustrated  by 
three  dramatic  photos  carried 
atop  the  Tribune  masthead. 
These  showed  a  heart  operation 
on  Suzanne,  2''i  years  old. 

For  the  medical  profession, 
the  story  al.so  displayed  the 
teamwoik  and  skills  entailed. 
Belief  that  the  report  will  en¬ 
courage  many  persons  in  need 
of  similiar  surgery  is  expressed 
by  David  Schutz,  editor. 

“Also,  the  story  shows  that 
we  have  been  able  to  work  out 
a  cooperative  plan  with  our 
doctors  and  hospital  for  story 
and  picture  coverage  of  events 
in  the  medical  field  which  are 
newsworthy,”  .Mr.  Schutz  re¬ 
ports. 

This  program  continues  de¬ 
spite  a  few  protests  following 
the  appearance  of  the  Tribune’s 
rei)ort,  written  by  Barney  Click 
and  with  photos  by  Reginald 
McGovern. 

These  developed  despite  the 


Tribune’s  care  in  handling  the 
story,  Mr.  Schutz  advised.  This 
extended  to  obtaining  the  medi¬ 
cal  team’s  aid  in  checking  the 
medical  aspects  of  the  story. 

A  few  physicians  in  this  com¬ 
munity  have  charged  that  the 
names  of  the  operating  physi¬ 
cians  should  not  have  been  used. 
Mr.  Schutz  said.  This  was  to 
be  anticipated,  however,  as  the 
newspaper  achieved  its  coopera¬ 
tion  against  a  long  background 
of  opposition  from  some  medical 
practitioneers  in  this  neighbor¬ 
hood. 

This  attitude  had  occasioned 
some  trouble  in  the  area  pre¬ 
viously,  but  not  with  the  hospi¬ 
tal  itself.  The  Tribune  feature 
was  the  result  of  the  Sequoia 
Hospital’s  decision  to  try  a  new 
public  relations  pattern. 


Hospital’s  Goal 

The  hospital’s  goal  is  to  show 
the  vast  teamwork  mustered 
and  the  facilities  made  available 
when  operations  are  performed. 
Research  has  shown  that  most 
people  visualize  only  their  own 
surgeon  and  one  or  two  nurses 
taking  over  an  operation,  the 
Tribune  reports. 

The  hospital’s  new  public  re¬ 
lations  policy,  developed  by  a 
committee  of  staff  members,  be¬ 
lieves  the  new  program  will 
allay  fears  of  patient  and  rela¬ 
tives  alike.  Dr.  A.  T.  Haerem 
is  committee  chairman  of  the 
committee,  composed  of  four 
physicians  and  surgeons. 

The  Tribune  project  included 
presence  of  the  I'eporter-photog- 
rapher  team  in  the  hospital 
operating  room  during  the  four- 
hour  operation.  The  story  ap¬ 
peared  on  the  fifth  day  after 
the  operation.  This  provided 
time  for  a  post-operative  photo 
of  Suzanne  recovering  and  in¬ 
sured  the  prediction  of  that 
recovery. 


Editorial  Parley 
On  Mount  Hood 

Timberline  Lodge,  Ore. 


ROP  COLOR  HELPED  DEBUT  "HIT  PARADE"  CISAREHE  BOX— 

When  American  Tobacco  Co.  introduced  new  crush-proof  box  for 
"Hit  Parade"  ci9arets,  86  newspapers  carried  1200  and  1000-line 
insertions  in  both  black  and  white  and  two  colors.  An  additional  17 
papers  ran  1500-line  ads  black  and  white.  Shown  above  are;  Jill 
Corey,  star  of  "Your  Hit  Parade"  TV  program;  Elliott  Plowe  (center), 
account  executive  on  "Hit  Parade"  at  BBDO;  and  Alan  C.  Garratt, 
American  Tobacco's  ad  manager  for  "Hit  Parade"  cigarets. 


The  first  Oregon  conference 
to  be  devoted  exclusively  to  edi¬ 
torials  and  editorial  pages  will 
be  held  by  the  Oregon  News¬ 
paper  Publishers  Association 
Newsmen’s  departmental  here, 
.oO  miles  up  the  slope  of  Mount 
Hood,  Sept.  20  and  21. 

Speakers  will  include  Charles 
A.  Sprague,  publisher  and  edit¬ 
or  of  the  Oregon  Statesman; 
John  Hulteng  of  the  University 
of  Oregon  school  of  journalism, 
and  Robert  Frazier,  editor  of 
the  Eugene  Ore.)  Register- 
Guard. 

Less  Shaw,  Lakeview  (Ore.) 
Examiner,  will  preside. 
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THE  MARKH  DESERVES  COLOR 


Now  772,971  population  (1956  Interim  Census  and  Sales 
Management)  covered  completely,  more  intensively  than  do 
most  big  city  newspapers  cover  their  ABC  City  Zone.  Highest 
among  all  Metropolitan  Cities  of  great  New  York  State  in 
per  capita  sales  of  foods,  drugs,  furniture  and  appliances,  de¬ 
partment  store  goods,  total  retail  sales. 


TEST  COLOR  AT  LOW  COST 


Millines  on  these  rates  run  as  low  as  $2.83  for  one  extra  color 
and  $3.26  for  three  extra.  Rarely  matched  by  comparable 
newspapers  .  .  .  lower  than  in  many  larger  markets.  One  Extra 
Color  available  by  November  1,  1957.  Multiple  Color  Process 
by  January  1,  1958. 


COLOR -(Costs— b/w  base.)  Available  daily  and  Sunday.  Minimum  1,000  lines. 

.Murning  and  KveninK  -  - Sunday  or  Holiday - -  - Sunday  and  Evening  —  -  ■  - 

b/w  b/w  Ic  b/w  2c  b/w  3c  b/w  b/w  Ic  b/w  2c  b/w  3c  b/w  Ic  t^w  2c  b/w  3c 

Ipee*'  $1,320.00  $1,716.00  $1.R46.00  $1,9W.00  I  page.  $1,152.00  $1,497.00  $1,612.00  $1,728.00  1  page  $1,656.00  $2,152.00  $2,318.00  $2.4s4.UO 

1500lines  825.00  1,073.00  1,155.00  1,240.00  1500lines  720.00  936.00  1,008.00  1,080.00  1500)ines  1,035.00  1,346.00  1,449.00  1,5.53.00 

lOOOlines  550.00  775.00  825.00  880.00  lOOOlines.  480.00  672.00  720.00  768.00  lOOOlinea  .  690.00  966.00  1,035.00  1,104.00 

For  othrr  sixes  use  black  and  white  rates  plus  40'^  f  extra  color,  50%  for  2  and  60^  c  ^  under  1500  lines.  30%,  40'  i  and  .50'  I  respectively  on  sizes  1500  lines  and  larger.,  Space  deeper 

than  19"  (266  lines)  charged  full  cidumn. 
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Atlanta  Journal-Constitution 
Atlantic  City  Press 
Baltimore  News-Post 
Beaumont  Enterprise  &  Journal 
Billings  Gazette 
Birmingham  News 
Bridgeport  Herald 
Buffalo  Courier-Express 
Butler  Eagle 
Calgary  Albertan 
Chicago  American 


Chicago  Sun  Times 
Chicago  Tribune 
Cleveland  Press 
Columbus  Dispatch 
Dayton  News 

Daytona  Beach  News  &  Journal 
Denver  Post 

Des  Moines  Register  &  Tribune 
Detroit  News 
Dixon  Telegraph 
Florida  Times-Union 
Fort  Worth  Star-Telegram 


Green  Bay  Press-Gazette 
Grand  Rapids  Herald 
Honolulu  Star-Bulletin 
Houston  Chronicle 
Houston  Post 
Indianapolis  Star  &  News 
Kansas  City  Star  &  Times 
Los  Angeles  Examiner 
Los  Angeles  Times  &  Mirror 
Lima  News 
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London  Free  Press 
Louisville  Courier-Journal 
Miami  Herald 
Miami  News 
Milwaukee  Journal 
Milwaukee  Sentinel 
Minneapolis  Star  &  Tribune 
Nashville  Banner  &  Tennessean 
New  Orleans  Times-Picayune 
New  York  News 
New  York  Journal-American 


Oklahoma  City  Oklahoman 
Ohio  State  Journal 
Omaha  World-Herald 
Philadelphia  Bulletin 
Philadelphia  News 
Pine  Bluff  Commercial 
Pittsburgh  Sun-Telegraph 
Port  Huron  Times-Herald 
Roanoke  Times  &  World-News 
Rochester  Times  Union 
Sacramento  Bee 
Salt  Lake  City  Tribune 


San  Francisco  Chronicle 
San  Francisco  Examiner 
Seattle  Post-Intelligencer 
Seattle  Times 

Spokane  Chronicle  &  Spokesman  Review 

St.  Louis  Globe-Democrat 

Toledo  Blade  &  Times 

Toronto  Star 

Tulsa  World  &  Tribune 

Wall  Street  Journal 

Washington  Post  &  Times  Herald 

Youngstown  Vindicator 


•  1000-  Ton  Directomat  Illustrated 

LAKE  ERIE  IVIACHINERY  CORPORATION,  successor  to 

LAKE  ERIE  ENGINEERING  CORPORATION 

508  Woodward  Avenue,  Buffalo  17,  New  York 

Manufacturers  of  the  Most  Complete  Line  of  Hydraulic  Presses 
for  All  Industry 


BOOkS  IN  REVIEW 


Marketing  Executives 
Guest-Lecture  at  Yale 


By  Prof.  Roscoe  Ellard 


MARKETING  AND  DISTRIBUTION. 
Th€  1957  Turck  Lectures  on  the  Dy¬ 
namics  of  Present-Day  Marketing;.  New 
York:  National  Association  of  Manu¬ 
facturers.  48  pp.  Pai>erbound.  $1. 


Neither  manufacturei’s  nor 
merchants  today  have  any  birth¬ 
right  to  markets,  the  senior 
vicepresident  of  the  Curtis  Pub¬ 
lishing  Company  told  Yale  stu¬ 
dents.  What  they  have  is  market 
opportiuiity,  explained  Donald 
M.  Hobart,  who  is  also  Curtis’s 
director  of  research. 

In  one  of  the  five  Turck 
lectures  at  Yale  this  year  on 
marketing  and  distribution,  Mr. 
Hobart  discussed  the  “stimulat¬ 
ing  of  consumer  -  demand” 
through  what  he  called  the 
"manufacturing  of  customers.” 

“It  is  much  more  important 
for  a  business  to  own  a  market 
than  a  mill,”  said  David  F. 
.4ustin,  of  the  United  States 
Steel  Corporation,  as  quoted  by 
Mr.  Hobart. 

Markets  .Must  Be  Sought 

Markets  do  not  exist  for  the 
asking.  They  must  be  sought 
out,  analyzed,  appraised  —  and 
then  sold.  Efficient  marketers, 
•Mr.  Hobart  said,  must  know  the 
sales  opportunities  of  all  parts 
of  the  market  so  they  can  apply 
advertising  and  the  other  sell¬ 
ing  forces  to  each  section  of  the 
market  in  proportion  to  each 
part’s  ability  to  buy. 

“Advertising,"  he  continues, 
“is  undoubtedly  the  most  impor¬ 
tant  tool  in  the  mass  manu¬ 
facture  of  customers  ...  It  is 
very  unlikely  that  America’s 
capacity  to  produce  will  dimin¬ 
ish  in  the  future.  More  likely, 
our  capacity  will  increase  faster 
than  in  recent  years.  If  con¬ 
sumption  does  not  equally  in¬ 
crease,  we  shall  be  in  serious 
trouble  ...  if  any  force  can 
keep  our  factories  busy,  our 
people  employed,  and  assure  our 
standard  of  living,  it  is  the 
’manufacture  of  customers  work- 
in  balance  with  the  production 
of  goods  and  services.” 

The  five  Turck  lectures  have 
collected  into  an  8  by  11- 
inch,  well  printed  brochur*e, 
sponsored  by  the  National  As- 
swiation  of  Manufacturers  and 
Hie  University.  Other  lectures 
nee  on  Scientific  Aspects  of 
^hrketing  by  Frank  W.  Mans- 
I  field,  director  of  marketing  re¬ 


search  for  the  Sylvania  Electric 
Products,  Inc.;  Marketing  Intel¬ 
ligence,  by  A.  N.  Scares,  vice 
president  of  Remington  Rand; 
Manpowering  a  Marketing  Sys¬ 
tem,  by  J.  A.  Mcllnay,  vice 
president  of  the  Ray-O-Vac 
Company,  and  The  Importance 
of  Distribution  in  Marketing  by 
Thoman  J.  Kehane,  vice  presi¬ 
dent  of  the  W’orthington  Cor¬ 
poration. 

Desegregation  Conflict 
Is  Superbly  Reported 

THE  DEEP  SOUTH  SAYS  NEVER. 
By  John  Bartlow  Martin.  Foreword 
by  Arthur  Schlesinirer,  Jr.  New  York: 
l^llantine  Books.  181  pp.  Hardbound 
edition,  $2.50:  paiierbound  edition,  $.35. 

Arthur  Schlesinger  Jr.,  the 
Pulitzer  prize-winning  historian, 
makes  these  provocative  obser¬ 
vations  in  his  foreword  to  this 
book  on  the  currently  explosive 
news  of  desegregation  in  the 
South: 

“If  the  Warren  Court  was  to 
meet  the  issue  head-on  and 
speak  the  conscience  of  America, 
should  it  not  have  determined 
at  the  same  time  to  carry  the 
decision  through  at  once?  Mr. 
Martin’s  account  confinns  socio¬ 
logical  studies  suggesting  that 
regionally  unpopular  strokes 
can  be  accomplished  more  suc¬ 
cessfully  if  pressed  to  a  con¬ 
clusion  in  the  first  confusion 
than  if  a  lapse  of  time  permits 
opposition  to  crystallize. 

“In  the  case  of  school .  inte¬ 
gration,  resistance  could  easily 
draw  on  fears  of  social  inter¬ 
course;  it  could  easily  garb  it¬ 
self  in  quasi-ideological  princi¬ 
ples.  Suppose  that  instead  of 
on  the  schools  the  effort  had 
concentrated  first  on  guarantee¬ 
ing  the  right  of  all  American 
citizens  to  vote  in  elections  .  .  . 
Southern  apologists  would  have 
been  harder  put  to  justify  a 
denial  of  their  sufferages  to 
fellow-citizens  than  to  justify 
the  separation  of  the  races  in 
the  schools.” 

Unbiased  Report 

In  the  book  itself,  John  B. 
Martin  —  who  so  thoroughly, 
readably,  and  significantly  re¬ 
ported  the  situation  of  teenage 
killings  and  of  penological  re¬ 
form — has  again  done  a  thor¬ 
ough,  unbiased,  and  illuminat¬ 


ing  report  in  book  length  of  the 
South’s  reception  of  the  Supreme 
Court’s  decision  on  school  seg¬ 
regation,  May  17,  1954. 

The  Court  set  no  deadline, 
and  at  the  time  of  the  decision, 
Mr.  Martin  reports  after  months 
in  the  South,  the  section  was 
divided,  perplexed,  resigned. 
Eight  days  after  the  decision, 
the  District  of  Columbia  an¬ 
nounced  it  would  comply  when 
school  opened  in  four  months. 
Nine  days  later  Baltimore  safd 
the  same  thing.  Louisville  said 
it  would  comply,  and  St.  Louis 
scheduled  high  school  desegre¬ 
gation  for  January. 

Twenty-five  West  Virginia 
counties  desegregated  immedi¬ 
ately.  Even  in  Arkansas,  two 
towns  desegregated.  In  1955  and 
1956,  Mr.  Martin  writes,  most 
schools  desegregated  without 
court  order  in  Kentucky,  Okla¬ 
homa,  and  pai't  of  Texas.  By 
1957  it  appeared  at  a  casual 
glance  that  integration  was 
moving  along  satisfactorily. 

Yet  Baltimore,  theoretically 
100  percent  desegregated,  had 
only  about  one-third  of  its 
Negro  children  sitting  in  mixed 
classrooms.  Some  Negroes  pre¬ 
ferred  all-Negro  schools.  Some 
feared  to  attend  white  schools. 
In  some  cities,  residential  segre¬ 
gation  maintained  school  segre¬ 


gation  even  after  the  official 
policy  overturned  it — as  is  true 
in  many  Northern  cities. 

Southern  resistance  centered 
principally  around  South  Caro¬ 
lina,  Georgia,  Alabama,  and 
Mississippi.  And  here  is  the 
nation’s  heaviest  concentration 
of  Negroes.  In  one  county  in 
Alabama,  85  percent  of  the  pop¬ 
ulation  is  Negro,  and  in  many 
other  counties  more  than  half 
the  population  is  Negro.  Where 
this  situation  exists.  Southern 
opponents  of  integration  argue 
that  the  Court  order  would  not 
be  to  accept  Negro  children  in 
white  schools;  it  would  compell 
white  children  to  attend  schools 
from  60  to  85  percent  Negro. 

When  Southerners  had  time 
to  think  about  it — and  to  or¬ 
ganize  over  it  —  particularly 
where  the  preponderance  of  pop¬ 
ulation  was  Negro — “the  Court’s 
decision  seemed  to  do  far  more 
than  break  down  segregation  in 
tbe  schools;  it  appeared  to  rend 
the  seamless  garment  of  apart¬ 
ness” 

“Apartness  of  the  races  is  a 
black  and  white  thread  woven 
into  the  fabric  of  Southern  life 
—  its  social,  political,  sexual, 
cultural,  and  economic  life,” 
Mr.  Martin  declares. 

One  Southern  device  has  been 
to  use  the  “law’s  delays.” 
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Thai's  aboui  all  ihe  time  you  need  io  peruse  a 
copy  of  Editor  &  Publisher.  It's  the  short,  easy, 
dependable  way  of  getting  "in  the  know"  and 
staying  there! 
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3  ‘Bee’  Papers 
Adding  Parade 

The  three  McClatchy 


McKnight  and 
Krueger  Take 
New  Positions 


NEW  PRESIDENT  of  Iowa  Dally  Press  Association,  Howard  B.  Wilson, 
center,  of  the  Carroll  Times-Herald  stands  by  as  incoming  vicepresi¬ 
dent  John  Notman,  of  Clinton  Herald,  and  the  retiring  president, 
Clarence  Moody,  exchange  greetings.  Mr.  Moody  has  just  retired  as 
editor  and  publisher  of  the  Burlington  Hawk-Eye  Gazette. 


1 


If  your  new  campaign  calls  for  color  advertising,  the  Rockford  Morning 
Star  and  Rockford  Register-Republic  offer  you  not  only  excellent  color 
facilities,  but  also  complete  coverage  of  the  leading  City  in  Illinois 
(outside  Chicago).  Rockford  is  second  in  the  world  in  machine  tool 
production  ...  11th  in  the  nation  in  postal  savings  ...  31st  in  the 
nation  in  spendable  income  per  household  . . .  and  department 
store  sales  in  the  first  4  months  of  *37  show  an  increase  of  19% 
over  ’56  (greatest  increase  in  the  USA).  Write  today  for  full 
information  on  Remarkable  Rockford,  Illinois. 


A  REMARKABLE  13  COUNTY  MARKET  OF  HALF  A 
MILLION  PEOPLE  COVERED  COMPLETELY  BY  ONE  MEDIA! 
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The  COLUMBUS  DISPATCH  i$  FIRST  IN  OHIO . . . 


in  General  ROP  Color  Advertising  Linage^ 


Columbus 

Bisputch 

Read  in  4  out  of  5  Columbus  homes 
dally  ...  9  out  of  10  Sunday. 


ROr  COLOR  ADVERTISING  has  made  The  Columbus 
Dispatch  more  productive  than  ever  l)efore  to  its  na¬ 
tional  and  local  advertisers.  That’s  why,  for  the  first 
six  months  of  1957,  The  Dispatch  published  more 
^'^eneral  ROP  (  oloi-  Advertising*  than  any  other  paper 
in  Ohio. 

Only  The  Dispatch  offers  its  advertisers  one  paper 
coverage  of  4  out  of  5  Columbus  homes  daily,  9  out  of 
10  on  Sunda.v,  in  the  Midwest’s  number  one  test 
market. 

Get  your  share  of  this  rapidly  growing  billion  dollar 
market  by  including  color  in  your  next  schedule  in  The 
('olumbus  Dispatch.  Write  for  information,  today. 


NATIONAL  REPRESENTATIVES. 
O'Mara  &  Ormsbee,  Inc.. 
New  York,  Chicago,  Detroit, 
Los  Angeles,  San  Francisco. 


Never  Forget  It 


*/nc/u<Ves  oufomofire  linage  as  measured  by  Media  Records. 
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^^abels  up  to  16,000  newspapers  per  hour 
without  changing  papers’  line  of  direction  and 
travel.  Absolutely  accurate— no  misses,  no  lost 
labels— every  label  applied  uniformly.  Com* 
pletely  flexible- operating  speeds  are  adjust¬ 
able  from  8,000  to  16,000  per  hour.  Variable 
speed  control  conveyor  makes  single  and  zone 
separation  easy.  An  automatic  TOWN  separa¬ 
tor  device  is  also  available.  Automatic  opera¬ 
tion  from  feed  to  takeoff. 

*  Handles  all  newspapers,  all  folds 

*  Operates  from  your  present  labeling  strip 

*  Requires  no  changes  in  your  addressing 
system 


(:ii{(;iL.4TioN 


21-Gun  Salute  to  Boys 
On  Their  Day'  Oet.  5 


Saturday,  October  5th,  is  the 
“day-of-days”  for  600,000  young 
Americans  who  express  an  in- 
ten.se  pride  in  their  ability  to 
conduct  a  business  all  their 
own. 

National  Newspaperboy  Day 
is  annually  set  apart  during 
Newspaper  Week  as  the  day 
when  tribute  is  paid  to  teen¬ 
age  delivery  and  sales  repre¬ 
sentatives. 

The  celebration  of  this  day 
will  far  surpass  that  of  other 
years,  according  to  Dar  M. 
Sims,  Columbus  (Ohio)  Citizen, 
Chairman  of  ICMA’s  Newspa¬ 
perboy  Committee. 

The  four  nationally  distributed 
magazine  supplements.  Parade, 
Th  is  Week,  American  Weekly 
and  Family  Weekly,  with  a 
combined  circulation  of  34,000,- 
000,  will  do  an  outstanding  job 
in  commemorating  the  newspa¬ 
perboy. 

Roto  sections  along  with  black 


and  white  articles  in  locally 
published  sections  of  many  of 
the  larger  Sunday  papers — and 
daily  —  will  point  up  this  na¬ 
tional  occasion. 

The  U.S.  Treasury  Depart¬ 
ment,  as  in  former  years,  will 
be  happy  to  salute  the  news- 
paperboys  and  help  carry  to  the 
public  the  story  of  their  devo¬ 
tion  to  duty.  Arrangements  are 
under  way  for  the  presentation 
of  a  Treasury  citation  to  Phil 
Rizzuto,  who  for  many  years 
was  “the  heart  of  the  New 
York  Yankees.”  Singer  Pat 
Boone,  a  former  newspaperboy, 
is  another  to  be  honored. 

District  of  Columbia  Chair¬ 
man  Ray  Mack,  Washington 
(D.C.)  News,  is  laying  the 
groundwork  for  a  statement  to 
be  issued  by  President  Eisen¬ 
hower. 

Jim  Lynch  and  Maurice  Lip- 
son,  Newspaper  Boys  of  Amer¬ 
ica,  Indianapolis,  will  prepai’e  a 


Newspaperboy  Day  kit  for  all 
newspapers.  Outstanding  ideas 
of  the  past  few  years  plus  sug¬ 
gestions  for  the  up-coming  cele¬ 
bration  will  comprise  most  of 
the  material  in  the  kit. 

Supplementing  this  effort  will 
be  the  National  Newspapers 
Week  promotion  packet,  pre¬ 
pared  by  the  Ohio  Newspaper 
Association  in  cooperation  with 
Newspaper  Association  Man¬ 
agers,  Inc.  This  packet  will  go 
to  approximately  7,000  daily 
and  weekly  newspapers  in  North 
America.  Centered  on  the  theme, 
“Your  Newspaper  Seiwes,”  the 
newspaperboy  is  highlighted 
throughout. 

The  California  Newspaperboy 
Foundation  will  prepare  an  idea 
kit  for  its  members. 

New  Yoi'k  chairman  Abbie 
Wallace,  World  -  Telegram  and 
Sun,  is  handling  television  and 
radio  arrangements  in  the  big 
city.  California  chairman  Ray 
Marx,  Los  Angeles  Times,  and 
his  co-chairmen,  Don  Wilson, 
Pasadena  Star-News,  and  Bob 
Macklin,  managing  director  of 
the  California  Newspaperboy 
Foundation,  San  Mateo,  are 
attending  to  similar  arrange¬ 
ments  on  the  west  coast. 

Allen  Saunders,  newly  ap¬ 


pointed  chairman  of  the  News¬ 
paper  Comics  Council,  Inc.,  has 
pledged  his  support. 

Television  and  radio  favorite 
Don  McNeill  will  interview  a 
newspaperboy  on  his  program. 

Eighty  syndicates  and  press 
services  have  been  asked  to  re¬ 
quest  various  artists  and  edi¬ 
tors  to  devote  this  day — or,  in 
some  manner,  to  dedicate  their 
strips,  panels,  editorial  and 
feature  columns  to  the  very 
deserving  cause  of  the  news¬ 
paperboy. 

Immediately  following  Na¬ 
tional  Newspaperboy  Day,  news¬ 
papers  are  urged  to  send  pre¬ 
sentations  and  clippings  of  all 
publicity  articles  to  state  or 
province  chairmen. 

Again  this  year.  Newspaper 
Boys  of  America,  Inc.  is  spon¬ 
soring  an  international  contest 
for  the  best  Newspaperboy  Day 
ads  featuring  the  benefits  of 
the  “Little  Merchant”  plan,  in 
tributes  to  carriers.  Three  prizes 
with  a  total  value  of  $150  are 
offered  by  NBA  to  circulation 
managers  of  large,  medium  and 
small  daily  newspapers.  Entries 
for  the  contest  must  be  mailed 
by  Oct.  15  to  NBA,  912  East 
21st  St.,  Indianapolis  2. 


Write  for  complete  details,  TOD  A  Yt 
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Chashir#  manufacturai  machinat  for  labaling 
all  typat  of  printad  piacat 


New  classroom  units  were  designed  by  C.  K.  Allen,  Staff  Architect,  City  of  San  Bernardino  School  District.  Contractors 
and  developers  of  the  panel  construction  used:  Calcor  Steel  Building  Division  of  The  Calcor  Corp.,  Los  Angeles. 

Needed:  more  schools  in  a  hurry 
•  •  •  what  San  Bernardino  did  about  it 


The  struggle  to  keep  up  with  the 
booming  school-age  population  has 
school  authorities  all  across  the  nation 
a  little  out  of  breath.  In  solving  this 
problem  San  Bernardino,  Gilif.  (pop¬ 
ulation;  85,000),  turned  to  a  simplified 
construction  that  provided  new  class¬ 
rooms  quickly  and  at  low  cost. 

Key  elements  in  the  construction 
are  panels,  formed  in  large  part  from 
Bethlehem’s  Bethcon  galvanized  steel 
sheets.  They  are  easily  and  quickly 
secured  to  the  framework  of  light 
structural  steel,  most  of  which  is  sup¬ 


plied  by  Bethlehem’s  Pacific  Coast 
plants.  What’s  more,  the  buildings  are 
portable.  They  can  be  lifted  from  their 
foundations  and  moved  to  new  resi¬ 
dential  areas,  should  future  shifts  in 
population  require  it. 

San  Bernardino  used  this  same  con¬ 
struction  for  thirty-eight  new  school 
units  last  year,  and  followed  it  again 
this  year,  building  a  new  elementary 
school  and  additions  to  ten  existing 
schools  at  a  decided  saving  in  cost  over 
usual  types  of  construction — and  in 
the  short  space  of  three  months.  As  a 


result,  when  San  Bernardino  children 
trooped  back  to  school  in  September, 
2100  pupils  who  would  otherwise  have 
been  forced  to  accept  "doubling-up,” 
or  even  "tripling-up,”  had  desks  and 
classrooms  all  their  own. 

The  steel  panels  forming  the  sides 
and  roofs  of  the  new  units  are  among 
the  many  hundreds  of  products  being 
made  from  Bethcon  galvanized  sheets. 
The  Bethcon  zinc  coating  adheres  so 
tightly  to  the  steel  base  that  it  doesn’t 
crack  or  peel  off  even  when  a  Bethcon 
sheet  is  bent  sharply  back  on  itself. 


BETHLEHEM  STEEL 


bethuehem 


steel 
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Lincoln  Star’s 
Editor  Is  Dead 

Lincoln,  Nebr. 
James  E.  Lawrence,  68,  edi¬ 
tor  of  the  Lincoln  Star  for  35 
years,  died  Sept.  16.  He  had 
been  connected  with  the  Star 
for  50  of  the  newspaper’s  55 
years. 

Mr.  Lawrence  joined  the  staff 
of  the  Star  as  a  reporter  in 
1906.  In  1911,  after  receiving 
a  Bachelor  of  Laws  degree  from 
the  University  of  Nebraska,  he 
became  city  editor.  He  was 
named  managing  editor  in  1914 
and  editor  in  1922.  He  was  a 
member  of  the  faculty  of  the 
University’s  school  of  joui-nal- 
ism  since  1918  and  received  the 
university’s  distinguished  sen- 
ice  award  in  1954. 

A  leading  figure  in  the 
Democratic  Party,  Mr.  Law¬ 
rence  had  attended  and  re- 
of  the  gadget  ported  all  national  political  con¬ 
king.  pointing  ventions  since  1912. 

les  Cheatham,  He  was  a  member  of  the 
d$.  American  Society  of  Newspa- 

_  per  Editors  and  of  the  Asso¬ 
ciated  Press  Managing  Editors 
'arg  Association. 

•  1?  11  He  is  survived  by  his  wife, 

in  rail  Helen,  of  Lincoln  and  a  daugh- 

i  Co.,  Inc.  of  ter,  Mrs.  Helen  Elizabeth  Klum 
Tampa,  Fla.,  71-year-old  maker  ot  Palos  Verdes  Estates,  Calif, 
of  premium-priced  Gold  Label  • 

Havana  cigars,  will  chalk  up 

two  new  “firsts”  for  itself  this  Full-Color,  Page  Ads 
.  .  Scheduled  by  Kraft 

In  advertising,  hitherto  re- 

For  the  sixth  straight  year, 
Kraft  Foods  will  launch  its  tra¬ 
ditional  and  highly  successful 
fall  promotion  on  behalf  of 
Kraft  Dairy-Fresh  Caramels. 
Advertising  and  merchandising 
will  intensify  about  10  days  be¬ 
fore  Halloween. 

As  in  preceding  years,  a 
foui’-color,  full-page  advertise¬ 
ment  will  appear  in  newspaper 
comic  sections.  The  ad  will  be 
carried  on  Oct.  20  in  those  pa¬ 
pers  using  Puck — The  Comic 
Weekly  and  in  the  Metro  group 
and  independent  newspapers  on 
Oct.  27. 

This  award-winning  promo¬ 
tion  will  receive  additional  sup¬ 
port  on  TV  during  October  on 
the  “Kraft  Television  Theatre” 
and  “Comedy  Time,”  one  of 
Kraft’s  Thursday  daytime 


Goss  Offers 
Slide  Chart 
To  Place  Color 


STATUS 
CITY “desk 


A  convenient  device  for  of  Chas.  Pfizer 

quickly  showing  the  pages  on  ^ 

which  color  may  be  placed  in  .  ’’  _  , 

a  newspaper  will  be  distributed  ccor  mg  o  s  . 

bv  the  Goss  Printing  Press  ^V  inn,  Pfizer  vicepresident,  this 
Company  at  the  Second  Annual  ®  Progr  am  stresses  the 

ROP  Color  Conference  in  Chi-  Pharmacist’s  contribution  to 
cago  Sept  ‘>‘>-‘>5  community  health,  the  bargain 

Called  the"  ““Color-Q,”  the  cost  of  prescription  drugs,  and 
slide  chart  indicates  key  and  the  attractions  of  pharmacy  as 
companion  color  pages,  and  ^  career. 

alternate  companion  pages  for  Following  the  pattern  of 
varying  section  combinations  in  previous  years,  speakers  from 
products  up  to  96  pages.  Pfizer  Laboratories  and  Roerig 

For  example,  in  a  straight  are  scheduled  to  address  civic 
run  24-page  edition  made  up  and  service  groups  in  various 
of  8-page  and  16-page  sections,  cities.  News  releases  an- 
if  color  can  be  placed  on  pages  nouncing  the  speeches  are  being 
11  and  22,  the  Goss  Color-Q  sent  to  newspapers  in  commu- 
show's  it  can  be  placed  in  the  nities  where  Pfizer  representa- 
following  combinations:  pages  tives  will  appear.  Initial  pub- 
11,  22,  3  and  6;  or  11,  22,  9  licity  will  be  backed  by  follow- 
and  24;  or  11,  22,  13  and  20;  up  releases  reporting  details  of 
etc.  the  speech  in  each  community. 

In  a  collect  run  (which  allows  Pfizer  is  also  sending  a  spe- 
color  to  be  placed  on  four  addi-  cial  feature  mat  highlighting 
tional  pages),  folios  are  found  National  Pharmacy  Week  to 
simply  by  adding  half  the  total  newspapers  throughout  the 
number  of  pages  in  the  edition  country, 
to  the  numbers  shown  on  the  ^ 

slide  chart. 

For  example,  in  a  48-page  Pierce’s  Proprietaries 
product  of  two  8-page  and  two  y.^onth  Campaign 
16-page  sections,  if  color  can  be  *  ,  ^  , 

placed  on  pages  11  and  22,  add  .  ^  .  seven-month  adver- 

24  to  the  folios  indicated  on  the  rising  drive  in  newspapers, 

Color-Q.  This  gives  pages  11,  general  magazines,  farm  . 

22  3  6  35  46  27  and  30  in  l»ublications  and  almanacs  will  gional,  it  will  go  national  for 

one  combination;  or  11  22,  9,  launched  Oct.  1  by  Pierce’s  the  first  time  through  adver- 

24,  35,  46,  33  and  48  in  an  al-  Proprietaries,  Inc.  of  Buffalo  tisements  in  the  New  Yorker, 

ternate  combination;  or  11,  22,  tor  I^r.  Pierce’s  Golden  Medical  New  York  Times  magazine  and 

13,  20,  35,  46,  37  and  44  in  an-  Discovery,  a  stomachic  tonic.  Wall  Street  Journal. 
other  alternate  combination.  The  national  campaign  (via  In  addition  to  these,  five 

The  Color-Q  combinations  in-  Emil  Mogul  Co.)  provides  for  daily  newspapers  will  be  em- 
clude  both  barred  and  straight-  once-a-week  insertions  in  about  ployed  in  a  three-month  cam- 
in  web  arrangements.  50  daily  newspapers,  one-minute  paign  to  be  launched  this  week 

The  Goss  slide  chart  shows  spot  announcements  on  60  radio  by  Emil  Mogul  Company,  Inc., 
companion  pages  on  which  color  stations  and  monthly  and  twice-  advertising  agency.  Magazine 
may  be  printed  when  using  a-month  insertions  in  10  gen-  insertions  will  be  four-fifths 
either  full  rolls  or  half-rolls.  eral  and  farm  magazines.  and  one-third  pages,  while 

newspaper  sizes  will  average 
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^torROP  COLOR 

'pl9tem9king 

More  and  more  newspapers  are  adding  circulation  and  prestige  through  the 
increasing  use  of  ROP  color  —  and  more  and  more  newspaper  engravers  are 
being  called  on  to  produce  the  engravings. 

With  the  same  assurance  they  have  gained  by  dealing  with  Chemco  for  their 
black  and  white  requirements,  newspaper  engravers  are  now  ordering  their 
ROP  needs  from  Chemco. 

Today,  a  vast  majority  of  the  daily  newspapers  printed  in  the  U.  S.  use 
Chemco  supplies  and  equipment.  There’s  a  reason;  Chemco  can  supply  almost 
everything  they  need  —  when  they  need  it  —  and  Chemco  stripfilms,  cameras, 
chemical  solutions,  equipment  and  supplies  are  uniquely  designed  for  news¬ 
paper  engraving. 

Now,  in  the  full  line  of  quality  ROP  platemaking  equipment  that 
Chemco  offers,  are  the  following: 

The  new  Chemco  #1210  Camera  for  precision  color,  especially  de¬ 
signed,  engineered  and  built  with  the  newspaper  engraver  in  mind— 
to  be  unveiled  this  Fall. 

^  The  Curtis  Newspaper  Color  System  complete  with  all  necessary  cam¬ 
eras,  enlargers  and  accessory  equipment.  Chemco  is  the  exclusive 
Curtis  dealer  east  of  the  Rockies. 

^  The  Dow-Chemco  Fast  Etch  Machine  for  powderless  etching. 

More  than  ever  before,  Chemco  makes  available  to  the  news¬ 
paper  engravers  the  full  advantages  of  a  one-supplier-one-order 
source  of  all  platemaking  supplies  and  equipment.  For  Chemco 
is  the  one  organization  in  the  nation  whose  sole  interest  is  to 
design,  build  and  supply  platemakers  with  the  finest  films,  equip¬ 
ment  and  supplies  available  anywhere. 

Please  use  the  handy  coupon  below  for  more  information  on 
any  of  the  above  mentioned  items. 


n 


CHEMCO  PHOTOPRODUCTS  CO.,  INC.,  GItn  Cev«,  Long  Itland,  N.  Y. 
GENTUMEN; 

I  am  intarastad  in  racaiving  furthar  information  on  itams  chackad  balow. 

I  □  CHEMCO  1210  COLOR  CAMERA  □  CURTIS  NEWSPAPER  COLOR  SYSTEM 

□  DOW  CHEMCO  FAST  ETCH  MACHINE 


COMPANY. 


STREET  ADDRESS- 
CITY _ 


-STATE. 


rJ 


chemco  i  photoproducts  company,  inc. 


GLEN  COVE,  N.  Y.  1^ 

ATLANTA  BOSTON  CHICAGO  DALLAS  DETROIT  NEW  ORLEANS  NEW  YORK 
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Proven  media  are  “musts”  for 
the  competitive  breakfast 
foods  &  cereal  business.  Major  ! 
ingredient  in  its  Los  Angeles 
success  formula  is  The  Times,  ! 
leader  in  95  of  114  Media  ; 
Records  classifications.  | 

LOS  ANGELES 

TIMES 

Represented  by  CresRier&  Woodward  Detroit, 
New  York,  Chicago,  Atlanta,  San  Francisco 


Mike  Blizzard’s  Camera 

Miss  America  Scoop 
Causes  ‘Snow’  Flurry 


Atlantic  City,  N.J. 

The  Miss  America  contest, 
trying  hard  this  year  to  firmly 
establish  its  superiority  over 
the  Johnny  -  come  -  lately  Miss 
Universe  imitation,  ran  into  ac¬ 
cusations  of  “fix!”  and  “bag 
job!”  due  to  a  promotional  stunt 
by  the  Atlantic  City  Press  on 
the  final  night  of  the  contest. 

As  the  19,000  spectators  left 
Convention  Hall  some  20  min¬ 
utes  after  Marilyn  Elaine  Van 
Derbur,  of  Denver,  had  been 
crowned  ^liss  America  1958, 
boys  were  on  hand  with  an 
extra  editon  of  the  Sunday 
Press,  which  featured  a  four- 
column  picture  of  Miss  Van 
Derbur  in  her  swimsuit,  wear¬ 
ing  the  Miss  America  crown 
and  a  ribbon  which  read  “Miss 
America.” 

Editor  Explains 

In  the  Press  of  Monday,  Sept. 
9,  Sunday  Editor  Paul  Learn 
explained  just  how  the  edition 
happened  to  be  ready  for  the 
departing  crowds,  even  though 
the  Press  staff  had  no  advance 
information. 

However,  the  explanation  ap¬ 
parently  came  one  day  too  late 
for  many  out-of-towm  Pageant 
spectators,  whose  indignant  let¬ 
ters  began  pouring  into  Miss 
America  headquarters  here  on 
Tuesday. 

The  idea  for  the  promotional 
stunt  originated  with  Managing 
Editor  Stanley  Fink,  Mechani- 
extra  edition  of  the  Sunday 
cal  Superintendent  Herbert 
Taylor,  and  Circulation  Direc¬ 
tor  McDonald  Rice. 

On  Tuesday,  Sept.  3,  a  Press 
photographer,  Mike  Blizzard, 
spent  two  hours  taking  pictures 
of  each  of  the  51  beauties  in 
the  contest.  He  photographed 
each  one  in  her  swimsuit,  wav¬ 
ing  her  right  arm,  and  with  the 
banner  proclaiming  her  title 
worn  from  the  right  shoulder  to 
the  left  hip. 

When  all  51  shots  had  been 
developed,  there  was  nothing  to 
do  but  wait  for  the  results  of 
the  Wednesday,  Thursday  and 
Friday  evening  preliminary 
judging.  On  each  of  those 
nights,  the  judges  selected  win¬ 
ners  in  the  swimsuit  and  talent 
judging.  Although  not  neces- 
!  sarily  assuring  those  girls  of  a 
spot  among  the  10  semi-finalists, 
past  contests  have  shown  that 
they’re  odds-on  favorites  to 
make  the  list,  disclosed  Satur¬ 


day  evening. 

Selection  of  Headlines 

By  the  time  Saturday  rolled 
around,  trophies  had  been  won 
by  Miss  Arizona,  Miss  Georgia 
and  Miss  North  Carolina  in 
swimsuits,  and  by  Miss  Mis¬ 
souri,  Miss  Indiana  and  (in  a 
Friday  night  tie)  by  Miss  Penn¬ 
sylvania  and  Miss  Oregon  in 
talent. 

The  Press  made  seven  four- 
column  engravings  on  Saturday 
— one  of  each  of  the  seven 
award-winners,  and  with  each 
having  a  crown  drawn  on  her 
head  and  her  banner  changed 
to  read  “Miss  America.” 

Set  up  in  type  were  seven 
different  72-point  headlines  and 
sub-heads,  each  proclaiming  a 
different  winner.  And  set  in 
advance  were  seven  different 
story  leads,  all  the  same  length, 
written  by  staffer  John  Boucher, 
harried  Pageant  reporter. 

At  7:30  p.m.  Saturday,  Sept. 
7,  the  list  of  10  semi-finalists 
was  given  to  the  reporters,  and 
the  Press  had  five  of  its  seven 
among  them.  Miss  Pennsylvania 
and  Miss  Indiana  failing  to 
make  the  list. 

Mike  Blizzard  then  retouched 
the  Tuesday  swimsuit  pictures 
of  the  other  five  semi-finalists, 
among  them  the  eventual  win¬ 
ner,  Miss  Colorado.  The  others 
w'ere  Miss  California,  ^liss 
Florida,  Miss  Nevada  and  Miss 
Oklahoma.  Heads  and  sub-heads 
were  written,  and  new  leads  set 
for  each  of  the  five. 

‘Colorado’ — Presses  Roll 

Roy  McGough  turned  out  five 
more  engravings,  each  one  tak¬ 
ing  35  minutes,  as  the  contest 
moved  towards  its  climax  in 
Convention  Hall  some  two  miles 
across  the  city. 

The  operation  then  fell  to  the 
hands  of  the  compositor,  Jim 
Lilly.  In  the  short  time  which 
remained,  Jim  made  up  and 
tore  down  10  page-one  forms. 

Casts  w^ere  sent  to  the  press 
room,  where  the  Rotary  presses 
were  ready  to  roll  under  the 
supei’vision  of  Theodore  Mietka. 

At  11:50  p.m.,  Boucher,  in 
his  seat  at  the  Convention  Hall 
press  table  with  an  open  phone 
in  his  hand,  heard  master  of 
ceremonies  Bert  Parks  call  Miss 
Georgia  as  “first  runner-up.” 
This  left  Miss  Colorado  as  Miss 
America  1958.  Boucher  said 
merely:  “Colorado,”  and  Mietka 


IN  A  FIX? — No,  it  was  just  netn. 
paper  enterprise  that  enabled 
Miss  America  1958  (Marilyn 
Elaine  Van  Derbur)  and  Miu 
America  1957  (Marian  Ann 
McKnight)  to  read  "all  about  H" 
a  few  minutes  after  judges  an¬ 
nounced  selection  at  Atlantic 
City  pageant.  (For  details,  see 
story). 

slapped  the  Colorado  cast  on  the 
press. 

In  a  matter  of  moments,  2,000 
copies  were  off  the  presses  and 
in  Press  trucks  en  route  to 
Convention  Hall.  Inside  the  au¬ 
ditorium,  the  crowd  was  on  its 
feet  cheering  Miss  America. 
Within  15  minutes  of  the  an¬ 
nouncement,  Marilyn  had  in  her 
hand  a  copy  of  the  Press  extra 
with  her  picture  on  page  one. 

And  Mike  Blizzard  was  pres¬ 
ent  to  take  a  final  picture  — 
Marilyn  and  Miss  America  195", 
Marian  Ann  McKnight,  of  Man¬ 
ning,  S.C.,  admiring  the  page 
one  “scoop.” 


Darrow,  Nichols 
To  .4tldress  Writers 

Richard  W.  Darrow,  presi¬ 
dent,  New  York  Chapter,  Pub¬ 
lic  Relations  Society  of  America 
and  executive  vicepresident,  Hill 
and  Knowlton,  Inc.;  William  1- 
Nichols,  editor  and  publisher  of 
This  Week  and  Edward 
Barrett,  Dean,  Graduate  School 
of  Journalism,  Columbia  Uni¬ 
versity,  will  address  the  Fourth 
Annual  Dinner  of  the  Society 
of  Magazine  Writers  for  editors, 
writers  and  public  relations 
counsel  in  the  Sert  Room  of 
The  Waldorf-Astoria,  Oct.  7. 

In  the  afternoon  a  forum 
workshop  will  be  held  on  cur¬ 
rent  problems  of  editors,  writers 
and  public  relations  counsel  in 
the  Waldorf’s  Carpenter  Suite 
at  4 :30  p.m.  Such  questions  as 
ethics,  script  review,  editorial 
commitments  and  payment  to 
writers  by  public  relations  coun¬ 
sel,  will  be  debated. 
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Kodak  Royal-X  Pan  Film  is  news,  too 


Kodak  Royal-X  Pan  Film  is  more  than  three  times  faster  than 
Kodak  Royal  Pan — for  superb  available-light  shots.  This  pic¬ 
ture  was  taken  at  1/25  second,/ 4.7;  developed  9  minutes  in 
DK-50.  If  you  haven't  tried  Royal-X  Pan  yet,  order  some 
soon.  Available  in  both  sheet  film  and  rolls. 


EASTMAN  KODAK  COMPANY,  Rochester  '  N.  Y. 
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CLASSIFIED  CLINIC 


Guaranteed  Result 
Want  Ad  Runs  Untd— 


By  Daniel  L.  Lionel 
CAM,  New  York  Herald  Tribune 


When  you  place  a  want  ad 
in  the  St.  Louis  (Mo.)  Globe- 
Democrat  results  are  “guar¬ 
anteed.” 

All  you  have  to  do  is  place 
your  ad  for  a  seven-time  run 
and  pay  for  it  when  you  get 
the  bill.  They’ll  run  your  ad 
until  it  gets  the  desired  results. 
The  gimmick  is  available  only 
to  non  -  commercial  advertisers 
who  have  merchandise  (other 
than  automobiles)  to  sell  and 
to  parties  with  apartments, 
rooms  or  houses  to  rent. 

According  to  CAM  Charles 
Schroeder,  the  average  ad  runs 
about  12  days  before  it  is  can¬ 
celled  for  results.  He  claims 
the  length  of  time  the  ads  run 
is  getting  shorter  all  the  time 
as  the  volume  increases,  thus 
providing  a  better  market  place 
for  the  readers. 

The  Regulations 

The  following  regulations  are 
listed: 


cessary  for  the  continuation  of 
publication  of  all  Guaranteed 
Result  advertisements. 

“8.  The  Globe-Democrat  re¬ 
serves  the  right  to  discontinue 
publication  of  the  advertise¬ 
ments  on  a  Guaranteed  Result 
basis  which  they  believe  do  not 
meet  with  the  spirit  of  the 
above  requirements.” 

No  Time  Limit 

Guaranteed  Want  Ads  are 
not  new.  Many  papers  have 
used  the  device  in  connection 
with  National  Want  Ad  Week. 
These  papers  have  limited  the 
free  run  to  a  period  from  three 
days  to  one  week.  The  Globe- 
Democrat  is  the  first  paper  we 
have  heard  of  to  offer  to  run 
an  ad  without  any  time  limit 
until  results  are  achieved. 

While  the  accounting  depart¬ 
ment  of  a  newspaper  offering 


such  a  proposition  must  look 
aghast  at  the  profit  and  loss 
implications  of  it,  the  strategy 
is  quite  clear  from  a  sales  point 
of  view. 

“Person-to-Person”  want  ads 
are  in  the  same  category.  Many 
metropolitan  newspapers  offer 
these  at  the  “magic”  rate  of 
“1  line — 1  week — $1.”  An  ad 
that  runs  for  a  week  on  this 
basis  brings  a  rate  of  14  2/7c 
per  line.  Some  are  cancelled 
before  expiration.  This  brings 
the  rate  up,  of  course.  After 
billing  and  handling  costs  are 
considered  there’s  not  too  much 
left.  To  the  possible  net  loss 
must  be  added  the  cost  of  pro¬ 
motion,  a  not  inconsiderable 
factor  since  this  feature  is 
usually  built  on  a  huge  wave  of 
in-paper  and  outside  hoopla. 
“Person  -  to  -  Person”  want  ads 
have  paid  off  handsomely  for 
some  papers  in  terms  of  build¬ 
ing  volume  and  reader  traffic, 
thus  enabling  the  paper  to 
raise  commercial  want  ad  rates. 
*  *  « 

Unique  Quality 

The  recent  Boston  newspaper 
shutdown  accentuated  the  de¬ 
pendence  of  real  estate  people 
on  want  ads.  Commenting  on 
the  situation,  Francis  W.  Perry, 


Classified’s  Quarter-Century  Club 


“1.  All  advertisements  placed  Another  in  a  series  of  sketches  of  veterans  who  were  honored 
on  a  Guaranteed  Result  basis  by  ANCAM  with  special  certificates.  It  tells  how  they  got  into 
that  will  be  published  until  the  classified  and  what  made  them  stay.  Today’s  subject:  WORTH 
advertiser  has  received  the  de-  WRIGHT,  Classified  Advertising  Manager,  San  Diego  (Calif.) 
sired  results.  Union  &  Tribune. 


“2.  Advertisements  will  be 
accepted  from  Non-Commercial 
individuals  only. 

“3.  Advertisements  must  be 
ordered  for  seven  consecutive 
days.  (Advertisements  cancel¬ 
led  before  7  days  will  only  be 
charged  for  the  actual  number 
of  insertions  published.  The 
maximum  charge  regardless  of 
the  number  of  insertions  will  be 
for  7  days  of  publication). 

“4.  Every  advertisement  must 
contain  the  advertiser’s  tele¬ 
phone  number. 

“5.  No  additions,  deletions  or 
changes  accepted  on  original  ad. 

“6.  Guaranteed  Result  advei’- 
tisements  are  available  in  the 
following  classifications: 

“1.  Merchandise  for  sale  (ex¬ 
cept  automobiles). 

“2.  Rentals 

a)  Apartments  and  flats 

b)  Rooms  and  board 

c)  Houses 

“3.  Wanted  to  rent  (any  ac¬ 
commodations) 

“4.  Domestic  help. 

“7.  Prompt  payment  of  the 
seven-time  advertisement  is  ne- 


g  “The  writer  got  into  clas- 
I  sified  advertising  in  the  most 
m  highly  acceptable  mannei’ — 
g  by  answering  a  Help  Wanted 
S  ad  which  began,  ‘Young  man 
g  wanted  to  sell  classified  ad- 
J  vertising  for  the  Indiana- 
g  polis  News.’ 

g  “Having  just  been  dis- 
g  charged  from  the  Army  in 
I  the  Spring  of  1919,  I  con- 
g  sidered  myself  fortunate  to 
g  land  that  job.  Today,  some 
g  38  years  later,  I  still  think 
E  it  was  a  lucky  tuim  of 
g  events. 

I  “While  my  career  has 
I  taken  me  to  the  four  corners 
I  of  the  U.S.,  I  have  actually 
I  had  only  five  employers: 
I  (1)  the  Indianapolis  News, 
I  (2)  the  Hearst  organization, 
I  where  I  was  CAM  of  the 
I  Atlanta  Georgian,  Seattle 
I  Post  Intelligencer  and  Los 
I  Angeles  Examiner,  (3) 
I  salesmanager  of  the  classi- 
I  fied  department  of  the  Los 
j  Angeles  Times,  (4)  CAM  of 
I  the  Pasadena  Star-News  and 
I  (.5)  CAM  of  the  San  Diego 
g  Union  and  Evening  Tribune. 


Worth  Wright 


“I  have  stayed  in  classified  m 
because  it  is  the  most  in-  g 
teresting  department  of  the  g 
newspaper — ^where  the  little  B 
old  lady  with  the  shawl  g 
rents  her  spare  room  for  a  P 
much-needed  $7  per  week,  £ 
and  an  advertiser  who  is  an  g 
income  property  specialist,  E 
sells  a  $556,000  property  g 
from  a  one-time  ad.  Both  of  J 
these  events  happened  just  g 
yesterday!”  1 


president  of  the  Boston  Realj 
Estate  Board,  tells  what  hap- ' 
pens  to  just  one  segment  of 
business  when  newspapers  dis¬ 
appear  from  the  scene  for  jujt^ 
a  few  days :  “The  lack  of  claa- 1 
sified  advertising  during  the 
strike  slowed  business  to  a 
‘snail’s  pace’  in  many  cases; 
those  in  need  of  housing  were 
confined  largely  to  offerings  in 
their  neighborhood. 

“If  the  strike  had  continued  1 
longer,  the  conditions  would  1 
have  been  chaotic  in  many  busi¬ 
nesses  because  of  the  shutdown  ! 
of  the  classified  pages.” 

The  Boston  Real  Estate 
Board,  as  an  emergency  public 
service,  established  a  weekly 
listing  service  of  home  and 
apartment  offerings  to  help 
bridge  the  gi-eat  gap  left  by  tlj 
absence  of  Boston  newspaper!. 
These  lists  were  distributed 
through  115  bank  outlets. 

“The  effectiveness  and  unique 
quality  of  classified  adverti*- 
ing,”  explained  Mr.  Perry, 
“comes  from  the  confidence  and 
affection  that  each  reader  has 
for  his  newspaper.  The  thin 
column  rule  that  separates  the 
news  and  feature  columns  from 
the  advertising  columns  allows 
the  reader’s  confidence  in  his 
newspaper  to  extend  over  it  to 
its  advertisers.  This  is  whst 
makes  classified  and  all  news¬ 
paper  advertising  an  unquali¬ 
fied  success  when  it  is  rightly 
used.” 


Newspaper  Awards 
Given  at  State  Fair 


Hutchison,  Kans.  y 

Awards  to  the  Sweepstakes 
winners  in  each  of  the  six  divi¬ 
sions  of  the  Kansas  Better 
Newspaper  Contest  sponsored 
by  the  Kansas  Press  AssociatiM 
were  presented  in  ceremonies  at 
the  Kansas  State  Fair  Sei)t.  14. 

Topping  Division  I,  for  week-  J 
lies  with  less  than  1,000  cir¬ 
culation,  was  the  Bucklin  Ban¬ 
ner,  edited  and  published  by 
Mr.  and  Mrs.  Tom  Buchanan. 
The  Division  II  winner,  for 
weekly  newspapers  in  the  1,000 
to  2,000  circulation  bracket,  was 
the  Oakley  Graphic,  edited  by 
Dick  Ramsey,  and  the  division 
for  weeklies  over  2,000  circula¬ 
tion,  w'as  won  by  the  Barber 
County  Index  of  Medicine  Lodge, 
Larry  Funk,  editor. 

In  the  daily  categories,  win¬ 
ners  wei’e:  less  than  4,000, 
Wellington  Daily  News,  Mr. 
and  Mrs.  Stewart  Newlin,  4- 
10,000,  Garden  City  Daily  Tele¬ 
gram,  Bob  Wells  recently  be¬ 
came  publisher,  succeeding  Stu¬ 
art  Awbrey;  more  than  10,0(W, 
Salina  Journal,  Whitley  Austin. 
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EXTRA ! 


NEW 

HIGH 

FLAME 

RESISTANT 

N  EWSPRESS 

ROLLER 


THE  BINGHAM 


FIVE  STAR  ROLLER 


This  is  the  Bingham  FIVE  STAR  (FINAL) 
★  ★★★★,  the  latest  and  best,  effectively 
flame-resistant  newspress  roller  .  .  .  another 
"first”  added  to  the  famous  Bingham  line  of 
flame-resistant  newspress  rollers,  which  daily 
—  on  more  presses  than  any  other  kind  — are 
getting  the  nation’s  papers  on  the  street  and 
in  the  mail  while  news  is  still  news.  Another 
speed  factor  is  the  faster  Bingham  regrinding 
service  provided  by  Bingham’s  nationwide 
network  of  factories. 


From  your  nearest  Bingham  factory,  your 
most  exacting  requirements  can  be  supplied 
in  a  minimum  of  shipping  time.  This  will  keep 
your  rollers  on  your  presses  earning  profits— 
not  in  a  freight  car  or  truck. 

For  safety  sake,  standardize  on  Bingham  Five 
Star  flame-resistant  rollers.  Whether  you  need 
new  rollers  or  faster  regrinding  service— do 
as  most  metropolitan  dailies  do— so  contact 
your  nearest  Bingham  plant. 


NATURAL  RUBBfR  OR 
fLAf/E  RESISTANT  ROLLERS- 
RUBBER  REGRINOING  SERVICE 


SERVING  THE  PUBLISHING  INDUSTRY 
rOR  OVER  100  YEARS 


Bingham  Rollers  are  on  more  presses  than  any  other  kind 

Chicago  •  Atlanta  •  Cincinn.iti  •  Cicwt'and  •  Dallas  •  Dps  Moines  •  Detroit  •  Houston  •  Indianapolis  •  Kalamaroo  •  Kansas  City  •  MiUauhep  •  Minneapolis  •  Nashvillt 

Oklahoma  City  •  Pillsburoh  •  SI.  Louis  •  Searcy,  Arh.  .  Springfield.  O. 


only  criterion,  however,  we 
might  not  feel  so  strongly  about 
its  use.  To  this  efficiency  we 
must,  of  course,  add  the  in¬ 
tangibles  of  prestige,  appetite 
appeal,  package  identification, 
more  lasting  impression,  more 
profound  readership,  stronger 
it  is  for  the  advertiser.  Many  advertiser  recognition,  associa- 
of  our  new'spapers  proudly  dis-  tion  with  magazine  color  adver- 
play  these  advertisements  to  tising  (if  any),  mei'chandising 
retailers  in  their  markets.  In-  values,  point-of-sale  values,  I’e- 
evitably,  tie-in  advertising  in  tailer  recognition,  salesmen  en- 
retail  ads  appears  simultane-  thusiasm,  and  so  forth.  No  one 
ously  since  retailers  recognize  advertisement  can  accomplish 
the  mutual  advantages  of  the  its  objective  without  the  im- 
double  reminder  of  the  house-  measurables,  and  we  feel  that 
wife.  color  is  a  strong  catalyst  in  an 

“Our  severest  criticism  of  advertisement’s  formula  to 
ROP  coloi',’’  Mr.  Baczewski  create  action, 
said,  is  the  inconsistency  of  the  The  best  result  we  have 
printing.  We  do  feel  somewhat  achieved  wiht  a  color  advertise- 
strongly  that  newspapers  ment  was  the  acceptance  of  our 
should  attempt  to  affect  more  products  by  a  retail  chain  in 
rigid  controls  over  color  print-  which  we  had  little  or  no  dis¬ 
ing.  Poor  reproduction  can  only  tribution  prior  to  the  first  mer- 
deter  the  accomplishment  of  the  chandising  push  and  introduc- 
advertisement’s  objective,  which  toi'y  effort  on  this  product.  Re¬ 
is  in  turn  detrimental  to  the  suits  were  also  immediate  and 
median  carrying  it.  In  some  significant  in  the  stores  where 
cases  this  has  become  so  serious  we  did  have  distribution.  From 
that  we  have  discontinued  color  that  point  on,  we  were  sold  on 
advertising  and  reverted  to  color.” 
black  and  white.  More  rigid  • 

controls  can  mean  any  number 

of  areas;  for  example:  Barriciiii  Candy  Opens 

“1)  Training  of  pressmen;  Jewish  Holiday  Drive 
2)  Careful  choice  of  inks;  3)  ^  newspaper  and 

Careful  control  of  inking  cyl-  advertising  drive  (via 

inders;  and  4)  Adequate  proof-  j  ^o.)  is  being  em- 

ing  before  and  after  plating  ^y  Barricini  Candy 

Other  less  significant  criti-  to  promote  holiday  gift 

cisms  may  be  the  general  dis-  ^ages  and  assortments  for 

interest  in  color  evidenced  by  observers  of  the  Jewish  New 
many  newspapers.  Few  news-  year,  Rosh  Hashanah.  The  in- 
paper  salesmen  pretend  to  sell  tensive  campaign  started  Sept. 
Its  benefits  or  have  sufficient  jg  continue  until  the 

knowledge  of  color  to  discuss  its  beginning  of  the  holiday  period, 
many  facets  with  an  advertiser.  Newspaper  insertions  up  to 
Many  have  little  confidence  in  go^  jjnes  are  scheduled  for  the 
their  newspapers  ability  for  york  Times,  \ew  York 

good  CO  or  reproduction  and  Philadelphia  Inquirer, 

thus  soft-pedal  its  use.  Many  lyashington  (D.C.)  Post-Times 
newspapers  cannot  give  an  ad-  forward 

yertiser  a  guarantee  of  publica-  Day-Journal. 


Controls 

{Continued  from  page  22) 


GIANT  CLAMBAKE  was  a  highlight  of  the  entertainment  progrim 
at  the  joint  meeting  of  New  England  circulation  and  promotion 
executives  at  Rockland,  Me.  recently.  Pictured,  left  to  right;  Richord 
Winn,  Parade;  Mrs.  George  Clarke,  Hartford;  Laurence  H.  Stubbs, 
Portland;  and  Mrs.  Winn. 


N.  Y.  Stock  Excliaiifse 
Coiitiiiiies  .4tl  Program 

Keith  Funston,  president. 


BIB  AND  TUCKER— Darah  Dil- 
laha,  University  of  Kansas  co-ed, 
gets  Robert  H.  Collins  ready 
for  the  clambake.  She  was  a 
panlelist  on  teen-age  affairs;  he 
is  promotion  manager  of  Guy 
Gannett  newspapers  of  Maine. 
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Atlanta « 

i4  Gr** 

1  Tb*  r^S^**  * 

la»«ap^J^  the  M« 

\  A»r\nSL  !l«e\«ion 


This  ad  first  ran  in  August  1955  when  Atlanta's 
population  was  813,000.  Soon  we  revised  it  to  read 
831,000.  Since,  the  jumps  have  been  to  869,000  and 
885,000.  Atlanta's  growth  continues  at  such  a  pace 
we  fall  back  on  newspaper  editing  technique  to  keep 
up  with  the  count — NOW  900,000. 

Metropolitan  Atlanta  looks  to  a  million  in  four 
years.  The  interstate  highway  system  now  brings  an 
18-county  area  with  over  1,200,000  people  within 
a  60-minute  drive  of  Atlanta. 

Your  best  way  to  sell  this,  the  South’s  largest 
market,  is  with  the  South's  largest  newspapers.  The 
Atlanta  Journal  and  Constitution.  With  over  half  a 
million  circulation  they  give  you  total  coverage  of 
Atlanta  and  powerful  family  coverage  of  all  Georgia. 


Covers  Dixie  Like  the  Dew 


The  South’s  Standard  Newspaper 


Represented  by  Kelly-Smith  Co, 


Circulation:  458,373  daily 
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PERFECTION  PERFORATOR  TAPE  WHICH  BEGAN  AS  A  SPECIALIZED  DEVICE  FOR  TRANSMITTING  MESSAGES  HAS 


SUDDENLY  BECOME  A  SOLID  BASIS  FOR  AUTOMATION  IN  MANY  FORMS.  IT  CAN  BE  USED  FOR  MORE  PURPOSES 


day’s  Gasoline  You’re  Driving  Insurance  Agents  Ad 

a  Bargain,  the  OPW  celebra-  ^ 

tion  this  year  is  aimed  at  giving  Fund  Tops  $500,000 

the  public  the  facts  behind  the  „i  r  xt  ^  i 

„  ,  o  ,  ,  ■  ,  Members  of  the  National 

quality  and  value  of  petroleum  ,  . 

j  .  sociation  of  Insurance  As 

products,  and  a  better  under-  voluntarily  eontrib 

standing  of  the  oil  industry  s  ^^^T.OOO  thus  far  towar 

contribution  to  the  economic  .  *•  i  ^  * 

,  .  ,  ,  JF<s,00(),00()  national  adverti 

and  social  growth  and  develop- 
ment  of  America.  campaign. 

The  campaign,  created 

Scheduled  events  include  Doremus  &  Company, 

speeches,  civic  luncheons  and  York  advertising  agency, 
dinners,  proclamations  by  gov-  aroused  the  enthusiasm 
ernors  and  mayors,  fairs.  agents  throughout  the  U.S, 


Oil  Progress  Week 
Set  for  Oct.  13-19 


The  petroleum  industry’s 
tenth  annual  Oil  Progress  Week 
will  be  observed  Oct.  13-19. 

Climaxing  a  year-round  pub¬ 
lic  relations  program.  Oil  Pro¬ 
gress  Week  is  sponsored  on  be¬ 
half  of  the  industry  by  the  Oil 
Information  Committee  of  the 
American  Petroleum  Institute. 

With  the  slogan  “With  To- 


SOCIETY  EDITOR  of  the  N.» 
York  World-Teleqram  and  Sun, 
newly  appointed,  is  Mrs.  Stephtn 


Van  Rensselaer  Strong. 


Merchandising  Study 
Issued  by  Ad  Agency 

Doyle  Dane  Bembach,  Inc., 
announced  this  week  publica¬ 
tion  of  the  latest  in  its  series 
of  studies  in  the  field  of  mer- 
candising. 

The  43-page  report  is  en¬ 
titled  :  “Marketing’s  Coming 
Readjustment  to  Low-Margin 
Retailing,”  compiled  and  writ¬ 
ten  by  E.  B.  Weiss,  the 
agency’s  director  of  merchan¬ 
dising.  The  chapter  headings 
of  the  study  include:  The  Shop¬ 
ping  Public  Wins  a  YKtory; 
The  Return  of  Elastic  Pricing: 
The  Public  has  Become  Off- 
Price  Conscious;  An  Objective 
Approach  to  Low-Margin  Re¬ 
tailing:  What  is  a  Discount 
House?:  What  Paved  the  Way 
for  the  Discount  House?;  Cur¬ 
rent  Trends  Among  the  Dis¬ 
count  Houses;  How  Established 
Mass  Retailers  are  Reacting  to 
Discount  House  Competition: 
and  Now  —  the  Manufacturer 
and  the  Discount  House. 

Interested  business  executives 
may  write  to  the  New  York 
or  Los  Angeles  offices  of  Doyle 
Dane  Bernbach  for  copies. 


PERFECTION  TEIETYPESETTER  TAPE  is  used  with  satisfaction 
on  more  teletypesetters  than  any  other  brand. 


PERFECTION®  TELETYPESETTER  TAPE 


7/1"  standard  width.  Spatial  widths  available. 


Dispansas  directly  from  magaiine— 10  to  a  carton. 

3000'  lengths  give  up  to  21  hours  of  uninterrupted  service. 
19"  between  folds.  No  need  to  crimp  and  crease. 


ROLLS: 

t"  diameter— Pocked  32  rolls  per  carton 

Colors— Buff,  While,  Green,  Slue,  Pink,  Canary  and  Gray, 


All  Media  To  Share 
111  Lewyt  Ad  Program 

The  Lewyt  Corporation  an¬ 
nounced  this  week  that  mor* 
than  half  of  its  yearly  $4  mil¬ 
lion  advertising  budget  will  b« 
used  this  fall  and  winter  in 
all  media  to  capture  sales  for 
its  new  Hi-compression  auto¬ 
matic  cleaner. 

Henry  DorfT,  vicepresident  in 
charge  of  sales  and  merchan¬ 
dising,  said  that  full-page  ads 
are  scheduled  for  consumer 
magazines  and  heavy  emphasis 
will  be  placed  in  newspapers  on 
the  local  level. 
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PERFECTION*  BRAND  Commum 


and  PedortT'.ance 


For  Tops  in  Service 


Write  for  booklet  of  information  and  saniplet 


TELETYPESETTER  USER  REPORT:  Estherville,  Iowa 


"Extra-large  and  special  editions  are 

all  in  a  day's  work  with  TTS*"  equipment!" 


A.  J.  McDonald,  (right),  Daily  News  mechanical  superintendent,  and  Bob  Heins,  an 
apprentice  printer,  check  the  TTS  operating  unit  attach€*d  to  one  of  the  two  linecasting 
machines  in  the  shop.TTS-equipped  linocasting  machines  may  also  be  operated  manually. 


says  Deemer  Lee, 

Editor  and  Publisher, 
Estherville  Daily  News 

‘•We’re  getting  ‘type  out  of  our  ears’ 
for  the  first  time  here  at  the  News,” 
writes  Mr.  Lee.  “We  turned  out  about 
450  lines  per  hour  before  installing 
Teletypesetter  equipment,  but  now 
we’re  averaging  over  700  lines  per 
hour  with  our  two  machines.  This 
makes  it  easy  for  us  to  handle  extra- 
large  papers,  special  editions  and  other 
unusual  situations.” 

The  Estherville  Daily  News,  pub¬ 
lished  in  Estherville,  Iowa,  first  in¬ 
stalled  Teletypesetter  equipment  in 
April,  1953.  TTS  was  added  to  a 
Model  C  Intertype.  In  November, 
1954,  the  Daily  News  bought  a  new 
Linotype  Comet,  installing  another 
TTS  operating  unit  at  the  same  time. 
Editor  and  Publisher  Lee  continues: 

“We  punch  all  our  local  news  and 
classified  ads,  running  this  tape  along 
with  the  AP  wire  tape  we  receive.  This 
takes  care  of  all  our  straight  matter 
production. 

“In  addition,  our  TTS  system  helps 
us  meet  earlier  deadlines  than  ever 
before.  Since  our  demands  for  live 
spot  news  are  heaviest  at  the  noon 
hour,  we  run  the  two  machines  and 
the  perforator  right  through  lunch¬ 
time.  This  gives  us  type  when  we 
really  want  it,  keeps  production  up  to 
our  needs. 

“We’re  currently  using  three  oper¬ 
ators  to  keep  our  perforator  going 
full-time— one  in  the  morning,  another 
in  the  afternoon,  and  a  third  at  night. 
We’ve  found  that  any  good  typist  can 
easily  be  trained  to  operate  the  perfor¬ 
ator— usually  in  a  matter  of  days! 

“Though  our  total  costs  of  TTS 
type  production  are  about  the  same  as 
they  were  with  manual  operation, 
we’re  using  a  great  many  more  pro¬ 
duction  units.  And  our  cost  per  unit 
has  been  cut  considerably.” 

If  you  would  like  to  cut  composi¬ 
tion  costs  and  increase  type  produc¬ 
tion  with  TTS  mechanical  automation, 
write  to:  Teletypesetter  Corporation, 
Dept.  E9,  2752  North  Clybourn 
Avenue,  Chicago  14,  Illinois. 


TELETYPESETTER 


Barbara  Murphy,  a  junior  college  student  who  helps  out  part-time,  looks  up  from  her  work 
at  the  TTS  perforator.  Any  good  typist  can  be  quickly  trained  to  operate  the  perforator. 
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Newsmen  Win  Praise 
In  Integration  Strife 


By  Tom  Flake 

Acting  City  Editor,  Nashville  Banner 


Nashville,  I’enn. 

A  lanky,  serene-talking  young 
man  named  Frederick  John 
Kasper  walked  into  the  Banner 
city  room  early  one  morning  in 
July  and  asked  to  be  inter¬ 
viewed. 

Reporter  Ed  Huddleston  took 
the  assignment  from  the  desk, 
allowed  Kasper  his  say  (within 
limits)  and  the  story  ran  inside 
the  paper.  It  was  about  the 
usual  Kasper  pitch,  with  re¬ 
straint.  He  was  going  to  work 
here. 

Kasper  got  little  space,  al¬ 
though  many  of  his  meetings 
were  staffed,  from  then  until 
a  dynamite  blast  shook  Nash¬ 
ville  in  the  early  morning  dark¬ 
ness  of  Sept.  10.  The  Yankee 
agitator  hadn’t  been  drawing 
sizeable  crowds,  and  our  edi¬ 
tors  saw  no  point  in  helping 
him  rally  supporters. 

Little  Trouble  Expected 

Perhaps  it  was  this  lack  of 
publicity  that  made  things  so 
rough  on  reporters  trying  to 
keep  an  eye  on  the  proceedings 
at  Kasper’s  harangues.  The 
Banner’s  Bill  Surber  left  a 
memo  in  the  city  desk  one  might 
explaining  his  strategy  for  per¬ 
sonal  safety  in  Kasper’s  rough¬ 
neck  audiences. 

Surber  wore  a  tattered  sports 
shirt  and  work  trousers,  chewed 
on  a  toothpick  and  sought  to 
remain  as  near  as  possible  to 
the  ample  skirts  of  an  over¬ 
weight  feminine  Kasperite,  hop¬ 
ing  to  pass  for  her  son.  In  ad¬ 
dition,  the  reporter  contributed 
seven  cents  when  the  hat  was 
passed. 

It  seemed  reasonable  to  ex¬ 
pect  that  there  would  be  a  mini¬ 
mum  of  real  trouble  when  city 
schools  opened  on  Sept.  9. 

Only  a  relative  few  of  the 
schools  were  to  be  affected,  and 
a  mere  126  Negro  first-graders 
W'ere  eligible  to  enroll  in  pre¬ 
viously  all-white  schools.  No 
more  than  19  Negro  enrollments 
came,  at  a  half-dozen  schools. 
At  last  for  this  year,  desegre¬ 
gation  in  Nashville  appeared  to 
be  largely  a  theoretical  matter. 
The  plan  here  has  been  for  a 
grade-by-grade,  year  -  by  -  year 
change,  subject  to  Federal  Court 
approval  for  subseiiuent  years. 

The  City  school  board  had 
lost  a  lawsuit,  and  Nashville 
had  taken  it  all  quietly,  except 


for  protests  by  respectable  pro¬ 
segregation  organizations  which 
sought  legal  means  to  maintain 
separate  school  system  for  the 
races.  Few  indications  were 
seen  that  this  city  would  have 
troubles  comparable  to  those 
elsewhere  in  the  South. 

Noisome  Group 

But  there  was  Kasper  and 
his  chief  local  aide,  a  preacher 
named  Fred  Stroud,  who  got 
to  knowing  Kasper  through  the 
membership  of  the  latter’s 
mother  in  a  New  Jersey  congre¬ 
gation  of  Stroud’s  sect.  And 
there  was  a  tiny  but  noisome 
group  bearing  the  KKK  tag,  led 
by  a  sheet-metal  worker  named 
Emmett  Carr.  A  few  weeks  ago, 
Carr  told  a  reporter  he  didn’t 
want  to  associate  with  Kasper’s 
type  of  people. 

Hoping  it  was  useless  plan¬ 
ning,  the  Banner  city  desk 
worked  out  an  almost  full-staff 
schedule  for  covering  the  open¬ 
ing  of  the  schools.  Days-olf 
were  switched  when  necessary, 
hours  were  readjusted,  and  as¬ 
signments  were  placed  on  the 
bulletin  board  several  days  in 
advance.  City  Editor  Bob  Bat¬ 
tle  came  off  his  vacation  for  a 
day  to  help  get  things  started. 

Ace  trouble  -  shooter  Jack 
Setters  and  chief  photographer 
John  Malone  got  the  “roving” 
job,  going  along  with  police  of¬ 
ficials  on  constant  tours.  Re¬ 
porters  and  photographers  were 
teamed  at  each  school. 

Crowds  gathered,  rough 
things  were  said,  a  few  mis¬ 
siles  were  hurled  that  day.  But 
it  could  have  been  worse.  The 
second  day  was.  The  staff  was 
dispatched  as  it  had  been  the 
day  before. 

In  rapid  order.  Setters, 
Mickey  McLinden,  Ken  Morrell 
and  Jim  Elliott  telephoned  the 
desk  the  same  words;  “All  hell 
is  breaking  loose  out  here.” 
Fortunately,  there  was  little 
additional  dispatching  of  per¬ 
sonnel  to  do.  It  was  a  problem 
of  processing  reams  of  copy 
and  stacks  of  photos — most  of 
them  showing  unidentified  per¬ 
sons. 

Coverage  was  broken  into 
several  stories,  and  we  decided 
to  break  the  main  story  into 
sections  set  off  school-by-school 
with  10-point  subheads.  All  the 


pertinent  information  was  there 
— somewhere  . 

The  Visiting  Press 

Hordes  of  “visiting  firemen” 
among  the  working  press  cre¬ 
ated  a  problem  for  police  in  ef¬ 
forts  to  keep  hostile  crowds 
away  from  school  areas.  The 
crowds  felt  they  could  go  any¬ 
where  the  reporters  and  camera¬ 
men  did.  Police  applied  their 
off-limits  edicts  to  newsmen 
like  everyone  else.  For  the  local 
press,  at  least,  it  proved  no  seri¬ 
ous  problem.  We  had  the  con¬ 
tacts. 

Television  and  radio,  with 
their  massive  equipment,  added 
fuel  to  the  agitators’  fires.  And 
correspondents  out  of  New 
York  and  other  Northern  cities 
looked,  talked  and  acted  suf¬ 
ficiently  non-Southern  to  stir 
resentment  among  the  hate- 
stirred  Kasperites. 

The  midnight  bombing  of 
Hattie  Cotton  School,  where  one 
Negro  girl  had  been  enrolled 
with  no  excitement,  no  crowds, 
no  trouble,  was  the  turning 
point  in  the  worsening  situ¬ 
ation.  It  not  only  sickened  the 
thousands  of  Nashvilleans  who 
had  no  part  in  the  disorders; 
it  clearly  brought  a  change  in 
the  ways  of  many  ardent  se¬ 
gregationist  demonstrators. 

“My  God,”  said  a  friend  of 
Banner  Reporter  Larry  Brinton 
who  had  been  listening  with 
one  ear  to  the  police  I'adio  while 
chatting  with  Brinton  on  the 
phone,  “they’ve  blown  up  Hat¬ 
tie  Cotton.”  We  got  political 
writer  Dick  Battle,  who  lived 
nearby,  on  the  scene  in  minutes 
and  a  photographer  joined  him. 

‘No  Scum,  No  Ragtag’ 

Up  to  then,  the  police  had 
sought  to  break  up  crowds  and 
demonstrations  with  as  little 
roughness  and  toughness  as  pos¬ 
sible.  They  hoped  it  would  blow 
over.  The  next  day  proved,  too, 
that  they  had  wondered  to  what 
extent  the  press  would  back 
them  if  they  got  really  rough. 
The  Banner  is  far  from  inte- 
grationist. 

A  Banner  editorial  thun¬ 
dered:  “If  John  Kasper  is  not 
to  be  put  behind  bars  for  the 
offenses  of  which  he  already 
stands  convicted  (at  Knoxville, 
Tenn.),  Nashville  authorities 
should  see  to  it  that  he  is  run 
out  of  town.” 

In  Nashville,  the  Banner  said, 
there  must  be  “no  scum,  no 
renegades,  no  ragtag.”  This  was 
clearly  a  definition  of  the  ele¬ 
ment  behind  Kasper.  There  was 
a  diffei’ence  between  segrega¬ 
tionists  and  Kasperites. 


Arrests  followed.  Kasper 
found  himself  in  the  pokey  in 
nothing  flat.  A  country  con¬ 
stable  followed  up  arrests  by 
city  officers,  getting  the  agi¬ 
tator  out  of  bed  and  taking  him 
to  an  all-night  restaurant  for 
an  hour-long  conversation  over 
cups  of  coffee  before  haling  him 
into  court. 

The  lanky  Yankee  explained 
to  Peek  that  he  did  the  things 
he  did  because  he  was  “school¬ 
ed”  by  Ezra  Pound,  the  poet 
now  in  a  mental  institution. 
Neither  the  constable  nor  a 
night  judge  was  impressed  by 
the  explanation. 

Incidentally,  this  was  the 
first  time  Constable  Flovd  Peek 
had  been  in  General  Sessions 
Judge  Mitchell  Van  Zicarelli’s 
court  since  he  himself  was  con¬ 
victed  by  Zicarelli  for  contempt. 
The  judge  some  months  ago  ac¬ 
cused  Peek  not  only  of  talking 
out  of  turn  but  of  noisily  “shak¬ 
ing”  a  door  to  create  a  dis¬ 
turbance.  But  this  time  he  was 
on  Peek’s  side.  “No  bond.”  he 
told  Kasper. 

Crowded  Court 

Kasper’s  appearance  in  City 
Court  brought  every  news  me¬ 
dium  representative  in  the  area 
into  one  small  room  of  an  anti¬ 
quated  building  that  soon  will 
be  vacated.  Judge  Andrew 
Doyle’s  excoriation  of  the  de¬ 
fendant  was  the  most-covered, 
most-photographed  judicial  pro¬ 
nouncement  of  the  decade.  The 
judge  clearly  was  aware  of  the 
audience. 

Awaiting  bond  on  City 
charges  and  transfer  to  County 
Jail  on  the  State  misdemeanor 
charge  lodged  by  the  constable, 
Kasper  was  chased  all  over  the 
City  Workhouse  by  photogra¬ 
phers  as  he  carried  a  cloth  for 
his  duty  of  wiping  off  the  jail 
bars.  Authorities  had  no  objec¬ 
tion  to  the  lensmen’s  presence. 

Back  in  County  Jail  with  a 
gland  jury  indictment  hanging 
over  him,  Kasper  may  have 
read  the  Thursday  afternoon 
Banner  with  additional  mis¬ 
givings  about  what  he  called 
“yellow  journalism.” 

For  there  on  page  one  was 
an  old  picture  of  Kasper  and 
friends  whooping  it  up  in  the 
old  days  in  Greenwich  Village. 
Some  of  the  friends  were  of 
African  descent. 

As  the  troubled  first  week 
of  desegregation  ended,  kind 
words  from  Police  Chief  Doug- 
lase  Hoose  left  newsmen  with 
a  glow  of  satisfaction.  They’d 
done  their  job  without  arousing 
ire  of  anyone  but  those  who 
already  were  mad  at  practically 
everybody. 
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Neiv  Bureau  Movie,  ^‘People,  ProJits  anil  You!’’’’, 
Wins  Rave  Revietvs  from  Publishers  ami  Admen 


"l*EOPLE,  Profits  and  Yoi  !”,  the  Hureau  of  Advertising's  new 
16mm  color  motion  picture,  is  ideal  for  showing  to  advertisers  during 
National  Newspaper  Week.  October  1-8. 

The  enthusiastic  reception  given  to  the  movie  in  advance  screen¬ 
ings  throughout  the  country  has  proven  the  shf)w  a  sparkling  hit. 
In  fact,  s|H.‘cial  efforts  were  made  to  insure  “tough”  audiences  wher¬ 
ever  jx)ssihle  in  order  to  test  the  show  “under  fire.”  The  quotes 
shown  here  are  typical  of  the  reactions  encountered  from  viewers. 

You’ll  want  to  show  the  film  that’s  creating  more  talk  than  any 
other  media  presentation  of  its  kind.  Produced  in  Hollywood  by 
Transfilm  under  the  direct  supervision  of  Edward  A.  Falasca.  Bu¬ 
reau  Promotion  Director,  the  film  is  highly  ])rofessional  in  technical 
quality.  Its  broad  appeal  is  evidenced  by  the  continuing  requests  for 
extensive  use  of  the  film  by  businessmen  who  have  already  seen  it. 

Members  of  the  Bureau  have  Ik-cu  sent  descriptive  material  an¬ 
nouncing  the  film’s  availability.  For  further  information,  write  to: 


BX7REA.X7  of  i^DVEBTISIN’G 


OF  THF,  AMERIC  AN  NEWSPAPER  PUBLISHERS  ASSOCIATION,  INC. 

485  Lexington  Ave.,  New  York  17,  N.  Y.  •  360  N.  Michigan  Ave.,  Chicago  1.  Ill. 
333  Pine  St.,  San  Francisco  4,  Calif.  •  3670  Wilshire  Blvd.,  Los  Angeles  5,  Calif. 
2761  Guardian  Bldg.,  Detroit  26,  Mich. 
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PUBLISHER  . . .  “In  47  years  of  newspaper  publishing,  I  have 
never  seen  a  presentation  to  compare  with  it.” 

—  John  F.  Tims.  Pres.,  New  Orleans  Times-Picayune. 


ADVERTISER  ...  “It  is  positively  wonderful!  I  could  write  you 
a  5,000  word  letter  raving  about  its  specifics.  The  script  was 
terrific!"  —  Ken  Pearson,  Ad  Dir.,  CVA  Company  (Wines). 


NEWSPAPER  REPRESENTATIVE  . . .  “The  presentation  of  ‘People, 
Profits  and  You!'  was  a  thrilling  experience  . . .  outstanding  . . . 
a  superb  job.”  — C.  H.  Conland,  Gilman,  Nicoll  A  Ruthman. 


NEWSPAPER  PROMOTION  MANAGER  ...  “I  feel  this  is  the  finest, 
most  professional  sales  tool  for  newspapers  ever  developed  by 
the  Bureau.”  —  Lester  R.  Barnhill,  Prom.  Mgr.,  Miami  Herald. 
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NANA  Will  Become 
Alliance  Once  More 


By  James  L.  Ceilings 

The  man  is  going  to  put  the 
word  alliance  into  NANA 
again.  It’s  been  missing  since 
1932. 

Fred  Methot,  director  of  sales 
and  promotion,  North  American 
Newspaper  Alliance,  was  telling 
how  it’s  going  to  happen.  For 
background,  he  recalled  that 
the  organization  was  started  in 
1922  by  a  group  of  independent 
l)ublishers  who  banded  together 
to  buy  major  writers  and  artists 
they  couldn’t  afford  individually. 

“The  full  meaning  of  the 
word  alliance  continued  until 
1932,’’  Fred  explained,  “then  we 
became  just  a  regular  supple¬ 
mentary  service,  privately 
owned,  with  the  old  customers 
hanging  on. 

“My  idea  is  to  bring  back  the 
full  significance  of  the  word, 
because  I  know  we  can  render 
a  more  individualized  and  ex¬ 
panded  service. 

“I  plan  to  do  this  by  appeal¬ 
ing  to  the  old  clients — those  in 
the  original  alliance — by  mailed 
questionnaire,  to  begin  with. 
But  the  questions  w'on’t  be  limi¬ 
ted  just  to  these  people. 

“Any  editor  taking  the  serv¬ 
ice  will  be  asked  to  contribute 
thoughts  and  suggestions.  The 
purpose,  of  course,  is  to  find  out 
what  they  want  in  the  way  of 
name  writers,  stories,  features. 


“Not  only  that,  but  I  hope  to 
form  an  advisory  group  to 
guide  our  report  editorially  for 
the  benefit  of  clients.  This 
group,  rotated  from  year  to 
year,  will  be  comprised  of  at 
least  12  members  of  the  work¬ 
ing  press  —  probably  managing 
editors — ^who  handle  our  stuff.” 

Fred  said  he  also  wants  to 
have  seminars  held  in  conjunc¬ 
tion  with  regional  and  national 
ASNE  meetings  at  which  there 
will  be  an  exchange  of  ideas  be¬ 
tween  his  shop  and  clients. 

“It  will  amount  to  a  closer 
liaison  wdth  customers,”  he 
said. 

Further,  he  said,  there  will 
be  annual  awaids  to  those 
client  papers  best  displaying 
NANA  copy. 

“There  will  be  plaques  pre¬ 
sented,”  the  promotion  director 
said,  “and  possibly  cash  prizes. 
Finally,  there  will  be  an  award 
for  the  best  story  of  the  year 
contributed  to  NANA  by  a  cli¬ 
ent  correspondent. 

Eyerly's  Vieiv 

In  a  letter  to  United  Feature 
Syndicate  about  the  Capp — 
Saunders  phony  feud,  Frank 
Eyerly,  managing  editoi',  Des 
Moines  Register  &  Tribune, 
said: 

“In  Des  Moines  we  are  not 


Best  hand  -  holder ! 

Charles  H.  Goren  is  the  world’s  outstanding  bridge 
authority .. .has  won  more  tournaments  than  any 
champion  in  history,  every  major  trophy,  the  All- 
American  ...  is  a  life  master  of  the  American  Contract 
Iridge  League... and  since  1935  each  year  has  ranked 
among  the  ten  best  in  the  U.  S. . . . 

4«€»ren  on  Bridge 

is  authoritative,  informative,  makes  good  players  better,  and 
bridge  playing  more  fun.  Goren  writes  as  well  as  he  plays! 
“Goren  on  Bridge,”  “Canasta  Column,”  and  “Introductory 
Series  for  Beginners”  serves  every  need  . . .  builds  regular 
readership  and  a  loyal  following.  For  proofs  and  prices,  phone, 
wire,  or  write  Mollie  Slott,  Manager... 


Chicuffn  Trihutte^IVew  Ynrh  JNou's 

WmmM  XvlCH  Huilitintf,  Xt'tr  Ynrk 
Yrihunv  Twiror,  I'hlraiio 


concerned  with  the  feelings  one 
cartoonist  may  have  for  another. 
Our  interest  is  in  comic  strips 
and  the  field  of  entertainment. 

“We  do  not  consider  it  smai-t 
business  for  cartoonists  to  be¬ 
little  and  minimize  the  comic- 
strip  field  and  its  selling  meth¬ 
ods.  It  matters  not  whether 
the  ‘feud’  is  contrived  in  a  cock¬ 
tail  lounge  or  whether  it  results 
from  genuine  ill-feeling.  The 
effect  on  the  reader  is  identical, 
in  our  judgment. 

“It  seems  to  me  that  the 
comic  industry  is  in  trouble,  and 
the  troubles  of  the  comic  in¬ 
dustry  automatically  become 
troubles  for  the  newspapers.  It 
seems  to  us  that  when  one  comic 
strip  ridicules  another  you  pre¬ 
sent  newspaper  audiences  with 
one  of  two  dilemmas:  first,  if 
the  strips  are  appearing  in  the 
same  newspaper  or  in  the  same 
market,  you  detract  from  the 
legitimacy  of  each  creative  ef¬ 
fort;  second,  in  markets  where 
the  readers  are  familiar  with 
only  one  strip,  the  caricature  of 
another  strip  seems  pointless. 

“  ...  In  the  Capp-Saundeis 
sham  battle  w'e  are  dealing 
with  a  mass  audience  which  fre¬ 
quently  is  unfamiliar  with  the 
creators  of  the  strip.  Our  feel¬ 
ing  is  that  when  a  cartoonist 
minimizes  and  satirizes  one 
comic  strip  character  he  tends 
to  minimize  and  deflate  all 
others.” 

Classified  Gags 

General  Features  Corp.  has 
available  for  mid-October  re¬ 
lease  a  daily  gag  panel,  “Ad 
Libs,”  designed  primarily  for 
the  classified  page,  with  art  by 
Jim  Whiting  and  gags  by  Larrv 
Hurb. 

“The  purpose  of  the  panel,” 
according  to  S.  George  Little, 
GFC  president,  “is  to  nab  the 
reader  on  his  whirlwind  flight 
to  the  comics  or  sports  section 
and  land  him,  at  lea.st  briefly, 
among  the  classified  ads. 
While  there,  he  may  browse 


IV  you  havo  Intornatienal  builnoti 
InteroiH  oitoclated  with  publiihing, 
printin9,  advertUIng  or  commareiat 
radio,  and  you  want  to  kaap  in  touch 
with  thota  activitiet  in  Australia  and 
Now  Zealand,  read  Newspaper  News, 
the  national  monthly  business  news¬ 
paper  devoted  to  those  closely  ro¬ 
tated  interests  of  "Down  Under.** 


IS  Hamilton  St.,  Sydney  Austroilo 
Annual  Subscription  to  U.  S.  |SJ(1 
ITrite  for  tampU  copy. 
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OFF  BEAT — What  do  cops  say 
about  reporters  behind  their 
backs?  Henry  Gordon,  a  Cleve¬ 
land  Press  reporter  who  worked 
as  a  policeman,  gives  the  cops- 
eye  view  of  the  press  in  story 
on  page  155.  Don't  miss  it! 


around,  see  something  that  in¬ 
terests  him.  The  upshot  is 
bound  to  be  more  results  for 
adverti.sers.” 

On  Women 

Hall  Syndicate  reports  it  has 
on  hand  a  12-article  .serializa¬ 
tion  of  Dr.  John  A.  Schindler’s 
book,  “Woman’s  Guide  to  Better 
Living  52  Weeks  a  Year.”  It 
will  be  released  Oct.  28.  The 
articles  deal  with  women’s  piob- 
lems  in  marriage,  family  and 
job. 

N.  Y.  Publishers 
Elect  C.  J.  Nuhii 

Whiteface,  N.  Y. 

Clifford  J.  Nuhn,  editor-jiub- 
lisher  of  the  Poughkeepsie  New 
Yorker,  was  elected  president  at 
the  closing  session  of  the  an¬ 
nual  meeting  of  the  New  Y’ork 
State  Publishers  Association 
here  this  week. 

Gene  Robb,  Albany  Times- 
Vniov,  was  named  vicepresident 
and  Fritz  S.  Updike,  Rome 
Sentinel,  was  renamed  secre¬ 
tary-treasurer. 

The  publishers  renewed  their 
appeal  to  the  Legislature  to 
eliminate  secrecy  provisions  in 
the  state’s  new  Youth  Court 
Act  which  is  to  become  effective 
next  April  1. 

Panel  di.scussions  were  con¬ 
ducted  on  women’s  features 
and  on  advertising  dispatch 
systems. 
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HEADLINE  NEWS  from 


NEWSPRINT  FACTS 


^  MILL  EARNINGS  DROP,  COSTS  STILL  CLIMBING..  .  A  summary  compiled  by 

Newsprint  Information  Committee  discloses  thirteen  of  fourteen  news¬ 
print  manufacturing  companies  reporting  earnings  at  mid-year  showed 
a  decline  from  last  year  averaging  22  per  cent. 

☆  ALL-OUT  AIR  OFFENSIVE  CHECKS  INSECT 

THREAT  TO  TIMBER  FOR  FUTURE  NEWSPRINT  SUPPLY 

. .  .  Producers,  f^xleral  and  local  governments  join  to  win  major  battle, 
but  expensive  war  against  insects  which  ravage  forests  is  endless. 

☆  FALLING  OUTPUT  RATIO  MAY  BE  TOO  MUCH  OF  A  GOOD  THING 

.  .  .  Appraisal  of  capacity  -  production  situation  shows  mill  operators 
keeping  sharp  eye  on  supply-demand  picture  with  realization  too  much 
idle  capacity  will  mean  higher  newsprint-manufacturing  costs. 

SELF-DUMPING  BARGE  FOILS  WOOD-EATING  OCEAN  HITCHHIKERS 

. . .  Ingenious  barges  which  unload  themselves,  speed  timber  tow,  thwart 
wood  borers  and  save  labor  in  effort  to  keep  newsprint  costs  down. 

ANOTHER  FREIGHT  INCREASE  ABSORBED  BY  PRODUCERS 

.  . .  Newest  raise  granted  U.  S.  railroads  pushes  freight  rates  on  news¬ 
print  150  per  cent  above  1946,  adds  further  to  producers’  costs  .  .  , 
freight  increases  outrun  newsprint  price  increases. 


The  headlines  and  summaries  oi  articles  reprinted  here  are 
taken  from  the  September  issue  oi  Newsprint  Facts. 

To  receive  this  and  other  issues  write 

NEWSPRINT  INFORMATION  COMMITTEE 
150  East  42nd  Street  New  York  17,  N.  Y. 
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Picture  Eds 

(Continued  from  page  11) 

‘always  use  outlines  undei'  a 
picture.’ 

“How  did  he  know?  Why,  be¬ 
cause  the  man  said  so.  He 
didn’t  find  it  out  himself.  Some¬ 
one  told  him,  so  it  is  a  great 
truth.  You  should  not  do  any¬ 
thing  always  in  the  picture 
business,  and  that  is  a  rule. 

“That  is  what  keeps  throw¬ 
ing  all  these  editorial  experts 
when  they  run  up  against  pic¬ 
tures.  They  think  there  ought 
to  be  some  rules.” 

He  glared  at  his  listeners  and 
pulled  hard  on  his  coat  collar. 

“You  can  learn  pictures.”  he 
said,  ‘’‘but  the  only  thing  you 
will  learn  is  to  respect  them. 
Otherwise  it  is  like  trying  to 
make  love  with  a  pair  of  boxing 
gloves  on.” 

Later,  some  wit  proposed  that 
Charles  T.  Haun  be  made  head 
man  on  the  Pulitzer  Prize  photo 
committee. 

Lifers  Quint 
Knocks  Layouts 

Bearnard  Quint,  associate  art 
director.  Life,  was  as  unhappy 
with  newspaper  layout  as  Mr. 
Haun  with  picture  editors. 

There  is  a  lack  of  cohesion 
and  an  abundance  of  super¬ 
ficiality  in  the  photo  pages  of 
most  newspapers,  the  speaker 
believes.  In  an  illustrated  talk, 
he  criticized  the  photo  spreads 
of  several  papers. 

Babies,  animals,  nature,  news 
and  personalities  are  all  thrown 
together  without  reason  or 
design,  he  said,  and  many  of 
the  photos  are  staged.  There’s 
no  story  or  unity  in  such 
presentation ;  it’s  catch-as- 
catch-can. 

“The  development  of  the 
modern  photo  magazine,”  he 
said,  “has  enlarged  the  public 
image  to  include  more  than  the 
fact  of  an  event.  The  rare,  the 
strange,  the  fantastic,  the  in¬ 
nermost  thoughts  and  feelings 
of  all  of  us  in  any  phase  of 
life  and  the  world  around  us 
are  part  of  modern  photo¬ 
graphy.  Through  photography 
skillfully  presented  one  feels 
capable  of  identifying  with  the 
widest  variety  of  experience. 

“You  will  all  agree,  I  think, 
that  Life  must  be  credited  in 
this  sense  with  a  large  share 
in  this  development.  It  has  also 
brought  a  great  contribution  to 
the  idea  of  the  modern  photo 
essay.  This  form  has  not  yet 
been  thoroughly  understood  nor 
adequately  put  to  use  in  news¬ 
papers.” 


SHOT  WORTH  WAITING  FOR- 
(Mich.)  Monitor-Leader  set  up 
waited  for  the  right  moment  to 
steeple  toppling  in 

Importance 
of  Captions 

On  the  subject  of  captions, 
G.  W.  Churchill,  managing  edi¬ 
tor,  Nashville  Tennessean,  and 
Joe  Kastner,  copy  editor,  Life, 
had  this  to  say: 

Mr.  Churchill:  “The  caption 
brings  understanding.  It  makes 
a  picture  of  a  person,  place  or 
thing  come  alive  for  the  reader 
of  the  newspaper  or  magazine. 
The  successful  writer  of  cap¬ 
tions  starts  with  this  fact. 

“Don’t  be  afraid  of  emotion. 
It’s  sentiment  that  can  give  a 
picture  real  impact.” 

Mr.  Kastner:  “The  great 
fault  of  caption  writers  many 
times  is  not  explaining  too 
much  about  the  picture  but 
too  little.” 

Patterson  Stresses 
Pix  Sell  Papers 

Jack  Patterson,  photo  editor, 
Vancouver  (B.C.)  Sun,  said 
newspapers  have  to  be  well 
packaged  to  sell,  and  pictures — 
good,  big  pictures — are  an  im¬ 
portant  part  of  the  packaging. 

His  paper  does  a  good  job  of 
merchandising  pictures,  he  said, 
explaining: 


-Louis  Walters  of  the  Mount  Clemens 
his  camera  in  the  right  place  and 
catch  this  split-second  picture  of  a 
a  $750,000  church  fire. 

“We  play  some  pictures  up  to 
eight  columns  on  page  one.  Our 
newspaper  isn’t  a  good-looking 
package  without  a  large  pic¬ 
ture  on  this  page.  They  sell 
better  than  they  would  with  a 
dramatic  display  of  type.  It’s  a 
way  to  brighten  the  paper.” 

Mr.  Patterson  said  the  Sun 
runs  about  five  editorial  color 
pictures  a  week. 

Pictures  Not  Snaps, 
Smallsreed  Insists 

Pictures  won’t  be  snapshots 
if  the  photographer  uses  imag¬ 
ination  and  ingenuity  and  isn’t 
lazy,  George  Smallsreed,  Jr., 
staff  photographer,  Columbus 
(Ohio)  Dispatch,  reminded  the 
conference. 

Credit  for  good  pictures,  new 
darkrooms,  proper  and  complete 
equipment,  monthly  consulta¬ 
tions  and  bull  sessions — all 
these  have  built  excellent  mo¬ 
rale  on  the  Dispatch  staff, 
which  prides  itself  in  giving 
each  picture  an  extra  touch, 
Mr.  Smallsreed  said,  illustrat¬ 
ing  his  points  with  staff-made 
pictures. 

“I  have  talked  to  many  pho¬ 
tographers,”  he  said,  “w’ho  say 
they  can’t  do  the  right  kind  of 


job  because  they  have  10-12  as¬ 
signments  to  do  and  they  run 
too  close  together.  In  many 
cases  this  is  an  excuse  they  are 
using  for  the  lazy,  sloppy  work 
they  are  turning  out.” 

IP ickersham :  Bad 
Taste  Marketable 

Good  taste  is  an  elusive  qual¬ 
ity  that  most  people  can’t  cap¬ 
ture  and  bad  taste  is  a  market¬ 
able  product. 

So  Ben  Wickersham,  Look 
picture  editor,  told  the  photo¬ 
journalists.  He  delivered  the 
talk  of  William  Arthur,  Look’s 
managing  editor  now  on  a 
European  trip. 

“The  so-called  good  taste  of 
the  Victorian  era  is  bad  taste 
from  our  point  of  view  now,” 
Mr.  Wickersham  said.  “But 
from  the  practical  standpoint 
of  our  profession  we  have  to 
devise  for  our  own  use  and 
guidance  a  working  code  of 
ethical  standaids.  From  that 
frame  of  reference  we  can  safe¬ 
ly  say  that  any  sharp  deviation 
from  that  code  is  in  bad  taste.” 

The  demand  for  bad  taste 
is  widespread  and  constant,  he 
said,  adding  that  editors,  more 
than  writers  and  photogra¬ 
phers,  are  mostly  to  blame  for 
its  existence. 


Edition  Dedicated 
To  Walter  Walker 

Grand  Junction,  Colo. 

The  Grand  Junction  Daily 
Sentinel  brought  out  a  118-page 
edition,  largest  in  its  history, 
Sunday,  Sept.  15,  to  commem¬ 
orate  the  75th  anniversary  of 
the  founding  of  the  city.  The 
edition  had  six  color-front  sec¬ 
tions  and  was  dedicated  by 
Publisher  Preston  Walker  to 
the  memory  of  his  father,  Wal¬ 
ter  Walker,  who  died  a  year 
ago  after  nearly  50  years  as 
publisher.  Much  of  the  ma¬ 
terial  in  the  edition  had  been 
collected  and  treasured  by  him. 

Charles  Judson  of  the  news 
staff  did  the  major  work  and 
editing,  with  general  staff  as¬ 
sistance  and  that  of  hundreds 
of  others,  many  removed  from 
the  area.  The  edition  of  25,000 
copies  was  sold  out  the  day 
after  publication. 


Lovejoy  Fellow 

Watervtlle,  Me. 

Buford  Boone,  publisher  of 
the  Tuscaloosa  (Ala.)  Newt 
has  been  selected  by  Colby  Col¬ 
lege  as  its  1957  Lovejoy  Fellow. 
He  will  be  awarded  an  hon¬ 
orary  doctor  of  laws  degree  by 
Colby  Nov.  8. 
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Quevedo  Bergen 


Ezpeleta  Turriago 


story  of  its  country’s  struggle 
for  the  restoration  of  demo¬ 
cratic  ideals  and  economic 
stability  after  a  decade  of 
destructive  dictatoi’ship. 

Realtor  Buys 
Miami  Tower 


Mergenthaler  Awards 
To  4  Writers,  Magazine 


Winners  of  the  fourth  an¬ 
nual  Mergenthaler  Awards  for 
outstanding  achievements  by 
Latin  American  journalists  are 
announced  by  William  M. 
Pepper  Jr.,  chairman  of  the 
Awards  Panel  of  the  Inter- 
American  Press  Association. 

The  Awards,  known  as  “the 
Latin  American  Pulitzers,”  will 
be  presented  at  the  13th  annual 
meeting  of  the  lAPA  in  Wash¬ 
ington  Oct  18. 

The  Awards  consist  of  five 
prizes  of  $500  each  to  indivi¬ 
dual  journalists,  and  a  bronze 
plaque  to  a  publication.  The 
Awards  program  is  conducted 
by  the  Inter-American  Press 
Association  with  a  grant  from 
the  Mergenthaler  Linotype 
Company  in  honor  of  Ottmar 
Mergenthaler,  inventor  of  the 
Linotype. 

The  1957  winners  are: 


try,  particularly  with  reference 
to  the  needs  of  underprivileged 
children. 

Roberto  Justo  Ezpeleta — for 
his  series  of  articles  that  re¬ 
sulted  in  the  breaking  of  a  meat 
monopoly  that  had  victimized 
the  people  of  his  community. 

Hernando  Turriago  (Chapete) 
for  his  subtle  penetration  of 
the  veil  of  censorship  during 
the  recent  dictatorship  that 
afflicted  the  Colombian  people 
and  'or  his  interpretation  of 
the  nation’s  state  of  affairs. 

Veritas  —  for  interpreting 
to  the  Argentine  people  and 
the  hemisphere  at  large  the 


Mi.4MI,  Fla. 

The  16-story  Miami  Daily 
News  Tower  building,  one  of 
Greater  Miami’s  skyline  sym¬ 
bols,  has  been  purchased  by 
Iiwing  Maidman,  New  York 
realtor  and  builder,  from  Day- 
ton  Newspapers,  Inc. 

James  M.  Cox,  president  of 
the  newspaper  firm,  said  that 
a  block  square  parking  lot 
across  the  street  from  the 
Tower  which  fronts  on  Biscayne 
Boulevard  was  part  of  the  pur¬ 
chase. 

Long  a  landmark  of  down¬ 
town  Miami,  the  building  con¬ 
tains  83,000  square  feet  and  is 
zoned  for  offices  and  manufac¬ 
turing.  It  was  designed  as  a 
copy  of  the  Giralda  Tower  in 
Sevilla,  Spain.  The  news  has 
erected  a  new  multi-million  dol¬ 
lar  plant. 


ROCHESTER, 


MNNESOTA 


Miguel  Angel  Quevedo,  of 
Bohemia,  Havana,  Cuba; 

Jose  Francisco  Borgen,  of 
La  Prensa,  Managua,  Nicara-  | 
?ua;  I 

Roberto  Justo  Ezpeleta,  of  ; 
El  Rivadavia,  Comodoro  Riva-  ! 
davia  (Chubut),  Argentina; 

Hernando  Turriago,  who  ! 
signs  his  work  “Chapete,”  El  , 
Tiempo,  Bogota,  Colombia; 

The  magazine  Veritas,  Buenos 
Aires,  Argentina,  I 

No  aw’ard  was  made  in  photo¬ 
graphy. 

Citations  accompanying  the 
awards  were: 

Miguel  Angel  Quevedo,  for 
his  vigorous  and  unceasing 
®^™?Kle  for  freedom  of  the 
press  in  Cuba  and  the  rest  of 
the  hemisphere.  Bohemia’s  edi¬ 
torial  comments  and  articles 
have  consistently  opposed 
restrictions  on  freedom  of  the 
press  in  spite  of  possible 
retaliation  during  perilous 
times  in  Cuba. 

Jose  Francisco  Borgen  initi¬ 
ated  and  promoted  effective 
projects  on  behalf  of  health 
and  social  welfare  in  his  coun- 


158,500 


A  35,000  population  city  with  a  150,000  population  skyline 

Lines  of  ROP 
Color  Advertising 

During  the  First  8  Months  of  1957 
the  Northwest's  Number  One  Test  Market 

ROCHESTER  POST  BULLETIN 

Over  21,600  circulation  doily 
See  your  John  Budd  man. 


Sell  with  COLOR  in  the 

Eltoona 

SlRirrot 

Altoona  Pennsylvania’s 
Only  Evening  Newspaper 

RICHARD  E.  BEELER,  Adv.  Mgr. 
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How  Bureau’s  Search 
Led  to  Lipscomb 


comparative  rankings,  showed 

there  were  five  each  from  the  OUFt  dU  ^^11161  S 


four  agreed  areas.  T^^ct 

From  this  20,  the  tw’o  groups  X  Col 

representing  publishers  and  con-  a  year  and  a  half  ago 
sultant  selected  four  finalists.  Charles  T.  Lipscomb  Jr.,  then 
In  these  final  interviews  the  president  of  the  J.  B.  Williams 


C.  Robert  Martin,  associate 
of  Booz,  Allen  &  Hamilton, 
management  consultants,  this 
week  told  how  the  board  of 
directors  of  the  Bureau  of  Ad¬ 
vertising,  ANPA,  found  and 
finally  agreed  unanimously  on 
Charles  T.  Lipscomb  Jr.,  to  be 
president  of  the  corporation. 

BA&H  was  retained  last 
April  by  the  Bureau’s  board  to 
help  their  special  Selection 
Committee  of  six  and  all  the 
directors  in  the  search  for  a 
successor  to  Harold  S.  Barnes. 

Just  what  fee  was  involved 
Mr.  Martin  would  not  disclose; 
nor  did  he  tell  wrhat  amount  of 
compensation  was  set  for  the 
position  when  the  search  began 
and  as  it  progressed.  Steps 
were  taken  to  narrow:  down  103 
possible  candidates  to  a  final 
four. 

The  management  counsel  firm 
named  a  group  to  work  on  the 
manhunt.  Besides  Mr.  Martin, 
there  were  Ed  Buimell,  coordi¬ 
nating  partner,  and  Thornton 
Snead,  in  Chicago,  and  six  con¬ 
sultants,  two  in  New  York,  two 
on  the  west  coast  and  two  in 
Chicago. 

First  step  was  to  determine 
the  type  of  man  desired.  BA&H 
consultants  interviewred  key 
members  of  the  Bureau  staff, 
agency  executives,  and  pub¬ 
lisher  members. 


Out  of  these  inteiwiews  came 
a  job  specification  that  sounded 
as  if  “some  god’’  was  the  ob¬ 
ject  of  the  hunt,  according  to 
Mr.  Martin.  In  brief  it  was 
agreed  that  whoever  w'as  chosen 
should  be: 


1 —  A  dedicated  spokesman  for 
ALL  newspapers. 

2 —  A  strong  marketing  ex¬ 
ecutive. 

3 —  A  successful  selector  of 
media. 

4 —  A  dynamic  personal  sales¬ 
man. 

5 —  A  top  management  man, 
decision-maker  and  a»lministra- 
tor. 

It  was  also  agreed  that  such 
a  person  could  be  found  among 
four  groups,  namely: 

1 —  Newspaper  executives,  in¬ 
cluding  special  representatives. 

2 —  Top  marketing  or  general 
managers  for  consumer  goods 
concerns. 

3 —  Advertising  agency  execu¬ 
tives. 

4 —  Top  executives  in  the  gen¬ 
eral  media  field. 

First  source  tapped  wras  the 
Bureau  members  themselves. 
They  had,  after  some  weeding, 
a  collection  of  about  50  names. 
This  list  W'as  cut  to  25.  Then 
75  names  w'ere  added  by  the 
management  counsel.  Out  of 
this  meeting,  103  possibilities 
W’ere  narrowed  dow'n  to  30  most 
likely  pi'ospects.  (It  is  interest¬ 
ing  to  note  that  Mr.  Lipscomb 
was  already  on  this  list  in 
June,  although  he  did  not  sell 
J.  B.  Williams  Co.  until  Aug. 
28.  Rumors  of  the  sale  were 
current  at  the  time.) 

Consultants  of  BA&H  were 
instructed  to  interview'  per¬ 
sonally  each  one  of  the  30,  and 
report  by  Aug.  1.  By  July  20, 
the  field  w'as  narrowed  to  20. 
Appraisal  of  the  20,  giving 


committee  had  the  voluntary 
assistance  of  Thomas  D’Arcy 
Brophy  of  Kenyon  &  Eckhardt 
and  John  Sterling,  chairman, 
Thin  Week  magazine. 

Three  of  the  four  finalists 
were  gainfully  employed. 

“They  w'ere  all  top-drawer 
candidates”,  Mr.  Martin  said. 
“All  had  different  salary  re- 
ouirements.” 

Early  in  .\ugust,  the  final 
four  were  interviewed  by  Mr. 


Pickus 


Company,  con¬ 
tracted  with 
the  Personnel 
Institute,  Inc., 
to  have  apti¬ 
tude  tests  given 
to  some  of  the 
f  i  r  m’s  execu¬ 
tives.  He  took 
the  test  him¬ 
self.  They  were 
administered  by 
Dr.  Jerome  Na- 


PUBLICITY-PUBLIC  RELATIONS 

New  England  consumer  goods  manufacturer,  largest  in 
its  field,  seeks  a  man  who  knows  how  to  dig  up  and 
make  the  most  of  product  publicity;  also  understands 
and  can  help  with  a  broad  program  of  corporate  public 
relations.  Previous  newspaper  experience  a  MUST. 


Excellent  salary  plus  extra  retirement  benefits  and 
advancement  opportunities.  Excellent  living  and  family¬ 
raising  conditions  in  central  New  England  town  only 
50-60  miles  from  three  metropolitan  centers.  Send 
complete  resume.  Box  3812,  Editor  &  Publisher. 


Jones,  Louis  A.  Weil,  and  ggj^  director  of  psychological 
Walter  Kurz  of  the  Bureau  s  sei'vices  of  the  Institute, 


board.  These  three  finally  ar¬ 
rived  at  a  feeling  that  Mr. 
Lin.scomb  was  the  man. 

The  following  week,  Mr. 
1  ipscomb  was  invited  to  Chi¬ 
cago  to  meet  as  many  of  the 
directors  as  could  be  assembled 
there  on  short  notice. 


This  week,  Morris  1.  Pickus, 
Institute  president,  revealed  re¬ 
sults  of  that  test.  Here  are 
highlights  of  the  findings: 


Well-Rounded 
“Mr.  Lipscomb  has  a  well- 


The  consultants  had  prepared  rounded  personality.  He  is  (1) 
a  40-page  summation  on  the  highly  extraverted,  mixing  well 
four  candidates.  In  the  case  of  "ith  people;  (2)  has  a  quality 
Mr.  Linscomb  there  was  a  spe-  of  dominance  indicative  of  his 
cial  15-nage  tvpew'ritten  bro-  leadership  ability;  (3)  is  in  the 
chure.  This  included  references  upper  level  of  self-confidence; 
from  members  of  the  board  of  und  (4)  has  self-sufficiency  or 
directors  of  the  J.  B.  Williams  social  independence,  which  is  to 
Comuany,  officials  of  Lever  say  he  cannot  be  swayed  by 
Brothers,  J.  Walter  Thompson  fhe  crowd. 

Company,  William  J.  Murray  “Mr.  Lipscomb  also  has  a 
Jr.,  chairman  of  the  executive  high  1.  Q.  He  reads  a  great  deal 
committe  of  McKesson  &  Rob-  and  has  an  acquisitive  mind, 
bins,  and  Lawrence  Anpley  “He  was  rated  high  in  per 
American  Management  Associ-  suasivcness;  high  also  in  social 

intelligence,  which  is  to  say  he 
There  was  such  hearty  agree-  displays  tact  and  diplomacy  and 
ment  on  Mr.  Lipscomb  at  this  ^  keen  knowledge  of  human 
meeting  and  also  at  another  nature.  His  sense  of  humor  is 
meeting  in  New  York  later  that 
it  was  decided  that  he  should 


be  invited  to  Sun  Valiev,  where  u  i  ht  t  -  v,  i.»c 

.....  .  ^  iu  j-  4.  „  lu  our  book,  Mr.  Lipscomb  has 

the  final  vote  of  the  directors  ,  ,  ’  ,.  ...  u.,... 

w'hat  an  executive  should  have 


highly  developed. 

“Finally,  and  most  important 


above  everything  else  and  w’hich 


w’ould  be  taken. 

Mr.  Martin  complimented  the  ,  .  , 

only  one  per  cent  of  executive! 
newspaper  group  on  the  x..,  _ i:*..  .i 

“thorough  objective  job  they 


have,  namely,  the  quality  of 
creative  imagination.  Further 


had  done  with  such  complete  .  ^  v,-  -or 

...  „  more,  he  coordinates  his  can- 

open-mindedness. 


411  Papers  Processed 
By  Media  Records 


do  factors  with  his  will-do 
factors  to  use  this  creative 
imagination  effectively. 

Not  ‘Gray  Flannel’ 


T,,  .  .  ,  ,  .  .  “Mr.  Lipscomb  wants  to 

The  total  number  of  daily  distinctive  He  is  definitely  not 


and  Sunday  newspapers 
processed  by  Media  Records, 


the  guy  in  the  gray  flannel  suit 


j.xvxxcooc  ujr  ...cu.a  {{g  both  appgarance  shd 

Inc.,  was  raised  this  week  x,  .  .  ,  ..  u.  it 

to  411  in  132  cities  with  showmanship.  He  is 


addition  of  the  Newark 
(N.  J.)  Star-Ledger  and  the 
Riverside  (Calif.)  Press 
Enterprise. 


also  tremendously  research 
minded. 

“But,  as  in  all  humans,  he 
is  not  perfect.  He  feels  tensions. 


According  to  L.  H.  Collins,  ^^n  he  irritable.  He  can  be  set 
vicepresident,  the  new  figure  his  way,  a  factor  that  nw> 
marks  the  highest  coverage  he  as  much  plus  as 
in  Media  Records’  30  years  he  he  will 

of  serving  the  industry.  definite  convictions  and  i  ^ 

courage  to  back  them  up  fully- 
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AP  Retires 
Eads,  Rand 
50- Year  Men, 

Bill  Eads  and  Rowland  Rand 
retire  from  the  Associated  Press 
Oct.  1  after  a  half-century  each 
in  the  newspaper  business. 


Copy  Boy  Writes,  Moves  On 

Cincinnati  boarder.  He  ate  in  the  hos- 


When  Alan  Linn  of  Iron- 
ton,  Ohio,  came  here  looking 


pital  cafe,  free. 

“I  was  finally  noticed,’ 


reportorial 


Be  Alan  wrote.  “The  nice  wo-  g 


grabbed  the  chance  to  be  a 
copy  boy  on  the  Enquirer. 
Alan  soon  dug  up  stories, 
got  himself  by-lines.  Then  he 
crashed  into  the  Sunday  En- 


man  who  supervises  the  dor¬ 
mitories  dropped  in  one  af¬ 
ternoon  and  noticed  the  pic¬ 
tures  on  my  walls  and  my 
things  around  the  i-oom.  You 


A 


quirer  with  a  five-column  imagine  the  uproar.  She 
headliner  titled,  “Rascal  Says  notified  the  authorities.  They 


Phooey  on  Inflation.” 

Young  Linn,  who  took  a 
year  pre-med  at  Miami  Uni¬ 
versity  told  how  he  liv'^d 
rent-free  for  two  months  in 
the  dormitory  at  Cincinnati 


told  me  to  move  out.  In  fact, 
they  threatened  to  throw  me 
out.  Everyone  was  upset. 
I  left.  I  did  enjoy  myself, 
though.” 

Alan  Linn’s  farewell  to  the 
Enquirer  staff  is  attached  to 


By  coincidence,  the  news  =  ^ 

stories  of  the  past  50  years  |  ^is  bosses  or  the 
that  stick  in  their  memories  g  authorities,  became 

concern  ship  disasters  —  the  P.:, ^  . . 

Titanic  and  the  Morro  Castle.  '  .  , 

Mr.  Rand,  who  started  work  H.OC  AjipOlUtS 
for  the  AP,  May  1,  1908,  re-  - 

calls  vividly  how  he  was  in  IxGfflOIlftl  irlgr 
charge  of  60  boys  —  runners  ^ 
who  picked  up  bits  of  informa-  McHenry  Browne,  v 
tion  when  the  rescue  ship  dent  press  Sales  of  R 
Carpathia  landed  Titanic  sur-  Co.,  has  announced  the 
vivors  in  New  York  in  1912.  ment  of  Fred  GebI 
Mr.  Eads  handled  the  copy  Northeast  regional 
that  poured  out  of  Asbury  and  Charles  M.  Ke 
Park  when  the  Morro  Castle  Southern  regional  man 
went  up  in  flames  and  was  Mr.  Gebhard  is  a  ve 
beached  in  1934.  41  years  of  service  \ 

Mr.  Eads  went  to  work  as  a  company.  His  most  rec< 
cub  reporter  for  the  Jackxon-  fion  'was  as  a  Hoe  s 
rille  (Ill.)  Daily  Jotimal  Oct.  1,  pineer,  covering  Cans 
1907.  Before  joining  the  AP  in  the  Northeastern  state 
1927,  he  worked  for  the  Bloom-  Keeter,  who  v 

>ngton  (Ill.)  Bulletin  the  the  Hoe  company  Oct. 
Marion  (Ohio)  Star,  and  the  formerly  the  assistant 
Hudson  Dispatch  at  Union  City,  the  eastern  district  : 
N.  J.  In  recent  years  he  has  Electric  Manufacturing 
been  a  member  of  the  New  York  is  a  graduate  mechar 
.4P  bureau  staff.  Mr.  Rand  has  gineer  of  Texas  A  & 
been  a  member  of  the  Business  headquarters  will  be  a 
News  staff.  Joseph  L.  Auer,  pre: 

Mr.  Rand  says  from  now  on,  Hoe,  said  these  appo 
he’s  going  fishing.  Mr.  Eads,  ^  part  of  the  Hoe 
taking  a  leaf  from  a  World  Provide  more  efficient, 
fi’ar  I  colonel,  says  “I’m  a  g^m-  coverage, 
tieman  without  any  duties — will 
you  kindly  assist  me  in  doing 

Breakfast  Brie 

IQ”"'  c  •  *  I  Tse-tung,  Chim 

i>  i  Service  Award  munist  boss,  has  su 
Si'MTER,  S.C.  Yangtze  River  three 
Henry  Lesesne,  local  news-  is  now  revealed.  Pract 
man  and  free-lance  writer,  has  a  quick  getaway,  no  d( 
t*ren  elected  to  receive  the  1957 
Distinguished  Seiwice  Award  ♦  ♦  ♦ 

for  Journalism,  presented  an¬ 
nually  by  the  Southern  Associa-  better  amateu 

tion  of  Science  and  Industry.  «fon’t  appear  in  tele\n 
Mr.  Lesesne,  who  began  parents  of  two 

newspaper  work  more  than  30  youngsters  can  tell  y 
years  ago,  formerly  was  Inter-  take  place  in  front  of  i 
national  News  Service  bureau  From  the  Cleveland  Plain  Dei 
manager  in  Atlanta,  Ga.  _ 
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p  General  Hospital,  just  walked  tjje  editorial  room  bulletin  J 

E  in  casually,  unpacked  bags,  board;  he  said  he  enjoyed  j 

y  and  without  the  knowledge  his  brief  stay  there.  He  quit  p 

g  of  his  bosses  or  the  hospital  to  become  a  reporter  for  the  j 

1  authorities,  became  a  star  Middletown  (Ohio)  Journal.  1 


Hoe  Appoints 
Regional  Mgrs 

McHenry  Browne,  vicepresi¬ 
dent  press  Sales  of  R.  Hoe  & 
Co.,  has  announced  the  appoint¬ 
ment  of  Fred  Gebhard  as 
Northeast  regional  manager 
and  Charles  M.  Keeter  as 
Southern  regional  manager. 

Mr.  Gebhard  is  a  veteran  of 
41  years  of  service  with  the 
company.  His  most  recent  posi¬ 
tion  was  as  a  Hoe  sales  .en¬ 
gineer,  covering  Canada  and 
the  Northeastern  states. 

Mr.  Keeter-,  who  will  join 
the  Hoe  company  Oct.  1,  was 
formerly  the  assistant  manager 
of  the  eastern  district  for  Cline 
Electric  Manufacturing  Co.  He 
is  a  graduate  mechanical  en¬ 
gineer  of  Texas  A  &  M.  His 
headquarters  will  be  at  Dallas. 

Joseph  L.  Auer,  president  of 
Hoe,  said  these  appointments 
are  a  part  of  the  Hoe  plans  to 
provide  more  efficient,  national 
coverage. 


Breakfast  Briefs 

Mao  Tse-tung,  Chinese  Com¬ 
munist  boss,  has  swum  the 
Yangtze  River  three  times,  it 
is  now  revealed.  Practicing  for 
a  quick  getaway,  no  doubt. 


The  better  amateur  fights 
don’t  appear  in  telev-ision.  As 
any  parents  of  two  or  more 
youngsters  can  tell  you,  they 
take  place  in  front  of  it. 

From  the  Cleveland  Plain  Dealer 


Dibble  Appointed 
By  UP  for  Japan 

Ai-nold  Dibble  has  been  ap¬ 
pointed  United  Press  chief 
correspondent  and  manager  for 
Japan.  Announcement  was  made 
this  week  by  Earnest  Hoberecht, 
vicepresident  and  general  man¬ 
ager  for  Asia. 

Mr.  Dibble  has  arrived  in 
Tokyo  and  assumed  his  new 
duties.  A  seasoned  correspon¬ 
dent  and  editor  for  almost  20 
years,  he  sei-ved  as  a  UP  war 
correspondent  in  Korea. 

Born  in  Austin,  Minn.,  he 
attended  high  school  there  and 
was  graduated  from  the  Uni-, 
versity  of  Missouri.  He  joined 
United  Press  in  1938  and  has 
been  with  it  ever  since  except 
for  an  18-month  period  when 
he  was  editor  of  the  Periscope 
Department  of  Newsweek. 


New  Credit  Union 

Cleveland 
Forest  City  Publishing  Co., 
publisher  of  the  Cleveland 
Plain  Dealer  and  News,  has 
established  a  Credit  Union. 
William  Merkel  is  president.  A 
five-member  loan  committee  has 
been  .set  uj)  to  handle  applica¬ 
tions. 


"  MEMO 

J  (U/vtou/vdLi  acjAU  a/itfu  if  owl/ 
Out^toA^dULCj  aMJoJUjA4j6  ofjf  tftJlr 
Njsjut  Je/idUj  McuUctjC 
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adcutwyi  to  au/i  riiWxfpoptAe  Mdt- 

In  MksLcUiAie  cu 
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ElljiyJl^€U\  JbwiddjalL  ti?  ovdt/L 

to  .anzouti^  i/n^aCt  ir?  awo 
p/l/jcf/u/iZ  (1(1^ 

1^3. 


ACCOOflT  SUPERVISOR 


Rtprasented  Nationally  by  Ward-Gri/hIh  jCompany,  Inc. 
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The  Press  Camera  at  Work 


THE  LADY  HAS  A  QUESTION — After  being  interviewed  on  TV  in 
Italy  recently,  Gina  Lollobrigida,  the  movie  star,  had  a  question  for 
the  press:  She  asked  if  reporters  "enjoyed  sticking  their  noses  into 
other  people's  business.”  Julius  Humi  of  UP,  pictured  here  with 
Gina,  said  "that  was  quite  a  one  to  answer  with  20  million  people 
listening  in,  but  Mimmo  Guerrini,  a  Rome  columnist,  pulled  out  of 
it  by  saying  we  were  called  upon  to  do  some  unpleasant  jobs  some 
times,  much  like  an  actor  who  plays  the  role  of  a  villian." 


SURE  TO  COP  A  PRIZE — This  picture  of  a  small  boy  facing  up  to 
a  policeman  at  a  noisy  Chinatown  celebration  is  in  great  demand 
by  newspaper  readers  who  have  seen  it.  The  Washington  (D.C.)  Daily 
News  printed  it  first  Friday,  Sept.  13,  and  United  Press  distributed 
it.  The  News  has  received  thousands  of  requests  for  prints.  Cradil 
goes  to  William  Beall,  News  staff  photographer. 


'INVITATION  TO  BEAUTY' — a  32-page  tabloid  section  ran  in  the 
Boston  Sunday  Advertiser,  Sept.  IS,  after  a  special  presentation  made 
by  Women's  Editor  Ruth  Mugglebee,  right,  to  New  England  Toilet 
Goods  Association.  The  magazine  supplement  was  the  creation  of 
Bud  Luce  and  Monroe  Adler  of  Hearst  Advertising  Service  and 
James  King,  local  advertising  manager  of  the  Hearst  newspapers 
in  Boston. 


CHICKEN  INSPECTORS — Among  members  of  the  Niagara  Frontief 
Press  Club  enjoying  a  feast  of  "Acronized"  chickens  at  a  Buffalo 
barbecue  were:  Left  to  right — George  Borrelli,  Buffalo  Courier-Express: 
Ellen  Taussig,  Buffalo  Evening  News;  Jean  C.  Munhall,  Courier-Express; 
Mrs.  Alice  Partridge,  C-E  food  editor;  and  Ernie  Gross,  News  po¬ 
litical  writer. 

EDITOR  at  PUBLISHER  for  September  21,  1957 


up  to 
sm«nd 
Diily 

ibutid 

Crtdit 


PROPER  TIMING  IS 
BEFORE  THE  EVENT 

Before  you’re  accused  of 

LIBEL 


EMPLOYERS  REINSURANCE 
CORPORATION 

21  W  Tenth,  Kansas  City,  Mo 
New  York,  Chicago.  San  Francisco, 
107  William  17SW.  100  Bush 

St  Jackson  -  St. 


E.V.  Burling 
Columnist, 
Dead  at  64 


ABC  to  Try 
New  Sarnph 
Techniques 


OBSERVERS — Pictured  are  three 
of  the  10  European  journarists 
who  accompanied  transport  work¬ 
ers  from  abroad  on  an  inaugural 
flight  of  KLM  Royal  Dutch  Air¬ 
lines  from  Amsterdam  to  Hou¬ 
ston,  Texas.  The  Houston  Press, 
which  has  been  promoting  the 
new  air  service,  took  the  group 
under  its  wing  for  a  day.  The 
visitors  went  out  on  beats  and 
then  spent  an  evening  in  the 
homes  of  Houston  Press  staffeia. 


The  Audit  Bureau  of  Circula¬ 
tion.®  is  arranging  to  conduct  an 
audit  based  in  part  on  the  ap¬ 
plication  of  a  scientifically  pre¬ 
selected  statistical  sample. 

The  Bureau’s  Board  and  inan- 
a^ment  have  been  studying 
statistical  sampling  techniques, 
as  applied  to  circulation  verifi¬ 
cation,  for  more  than  a  year. 

Both  recordkeeping  and  audit¬ 
ing  procedures  have  been  de¬ 
veloped  sufficiently  to  the  point 
where  the  Bureau  plans  to  pro¬ 
ceed  with  an  experimental  audit 
of  the  circulation  of  the  Read¬ 
er’s  Digest,  for  the  period  of 
January  1,  1958,  through  June 
30,  1958,  provided  certain  re¬ 
quirements  are  met  by  the  pub¬ 
lication. 

Directors  of  the  Bureau  view 
it  primarily  as  a  possible  meas¬ 
ure  for  assisting  publishers  in 
reducing  recordkeeping  and 

ABC  costs. 

In  the  application  of  the  sys¬ 
tem,  a  1%  sample  of  subscrip¬ 
tion  production  would  be  used 

for  a  qualitative  breakdown  of  „  ^  . 

total  paid  circulation.  It  would  Hoston  Loniplaint 
require  the  fine  filing  of  only  1  Inquiry  Is  Closed 
per  cent  of  the  subscription  Wasi 

orders,  with  the  other  99  per  rp,  . 

cent  of  the  orders  retained  in  ,  f 
bulk  storage  until  such  time  as 

the  experimental  procedures  f  i  ^  ^ 

proved  satisfactorv.  It  could  he  reported  failure  of 

lead  to  the  discard  of  these  99 

per  cent  as  the  orders  are  ThT 

processed  shutdown.  The 

Ti,«  A "  j-i.  1.  ,  has  been  discontinued. 

The  Audit  Report  based  on  Loeb,  publi 

Sn  the  Manchester  (N.H. 

be  a  qualified”  report,  and  complain 

ilifv  f  k  ^^PP»-°P"a‘"  distributors  were  und. 
qualifying  statement.  • 


E.  V.  Durling,  columnist  for 
King  Features  Syndicate  since 
1939,  died  Sept.  13  in  a  New 
York  hospital  of  a  brain  tumor. 
He  was  64. 

Mr.  Durling  wrote  a  home¬ 
spun-variety  column,  “On  the 
Side,”  which  he  described  as  “a 
natural  for  those  readers  who 
put  rings  around  all  the  I’s  in 
a  piece  and  send  them  back  to 
the  writer.” 

His  subject  ranged  from  the 
stage  to  horse-racing  to  life  in 
general,  and  he  had  a  cracker- 
barrel  approach  and  philosophy. 
An  inveterate  smoker  who 
started  the  habit  at  14,  Mr. 
Durling  often  told  a  reader  he 
owed  him  a  stogie  for  not  hav¬ 
ing  a  fact  straight.  When  the 
columnist  was  incorrect,  he 
would  send  the  reader  a  cigar. 

The  big,  broad-shouldered 
writer,  bom  in  Manhattan,  was 
a  graduate  of  Wesleyan  Univer¬ 
sity  (1913),  where  he  was  cap¬ 
tain  of  both  the  football  and 
baseball  teams. 

While  in  college  Mr.  Durling 
was  a  correspondent  for  the 
Springfield  (Mass.)  Republican. 
In  1914  he  joined  the  New 
York  Morning  Telegraph  and 
became  one  of  the  first  Holly¬ 
wood  reporters  as  West  Coast 
correspondent  for  the  paper. 


Marge  Crumbaker,  "Career  Girl" 
columnist  of  the  Houston  Press, 
with  Marianne  Hook,  profile 
columnist  of  the  Svenska  Dag- 
bladet  of  Stockholm. 


Wilhelm  Liske,  chief  editor  of 
Nordpresse,  of  Hamburg  with 
Houston  Press  M.E.  James  H. 
Wagner. 


Egil  Borre,  sub-editor  of  Fyens 
Stiftstidend  of  Odense,  Denmark, 
with  Patrick  O'Bryan,  Houston 
Press  reporter. 


876.000  for  lo 

The  controlled  distribution 
over  876,000  was  a  complete 
sell-out  Monday  in  the  Phila¬ 
delphia  Inquirer’s  special  penny- 
newspaper  for  that  one-day 
only.  The  promotion  stunt  was 
Pnrt  of  a  Jubilee  Week.  In¬ 
quirer  circulation  for  August 
was  622,000. 


INTERNATIONAL  YEAR  BOOK 

Published  in  February 

ANPA  CONVENTION  ISSUES 

Published  last  two  Saturdays  in  April 

SYNDICATE  DIRECTORY 

Published  last  Saturday  in  July 

ANPA  MECHANICAL  CONFERENCE  NOS 

Published  first  two  issues  in  June 

THE  MARKET  GUIDE 

Published  during  November  each  year 

For  complete  information  on  that*  tarvica 
numbart.  and  advartiting  ratot,  writa  .  .  . 


by  commant,  pictura,  arror  in  fact  or 
kianiity;  or  of  ’  violating  Privacy  or 
Copyright,  Piracy  of  moltar  or  fwmot 

"  F  O  R  t  I  F  Y 

ogolnat  amborrouing  Iom  , 
with  our  spacioi  axea*s 

'  INSURANCE , 

covaring  thasa  haxords  — 
vnigva,  affactiva,  maxipafisiva 


Education  Editor 

Miss  Terry  Ferrer  has  been 
appointed  education  editor  of 
the  New  York  Herald  Tribune. 

She  has  been  education  editor 
of  Newsweek  magazine  for  10 
yonrs.  She  has  traveled  exten¬ 
sively  on  this  continent  in  South 
America  and  Europe. 

editor  8c  publisher  for  September  21, 
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Solvotion  Army  Helps  Unwed  MoHiers 


Usag( 


Lively  Session  Anticipated 
Today  Over  Stadium  Issue 

1. 1.  IMwt.  A 

— — «|»*— »n»°»  '— 1  XiitlpSiil 

News  In  Brief  1 

C-«lI»ltai  I  f/esfciiM  G*<  Wefcome  n 
1  fnm MenhoabTodef 


Newsprint 
;e  Is  Off 
Only  Slightly 

Consumption  of  newsprint  by 
U.S.  newspapers  in  the  first 
eight  months  of  this  year  was 
close  to  the  record  set  in  the 
con-esponding  period  of  1956. 

In  the  face  of  industry  re¬ 
ports  of  cutbacks  in  production, 

.ANPA  statistics  showed  this 
%veek  that  eight-months  usage 
of  newsprint  by  reporting  news¬ 
papers  was  less  than  1%  under 
that  in  the  same  period  for  1956 
and  it  was  3Cc  ahead  of  the 

1955  consumption. 

In  the  January-August  period 

the  newspapers  used  3,360,108 
tons.  Last  year’s  figure  was 
3,385,648. 

Inventories  Up 

Inventories  have  gained 
markedly,  publishers’  stocks  as 
of  Aug.  31  amounting  to  57 
days’  supply  (approximately 
800,000  tons.)  'The  mills  had 
222,116  tons  on  hand,  as  com¬ 
pared  with  141,762  tons  a  year 
ago.  For  some  time  many  of 
the  mills  have  been  getting 
back  to  “normal”  output  of  less 
than  100%  of  rated  capacity. 

For  seven  months  this  year  the 
average  w'as  98.8%  of  capacity. 

Production  of  newsprint  in 
North  America  during  August 
was  1%  below  the  all-time 
August  high  in  1956  and  ship¬ 
ments  were  down  almost  5%. 

U.S.  mills  turned  out  11%  more 
newspi’int  in  the  first  eight 
months  of  this  year  than  in 

1956  and  Canadian  mills  con¬ 
tributed  a  2.8%  gain,  making - - - 

the  continental  total  for  the  of  newsprint  showed  at  mid-  mous  expense  of  mill  expansion 
year  to  date  4.5%  greater  than  year  an  average  decline  of  22%.  iiow  under  way  to  meet  future 
in  1956.  Pressure  of  mounting  costs  was  publisher  needs.” 

The  Newsprint  Information  K«ven  as  the  reason  with  the 
Committee  reported  that  earn-  added  note  that  “the  industry’s 
ings  of  13  out  of  14  producers  problem  is  complicated  by  enor- 


This  Space  Reserved  for  Local 

Pleasing  effect  is  given  to  the  Page  Three  local  news  display  in  the 
Durham  (N.  C.)  Morning  Herald  by  the  extra  white  space  on  either 
side  of  column  rules.  (This  is  another  in  an  E&P  series  showing 
interesting  and  attractive  makeup.) 
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Newspaper,  Radio  &  Television  Properties 

BLACKBURN  &  COMPANY 

Washington,  0.  C.  Atlanta  Chicago 

JAMES  W.  BLACKBURN  STANLEY  WHITAKER  WILLIAM  B.  RYAN 

JACK  V.  HARVEY  CLIFFORD  B.  MARSHALL  333  N.  Michigan  Ave. 

Washington  Building  Healey  Building  Financial  6-6460 

STerling  3-4341  JAckson  S-1576 


Warning  on  Expansion 

In  another  release  the  Com¬ 
mittee  said  that  “a  substantial 
decline,  idling  costly  new  facili¬ 
ties,  could  add  enormously  to 
producer  overhead  and  put  a 
brake  on  expenditures  for  ca¬ 
pacity  that  will  be  needed  three 
or  four  years  hence.” 

The  earnings  story  mentioned 
the  industry’s  “loss”  of  $6  to 
$8  a  ton  on  the  New  York 
price  of  .$134  due  to  the  dollar 
exchange  premium  which  ran 
around  5%  in  the  first  half  of 
the  year.  The  rate  dropped  back 
to  near  4%  this  week. 

Citing  a  14%  profit  increase 
by  Bowater  Paper  Corp.  Ltd., 
the  Committee’s  release  via  Hill 
and  Knowlton,  Inc.  noted  that 
Bowaters  manufactures  a  wide 


range  of  products  in  addition 
to  newsprint.  No  mention  was 
made  that  several  of  the  com¬ 
panies  showing  a  drop  in  earn¬ 
ings  had  attributed  some  of 
their  losses  to  unfavorable  con¬ 
ditions  in  the  markets  for  prod¬ 
ucts  other  than  newsprint 
(E&P,  Aug.  17,  page  37.) 
Bowaters  has  just  announced 
a  cutback  in  production  of  sul¬ 
phite  pulp  at  Corner  Brook  “be¬ 
cause  of  adverse  market  condi¬ 
tions.” 

‘Subdued  Optimism’ 

William  A.  Hanway,  secre¬ 
tary  of  International  Paper 
Comjrany,  told  New  York 
Security  Analysts  that  his  com- 
jrany’s  view  was  one  of  “sub¬ 
dued  optimism.”  Demand  has 
not  fallen  off  much  in  the  paper 
business,  he  said,  and  prices  are 
stable.  International  expects 
the  fourth  quarter  to  be  “a  hit 
above  the  average,”  he  said. 

Speaking  to  stockholders  in 
New  York,  A.  B.  Layton,  presi¬ 
dent  of  Crown  Zellerbach  Com¬ 
pany,  said  sales  and  earnings 
for  July  and  August  were  lO'ii 
over  average  and  “the  i-ealistic 
outlook  for  the  paper  industrj- 
is  very  favorable.” 

Earlier,  Mr.  Layton  told  a 
Boston  group  of  security  ana- 
lyts  that  reports  of  excessive 
new  capacity  in  the  paper  in¬ 
dustry  were  “much  exaggera¬ 
ted.” 

Both  Mr.  Hanway  and  Mr. 
Layton  reported  that  planned 
outlay  for  expansion  had  been 
curtailed  by  their  companies  but 
neither  specified  if  newsprint 
production  was  affected. 

• 

Mulligan  Returns 
To  Chicago  American 

Chicago 

John  Madigan  is  returning  to 
the  Chicago  American  s 
where  he  began  his  career  as  a 
copy  boy  in  his 

B  teens.  He  will 

be  assistant 
managing  edi¬ 
tor  and  nation¬ 
al  news  editor. 

Since  May 
1954  Mr.  Madi¬ 
gan  has  been 
on  Newsweek's 
Washing 

Madigan  ton  staff.  He  is 

widely  known 
as  panelist  on  radio-'TV  shows. 

Mr.  Madigan’s  earlier  service 
on  the  American  included  re¬ 
porting  and  rewrite.  1951-52  he 
was  political  editor  and  he 
covered  the  Presidential  cam 
paign  for  the  Hearst  News¬ 
papers.  He  then  joined  the 
Hearst  Washington  Bui’eau  for 
a  year  before  going  to  News¬ 
week. 
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L.  A.  Times 
Adopts  Family 
Section  Idea 

Los  Angeles 
The  Times  is  completely  re¬ 
vamping  its  women’s  section — 
even  to  the  extent  of  dropping 
•‘women”  from  the  masthead — 
with  its  issue  of  Sunday,  Sept. 


The  new  Family  Section  w^ill 
play  down  traditional  news  of 
brides  and  parties  and  play  up  ‘ 
education,  health  and  modicine, 
household  economy,  amu.sements, 
and  even  politics  which  relate 
to  the  home.  ^ 

The  change  is  the  result  of 
some  two  years  of  thinking  on 
the  subject  by  William  C.  * 
Stewart,  Family  editor,  and  a 
month  of  intensive  i)lanning  on 
the  part  of  Times  management. 

When  they  took  a  hard  look 
at  the  old  wromen’s  section,  said 
Nick  Williams,  managing  edi-  j 
tor,  “we  found  some  of  the  ■ 
things  in  the  section  were  only  j 
vestigal  remnants  of  prior  ages. 
They  had  no  meaning  today.” 

Mr.  Williams  said  that  sur¬ 
veys  had  consistently  shown 
that  while  the  Times’  vvomen 
section  had  a  high  readership 
as  compared  to  the  national 
average  it  was  far  lower  than 
that  for  the  rest  of  the  i>aper. 
The  new  section,  Mr.  Williams 
said,  should  appeal  to  men  as 
well  as  women  and  at  the  same 
time  ought  to  appeal  to  more 
women. 

Mr.  Stewart  plans  to  put 
more  emphasis  on  picture  and 
text  coverage  of  happenings  of 
interest  to  both  and  to  elimi¬ 
nate  as  far  as  j)ossible  the  tra¬ 
ditional  posed  .society  pictures 
taken  in  advance  of  social 
events. 

Traditional  women’s  page  sub¬ 
jects  will  not  be  thrown  out, 
Mr.  Stewart  says,  “but  we  are 
(foing  to  make  a  much  stricter 
news  evaluation  of  each  wed¬ 
ding  and  social  event.” 

To  help  him  provide  this 
coverage  he  has  available  to 
him,  on  an  individual  assign¬ 
ment  basis,  all  the  members  of 
the  city  and  sports  staff. 

“Why  should  I  have  to  use 
some  amateur  to  cover  a  spe¬ 
cialized  story  when  w'e  have  an 
expert  on  the  subject  in  the 
city  room?”  he  asks. 

The  Family  Section  will  run 
Sunday  through  Friday,  with 
a  revised  food  section  taking 
the  bulk  of  the  space  Thursday. 
The  section  will  be  replaced 
Saturday  by  The  Younger  Set, 

editor  8c  publisher 


a  section  of  news  and  features 
concerned  with  the  doings  of 
those  of  high  school  age. 

Mr.  Stewart  is  a  30-year 
veteran  in  the  business.  He 
joined  the  Times  tw'o  years  ago 
as  the  only  man  in  the  women’s 
department.  Previously  he  had 
been  associated  with  V.  V.  Mc- 
Nitt  of  McNaught  Syndicate, 
managing  editor  of  Raymond 
Moley’s  Today,  a  Scripps- 
Howard  city  editor,  a  reporter 
of  the  Fort  Worth  Star-Tele- 
<jram,  and  managing  editor  of 
a  small  Texas  daily. 


Edits  Clul>  Rosier 

Clevel.\nd 
Jack  Cleary,  financial  editor 
of  the  Cleveland  News,  has 
edited  the  328-page  1957  Torch¬ 
light  Roster  and  Buyers’  Guide 
of  the  Cleveland  .Advertising 
Cluh,  which  goes  to  2.1(t()  in¬ 
dividuals,  corporations  and 
institutions. 


Goes  to  Dad’s  Paper  j 

Baltimore,  Md.  1 
Philip  Robbins,  Baltimore 
Evening  Sun  reporter  since 
June,  1955,  has  resigned  to  join 
the  staff  of  the  Hopewell  (Va.) 
Daily  News,  owned  by  his 
father,  A.  Robbins.  Philip’s 
wife,  Patricia  F.  Robbins,  for¬ 
merly  of  the  Richmond  (Va.) 
Times-Dispatch,  is  leaving  the 
Evening  Sun’s  women’s  page 
staff. 

Asst,  to  Pidilisher 

CONNE.VfT,  Ohio 
Robert  W.  Whittier,  former 
comptroller  and  office  manager 
of  the  Rockwell  Si)ring  &  .Axle 
Co.,  in  Ashtabula,  Ohio,  has 
been  named  administrative  as¬ 
sistant  to  the  publisher  of  the 
Conneant  News-Herald.  He  will 
do  special  assignments  out  of 
the  administrative  offices  of  the 
newspaper. 


classified  section 

Benefit  from  oor  Vast  Newspaper  Audience 


announcements 

_ Netcapaper  Brokers _ 

ir  it  Wc  are  not  as  much  in'rrested  in 
sa’e^  as  in  satisf  ction.  Stypes,  Roun¬ 
tree  &  Co..  625  Market  St..  San  Fran¬ 
cisco  5.  California. 

NEGOTIATION  services  on  all  news-  I 
paoers  includes  special  attention  to  I 
sBvinirs  isith  ways  and  aid  in  setting 
up  successful  operations  for  purchaser. 
NEWSPAPER  SERVICE  COMPANY, 
601  Geonria  SavinRs  Hank  lUdR.. 
Atlanta.  Ga. 

CALIFORNIA  weekly  newspapers  show 
the  Kreatest  itrowth  factor  in  the 
nation.  We  have  exclusive  listinRs  on 
a  number  of  the  la'tter  ones.  Gabbert 
&  Hancock,  Associates.  3709  ArlinRton 
'  Ave..  Riverside.  California. 

j  NORMAN  &  NORMAN.  Inc..  BIO 
I  Security  Blda.,  Davenport.  Iowa.  Sales. 

I  Purchases.  Appraisals  handled  with 
care  and  discretion.  Experienced. 

I  Former  newspaper  manajrer  with  stock 
ownership.  _ _ 

SALES  AND  PURCHASE  neKotiations 
handled  with  discretion.  Publishers 
Service,  Box  3132.  Greensboro.  N.  C. 

MAY  BROTHERS,  BinRhamton.  N.  Y. 
Established  1914.  Newspapers  laiURht 
and  sold  without  publicity. 

MIDWEST  NEWSPAPERS 
in  proven  fields  Herman  Koch,  2923 
VirRinia  St.,  Sioux  City,  Iowa, 

CO.NFIDENTIAL  INFORMATION 
Daily  Newspaper  Properties 
W.  H.  Glover  Co.,  Ventura.  Calif. 

IT’S  NOT  the  down  payment  that 
buys  the  newspaiier  —  it’s  the  l>er- 
sonality  and  ability  of  the  buyer.  This 
is  why  we  insist  on  personal  contact 
sellinR. 

I  LEN  FEIGHNER  AGENCY 
I  Box  192  Mt.  Pleasant,  Mich. 

for  September  21,  1957 


ANNOUNCEMENTS 
Newspaper  Brokers 


THE  DIAL  AGENCY  |  , 

"America’s  No.  1  Newspaper  Broker"  '  f 
66  Adelaide.  Detroit,  Mich.  WO  3-3926.  |  ' 

WESTERN  NEWSPAPERS  !  J 

Joseph  A.  Snyder.  12163  W.  Wash-  | 
inRton  Boulevard,  Ix>s  Aneeles  66.  j 
Calif.  Day  or  Nile  Phone:  FiX  1-5238.  | 

Netespaper  Appraisers 

NEWSPAPER  VALUATIONS 
Tax  and  all  other  purposes 

Over  140  valuations  made 
llailies  from  coast  to  coast 

1  F^xiierienced  court  witness 

I  Complete  rejmrts  submitted  ! 

A.  S.  VAN  BENTHUYSEN 
I  446  Ocean  Avenue,  Brooklyn,  N.  Y. 

Publications  For  Sale  i 

I  $12,000  DOWN  PAYMENT  buys  a  | 

I  profit-makinR  2.400  circulation  unop¬ 
posed  weekly  in  Chart  Area  Tw’o  town 
1  of  3.000.  Balance  to  10  years  at 
I  Owner  cai>able  of  handlinR  editorial  . 
:ind  ad  jobs  himself  can  earn  $16^000  | 
lo  $18,000  per  year.  Write  Box  3731,  | 

Editor  &  Publisher. _ ' 

TWO  nNiTToUNTRY  WEEKLIES  | 
this  unusual  new-spaiier  pro|>erty  is  i 
available  to  a  rcsimnsible,  well-fin-  ' 
anced  purchaser  because  current  ex¬ 
pansion  has  raced  beyond  8co|>e  of  I 
present  manaeement.  Absentee  owner  j 
reports  *11.000  net  i>er  year  on  $80,000 
Rross.  Potential  for  on-the-six)t  pub-  | 
lisher  much  Rreater.  Plant  and  real  ■ 
estate  valued  at  *42.000.  askinR  price  I 
$100,000.  Chart  area  2.  Box  3714.  Edi-  | 

tor  &  Publisher. _ j 

U.NO'PPOSED  Chart  Area  2  weekly,  I 
town  of  3.000.  Well-enuipped  plant,  j 
favorable  lease  on  hiiildinR.  Circula-  | 
tion  2..500.  Gross  $64,000.  includinR  ■ 
one-fifth  job  work.  Good  net.  Ab¬ 
sentee  owner  will  accept  mfxiest  down 
payment,  terms  to  ten  years  to  pur-  1 
chaser  with  know-how.  Write  Box  | 
3732,  Editor  &  Publisher. 


ANNOUNCEMENTS 

_ Publication*  For  Sale _ 

NEWSPAPER  PUBLISHING  OPPOR¬ 
TUNITIES  —  Weekly,  *8,600:  weekly, 
*48,000 — *16,000  cash,  balance  10  years ; 
Weekly  manaRer,  small  investment: 
Weekly  partnership,  *38,000  required 
— all  Chart  3  area.  Weekly,  *60,000, 
Chart  4  area.  Silent  partners  *10.000 
to  *30.000.  Publishers  Service,  Box 
3132,  Greensboro,  N.  C. 

WEEKLIES— DAILIES 
WE  OFFER  an  outstandinR  list  of 
Western  weeklies  and 
DAILIES  THROUGHOUT  THE 
WHOLE  UNITED  STATES. 

If  you  are  planninR  to  buy  a 
newspaper  why  not  use  our 
personalized  service? 

JACK  L.  STOLL  &  ASSOCIATES 
6381  Hollywood  Blvd. 

Los  AnReles  28,  Cal. 

CHART  AREA  4:  county-seat  weekly,, 
unopposed.  Fine  plant.  *56  Rross  *51,- 
000  plus :  anticipated  *57  gross  *56.000. 
About  $20,000  down  handles.  The  DIAL 
ARency.  66  Adelaide.  Detroit  1,  Mich. 
IOWA  DATLY^  IN  *126,000  CLASS— 
State  cash  first  letter :  at  least  *35,- 
000  cash  down  required.  Owner  took 
*20,000  last  year.  Bailey-Krehbiel,  Box 

[  396,  Salina.  Kans.  _ 

I  3  EXCLUSIVE  WEEKLIES 

ServinR  high  -  income  type  suburban 
I  towns,  fine  Calif,  climate,  good  plant. 

I  2.900  total  paid,  gross  *49.000.  Price 
*50.000,  *15,000  down,  *6,000  receiv- 
1  ables  included.  This  is  a  top  capital 
Rain  buy.  Jos.  A.  Snyder,  Broker, 
12163  West  Washington  Blvd.,  Los 

Angeles  66,  Cal. _ _ 

SWEDISH-AMERICAN  WEEKLY 
published  in  English,  located  in  Los 
Angeles.  Gross  $80,000,  net  $25,000. 
Large.  well-e<iuipp€d  job  shop.  Sells 
for  *21.000  in  cash  deal,  higher  if 
terms.  Write  California  Veckobiad.  823 
Venice  Blvd.,  Los  Angeles  15,  Calif. 

Publications  Wanted 

PUBLISHER— Want  small  daily  on 
lease  or  investment  basis.  20  years 
publishing  exi)erience  all  phases.  Top 
’  flight  references.  Will  make  money- 
i  maker  out  of  marginal  operation. 
;  I  We.stcm  states  preferred.  In  strictest 
j  confidence — Box  3737,  Editor  &  Pub¬ 
lisher. 


Advertising  Rates  ' 

CLASSIFIED 

Lina  Rates  Each  Consecutive 
Insertion 

SITUATIONS  WANTED  <l’ay*6le 
order)  4  times  9  60c  per  line  each 
Insertion;  3  timet  9  55c;  2  9  60c; 

1  9  65c.  Add  20c  for  Box  Sereicc. 

JOB  APPLICANTS 

of  printed  employment  application  forms 
by  sending  self-addressed  6c  stamped 
envelope  to  E&P  Classified  Dept. 

ALL  OTHER  CLASSIFICATIONS: 

4  times  9  95c  per  line  each  insertion; 
3  times  9  $1.00;  2  times  9  $105; 

1  9  $1.10.  3  lint  minimum.  Add  20c 
for  Box  Service. 

DEADLINE  FOR  CLASSIFIED  AD¬ 
VERTISING,  Wednesday,  2  p.m. 
Count  30  units  per  line,  no  abbreviations 
(add  1  line  for  box  information.)  Box 
holders'  identities  held  in  strict  con¬ 
fidence.  Replies  mailed  daily.  Editor  A 
Publisher  reserves  the  right  to  edit  all 
copy. 

DISPLAY  RATES 


1 

6 

13 

26 

52 

Time 

Times 

Times 

Times 

Times 

$510 

$430 

$405 

$370 

$330 

290 

240 

228 

210 

190 

165 

140 

128 

123 

110 

105 

95 

84 

72 

66 

62 

54 

48 

45 

40 

Editor  &  Publisher 

1700  Times  Tower  N.  Y.  36,  N.  Y. 
Phene  BRyanI  9-3053 
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ANNOUNCEMENTS 


Publications  Wanted 


DAILY  NEWSPAPER  grossing:  $200,- 
000  to  $300,000,  5,000  or  over  circu¬ 
lation  in  Chart  Areas  4,  6,  9,  10,  12. 
Able  to  finance.  Sweetwater  Reporter, 
Box  750,  Sweetwater,  Texas, 


Prizes.  Fellowships  Etc. 


NOW  $2 — Journalism  Awards  Direc¬ 
tory  with  new  supplement:  250  op¬ 
portunities  for  prizes:  study-travel 
fellowships:  entry  deadlines  soon,  P,0. 
Box  434,  Rye,  N.  Y. 


NEWSPAPER  SERVICES 


Circulation-Promotion 


CIRCULATION  BUILDING:  Europe, 
Africa,  Middle  East,  Promotion,  sub¬ 
scription  campaigns.  Newsstand  de- 
veloi)ment-  Information,  surveys,  an¬ 
alysis,  service.  Several  U,  S.  publica¬ 
tions  have  succeeded  by  consulting 
TIM  GREY  and  Associates,  12H  Ob¬ 
servatory  Gardens,  London  W.8, 
England. 


Job  Printing 


We  Specialize  in  Newspaper  Printing. 
64-Page  Hoe  l^tary 
Complete  Service — Low  Price. 

Call  LOgan  1-2300  or  Write 
Hammonton  Printing  Co., 

18  S.  Second  St.,  Hammonton,  N.  J. 


Syndicates-Features 


CARTOONIST  DESIRES  newspaper 
to  test  run  his  comic  strip.  Box  3709, 
Editor  &  Publisher. 


Syndicates  Wanted 


GOOD  SYNDICATE  WANTED  —  To 
handle  startling  series  on  unknown 
people  of  Canada  for  American  read¬ 
ers.  Please  state  coverage.  Box  3417, 
EMitor  &  Publisher. 


Press  Engineers 


MACHINERY  and  SUPPUES  I  MACHINERY  and  SUPPUES 


UPECO,  INC. 


SPECIALIZING  IN  DUPLEX 
AND  GOSS  FLAT-BED  WEBS 
DISMANTLJNG-MOVED-ERECTED 

Universal 

Printing  Equipment  Co.,  Inc. 

420  Valley  Brook  Ave. 
Lyndhurst,  N.  J. 

Newspaper  Press  Installations 
MOVING— REPAIRING— TRUCKING 
Expert  Service — World  Wide 

SKIDMORE  AND  MASON,  INC. 
55-59  Frankfort  Street 
New  York  38,  N.  Y. 

BArclay  7-9776 

PAUL  F.  BIRD 

Press  Erector,  Moving,  Rebuilding 
Flatbed  Semi-Cylindrical  Tubular. 

7  Oak  Court,  Islip,  New  York 
JU  1-0687 

MACHINERY  and  SUPPLIES 

Composing  Room 

REID  V  BELT  drive  for  Linotype- 
Intertype  with  new  clutch  wheel 
$125.  Make  a  drive  to  go  above  and 
a  drive  to  hang  below.  Reid  Maga¬ 
zine  Racks  31  stock  sizes  or  make  up 
to  suit  your  needs.  Like  to  have  your 
order.  Arch  Reid,  WILLIAM  REID 
CO.,  2271  Clybourn,  Chicago  14,  HI. 

WE’RE  THE  LARGEST  distributor  of 
Newspaper  Form  Trucks  in  the  World 
• — there  must  be  a  reason — $84.50  to 
$97.50  each,  FOB  Elkin.  None  better 
at  any  price.  Write  for  descriptive 
circular.  L.  &  B.  Sales  Company,  P.O. 
Drawer  660,  Elkin,  North  Carolina. 

Photo-engraving 

ATF  Face-up  whirler  22  x  24  plate 
size,  220V  AC.  Priced  for  quick  sale 
$150.  In  excellent  operating  condition. 
St.  Paul  Dispatch,  St.  Paul,  Minn. 


Press  Room 


HOE  "SUPERSPEED" 
UNIT-TYPE  ROTARY  PRESSES 

22  page  cut-off  with  steel  cylinders 
and  roller  bearings,  Hoe  Double  folder. 

3  UNITS,  24/48  page  press  roll-arm- 
floor-fed.  complete  with  motor  drive, 
will  reverse  one  unit  couple  with  2 
new  CAPCO  Portable  Fountains  for 
added  color. 

4  UNITS,  32/64  page  press  on  sub¬ 
structure  with  Kohler  Reels,  or  roll- 
arm-floor  fed,  with  motor  drive,  will 
reverse  one  unit  couple  with  2  new 
CAPCO  Portable  Fountains  for  added 
color. 

WE  WILL  quote  complete  installed 
price  for  this  equipment  which  is  now 
dismantled  and  warehoused  ready  for 
shipment.  Write  for  complete  details 
and  brochure  with  testimonials  of 
similar  satisfied  publishers  who  pur¬ 
chased  this  same  equipment  from  us. 

GOSS  FIVE  UNIT  PRESS  with  22% 
inch  Cut-off,  sub-structure,  Cline  Reels, 
Cutler  Hammer  Conveyor  Trackage. 
Balloon  Former  available  with  equip¬ 
ment  can  be  seen  at  Detroit  Free 
Press,  or  similar  units,  out  of  same 
paper  installed  at  the  Santa  Monica 
Outlook,  Santa  Monica,  California. 
Removal  of  equipment  before  September 
1st,  1957.  Write  for  particulars. 

INDIVIDUAL  GOSS  Hi  Speed  Arch¬ 
type  units.  22% "  page  cut-off,  with 
substructure  and  Cline  Reels,  out  of 
the  Detroit  Free  Press,  can  be  pur¬ 
chased  to  add  onto  equipment  that 
needs  increased  production.  Will  quote 
dismantled  and  also  installation  by 
competent  press  erectors. 

NEWSPAPER  EQUIPMENT 
SERVICES,  INC. 

Jerome  Feldman,  President 
PRESS  SALES 
PRESS  INSTALLATIONS 
305  Cupertino  Way,  San  Mateo,  Calif. 
Telephone  Fireside  6-9591 

24  PS  DUPLEX  UNITUBULAR 

6  UNITS,  all  reversible,  and  2  Double 
Color  Decks,  Balloon  Former.  AC 
Drive.  Complete  Stereo.  Available 
Summer  1958. 

3  UNIT  HOE 

END  FED,  22%"  Cut-off.  A.C.  Steel 
Cylinders — Roller  Bearings-Spray  Foun¬ 
tains.  Location :  Perth  Amtoy,  N.  J. 

BEN  SHULMAN  ASSOCIATES 

60  E.  42  St..  N.  Y.  17  OXford  7-4690 


TWO-TO-ONE  DUPLEX  TUBULAR 
16-page  capacity.  Equipped  with  mat 
roller,  pot,  pump,  curve  caster,  plate 
finisher,  router,  scorcher,  chipping 
block,  chases,  R  &  L  turtle,  mat  shear 
and  mat  box. 

Delivered  and  put  into  operation 
anywhere  in  U.S.A. 

12-24  PAGE  GOSS  single  width  press 
22  %"  cutoff. 

BOTH  PRESSES  immediately  avail¬ 
able 

UPECO 

420  Valleybrook  Ave. 

Lyndhurst,  N.  J. 

GOSS  8  Units  and  Folder 
ROP  Color,  AC  Drives 
SCOTT  6  Units  and  Folder 
Substructure,  AC  Drives 
GOSS  3  Units  and  Folder 
AC  Drive.  End  Feed 
DUPLEX  16  Page  Tubular 
GOSS  4  Units  &  Folder 
Cline  Reels,  AC  Drives 

JOHN  GRIFFITHS  CO.  INC. 

I  415  Lexington  Ave.  New  York  17,  N.Y. 


Press  Room 


AVAILABLE  IMMEDIATELY 
and  Priced  for  Quick 
LIQUIDATION 

8  page  DUPLEX  FLATBED 

Model  AB.  Located  California 

16  PG  DUPLEX  TUBULAR 

and  1/4  pg.  Folder — Stereo — AC 

20  pg  Duplex  Tubular 

2  to  1  Model,  AC  Drive,  Complete 
Stereo,  Located,  Illinois. 

16/32  pg  Goss  Straightline 

Sintirle  width.  Complete  Stereo 

24/48  pg  GOSS 
STRAIGHT  LINE 

Single  width,  23  9/16”,  i/4  and  % 
Folder.  AC  Drive,  Complete  Stereo. 
Located  Florida. 

3  UNIT  SCOTT 

with  2  extra  COLOR  Couples.  Floor 
Fed  Press — 23  9/16 — AC 
Location  :  Port.smouth,  Virginia. 

3-4  and  5  Unit  Hoes  22% 

Former  Boston  Post 

6  UNIT  SCOtT^ 

Multi»Type-  22% "  cut-ofT.  Leads  for 
SPOT  COLOR.  3-Arm  Reels  &  Ten¬ 
dons.  Complete  Stereo. 

Location:  Detroit,  Michigan. 

6  or  7  UNIT  GOSS  22^/^" 

ARCH  TYPE  units— White  Metal 
Bearings.  Cline  3  Arm  Reels  and  Ten¬ 
sions.  Trackage  and  Turntable. 

Location :  Detroit. 

FOR  PRESSES  OF  EVERY  SIZE 
DESCRIPTION  AND  PRICE  .  .  . 
CONTACT: 

BEN  SHULMAN  ASSOCIATES 
60  E.  42nd  St..  N.  Y.  17.  N.  Y. 
Oxford  7-4590 

ROTARY  PRESS  EQUIPMENT 
AVAILABLE  IMMEDIATELY 

WAREHOUSED  in  Philadelphia.  Six 
Units,  22%  inch  page  cut-off  with  two 
double  folders,  sub-structure,  Kohler 
Reels,  Wood  Auto  Pasters,  Dollies, 
Cutler-Hammer  Conveyors.  Equipment 
is  out  of  the  Philadelphia  Bulletin, 
crated  and  skidded  ready  for  ship¬ 
ment,  complete  and  identical  to  Six 
Units  and  Two  Folders  installed  at 
Huntington  Park  Daily  Signal,  Hunt¬ 
ington  Park,  California  and  in  opera¬ 
tion  now  for  over  six  months.  More 
than  Thirty  of  these  Units  were  in¬ 
stalled  in  Five  other  newspapers  in 
California  in  the  last  two  years.  Write 
for  particulars  which  can  include  com¬ 
plete  package  deal  with  installation. 
NEWSPAPER  EQUIPMENT 
SERVICES,  INCORPORATED 
Jerome  Feldman,  President 
PRESS  SALES 
PRESS  INSTALLA’nONS 
306  Cupertino  Way,  San  Mateo,  Calif. 

Telephone  Fireside  S-9591. 

Los  Angeles  Warehouse  Office 

Phone  Vandike  8534. 

24  PAGE  OR  48  tabloid,  8-deck  Hoe. 
overhauled  and  in  excePent  condition, 
electric  hoist,  22%  inch  cutoff,  with  or 
without  all  stereo  and  chases  except 
mat  roller.  Now  doing  excellent  job 
printing  16,000  circulation  semi-weekly 
but  being  replaced  with  new  press. 
Available  July  1968.  Granite  Qty, 
Illinois.  Press-Record. _ 

PRESS  MOTOR  DRIVES  of  25.  40. 
50.  60,  76,  100,  150  H.P.  A.C.  George  C. 
Oxford,  Box  903,  Boise,  Idaho. 


.MACHINERY  and  SUPPUES 


Press  Room 


FOR 

$35,000 


PRESS  —  Scott  Multi-unit,  balcony 
type,  6  units  and  Color  Deck,  1  paj; 
folders.  Manufactured  about  1925. 
23  y’j"  cut-off.  Roll  stands  underneath. 
Press  located  on  4'  substinicture  with 
rolls  easily  accessible  for  loading.  Stacl 
Plate  and  impression  cylinders  with 
roller  bearings.  60  degree  cylinder 
stagger ;  60  degree  plate  bevel.  Prer; 
below  street  level  in  press  room  with 
ceiling  height  of  19'.  Erection  1  beans 
available  for  raising  units  to  street 
level  and  removal  through  window. 
Press  20'  wide  by  47'  1V4"  long  by 
approximately  15'  high.  One  2.000 
gallon  square  ink  tank  with  pump. 
Print  #PL-2244-5  available. 

WILL  CONSIDER  SELL¬ 
ING  SINGLE  AND  DOU¬ 
BLE  UNITS  SEPARATELY. 

Available  about  October*  1957.  Con* 
dition  good ;  sample  papers  on  request. 
Present  circulation ;  56,000  daily ;  54,0(Ki 
Sunday.  Now  running  9  col.  11  em  x 
22''  page  on  68"  web.  40"  maximum 
diameter  roll;  76"  maximum  web. 
Normal  operating  speed  28,000;  geared 
speed  35.000.  Two  125  HP  chain  drives 
and  controllers  for  operation  on  2(18 
220  volt,  3  phase,  60  cycle  AC  current 
Push  button  stations,  bell  type  signal 
system,  and  one,  i>ossibly  two,  convey* 
ors  included.  Normal  complement  of 
Rapid  synthetic  rollers  plus  spares. 

OTHER 

EQUIPMENT 

One  Wood  Pony  Auto  Plate,  23^6* 
cut-off,  pump,  vacuum  back  and  one 
6-ton  metal  pot,  gas  fired,  with  con¬ 
trols.  Priced  for  quick  sale.  May 
finance. 

WRITE  GENERAL  MANAGER, 
GARY  (IND.)  POST-TRIBUNE. 

TEN-UNIT  GOSS  PRESS 
THREE  DOUBLE  FOLDERS 

Cutoff.  Arch  type,  high  ypecd. 
low  construction.  Substructure  CKne 
reels  and  tensions.  Will  split  to  meet 
buyer’s  needs.  No  removal  expense. 
Available  now  or  will  store. 

INLAND  NEWSPAPER 
SUPPLY  CO. 

422  W.  8th.  Kansas  City,  Mo. 


GOSS  DOUBLE  WIDTH 
ROLLER  BEARING 
PRESS  UNITS 

•  Double  delivery  folders  with 
balloon  formers 

•  Color  cylinders 

•  Cline  reels,  drives  and 
automatic  tensions 

•  Excellent  operating  condition 
A  VERY  ATTRACTIVE  BUY 

AT  A  VERY  ATTRACTIVE  PRICE 
Will  sell  as  two  5-unit  presses 
one  6-unit  press  or  one  4-unit  press 

CINCINNATI  ENQUIRER 

H.  D.  RINDSBERG 

Cincinnati,  Ohio 

MAT  ROLLERS:— Light  Weight  Hoe 
Super  Duty  Duplex  —  Duplex  Tubultr 

UPECO,  INC. 

420  Valleybrook  Ave. 

Lyndhurst,  New  Jersey _ 

WOOD  STANDARD  Pony  Auto-Pl«t« 
available  30-60  days.  Plate  size  23%6  > 
printing  surface  22",  vacuum  back, 
remodeled  6  years  ago.  Excellent  con¬ 
dition.  $7,000.00.  Write  General  Man¬ 
ager,  Gary  Post-Tribune,  Gary,  Ind. 
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machinery  and  SUPPUES 

PreMt  Room 


USED  PRESS 

Rotary  and  Flatbed 

InvestinK  in  used  printing  equipment 
is  very  important  to  the  publisher  in 
this  market.  Therefore  it  is  wise  to 
investigate  thoroughly  before  making 
a  decision,  and  to  study  your  needs 
with  the  help  of  the  men  who  know 
the  presses  best. 

Because  so  many  plants  are  con¬ 
tinuously  installing  new  Goss  presses 
and  stereotype  equipment,  we  usually 
have  a  list  of  the  best  available  used 
equipment. 

We  invite  your  correspondence,  in 
the  hope  of  helping  you  obtain  the 
best  press  for  your  needs  and  also 
the  best  value  for  your  money. 

THE  GOSS  PRINTING 
PRESS  CO. 

5601  West  31st  Street,  Chicago  50,  Ill. 

PHONE  Bishop  2-3300 


GOSS  STRAIGHTLINE— 24  Page 

22%"  cut  off,  ’,4  page  folder;  complete 
stereo ;  Sta-Hi  Dry  Mat  Former ; 
factory  rebuilt  1939 — top  condition. 

HUDSON  MACHINERY  CO. 

8  Spruce  St.,  N.Y.  WO  2-1266 


Stereotype 


GOOD  EQUIPMENT  VALUES 

325-A  Vandercook  Power  Proof 
Press 

No.  1  Rouse  Rotary  Band  Saw 

1-TON  Lino  P'urnace  and  Molds 

DUPLEX  Tubular  Casting  Box  A 
Finishing  Machine 

HAND  &  Power  Paper  Cutters 
26'  to  64” 

10  X  15  CAP  New  Series  Job  Press 
t  Automatics 

25  H.P.  Variable  Speed  A.C.  Press 
Drive 

FORM  Tables,  Dump  Trucks 

NEW  Hall  Mat  Rollers 

and  Many  Other  Items 
Thomas  W.  Hall  Co. 

Stamford,  Conn. 


OOSS  VACUUM  back  curved  plate 
double  cooled  casting  box,  vacuum 
pump.  Thickness  plate  vie”,  cut  off 
Double  ribs.  3  phase  60  e, 
220  V  1%  HP  1145  RPM  motor.  Ex¬ 
cellent  condition.  Spout  and  pump, 
Goss  curved  shaver  and  Hoe  tail  cutter. 
Individual  motors.  The  Leader  Press, 
luc.,  P.o.  Box  777,  Oklahoma  City, 
Oklahoma.  _ 


GOSS 

Stereotype  Equipment 
For  Sale 


•U  for  22%  sheet  cut,  14Vi" 
plate  diameter,  thick — 

duo-cooled  casting  box 
inside  shaver  with  A.C.  motor 
inside  tail  cutter  or  trimmer 
with  A.C.  motor 

Complete  outfit  used  up  to  and 
including  September  14. 


THOMAS  W.  HALL  CO.. 
STAMFORD.  CONN. 


editor  &  PUBLISHER 


MACHINERY  and  SUPPUES 


_ Wanted  to  Buy _ 

NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  ROLLERS 
STEREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  E.  42  St.,  N.  Y.  16  OXford  7-4690 


OLD  PEDESTAL  MODEL  No.  2  CAG 
or  ATF  saw  trimmer.  Leo  W.  Haus- 
man,  107  So.  33  St.,  Philadelphia,  Pa. 


KEMP  CARBURETOR  SYSTEM  No. 
2  or  No.  3  Series  T  Industrial  Model 
complete  with  compressor.  Contact. 
J.  W.  Jackson,  American  Press,  Lake 
Charles,  Louisiana. 

LUDLOWS,  Linos,  Intertypes,  mats. 
MIDWEST  MATRIX  MART  Inc. 

633  Plymouth  Court,  Chicago  6,  III. 


WANTED:  8-page  Duplex  or  Goss 
flat-bed.  Advise  serial  no.  and  when 
available.  Northern  Machine  works, 
323  N.  4th  St..  Phila.  6,  Pa. 


WILL  Buy  for  Cash.  Complete  Plants, 
also  Individual  Machines  and  Equip¬ 
ment— anywhere  in  U.S.A. 

PRINTCRAFT  REPRESENTATIVES 
277  Broadway,  New  York  7,  N.  Y. 


16-PAGE  TUBULAR  PRESS  wanted 
within  next  10  months.  Prefer  com¬ 
plete  outfit  including  stereo,  chases, 
etc.  Give  complete  details.  Neosho 
(Missouri)  Daily  News. 


DOUBLE  NEWSPAPER  FOLDER 
wanted,  with  angle  bar  and  slitter 
bay.  21*^"  cutoff.  Want  Hoe  serial 
1700  or  later,  or  equivalent.  Califor¬ 
nia  Rotogravure  Co.,  2833  E.  11th  St., 
Los  Angeles. 


HELP  WANTED 


Administrative 


GENERAL  MANAGER 
An  important  opening  is  available 
for  an  experienced  executive  between 
35-45  as  general  manager  of  a  Daily- 
Sunday  in  the  fifty  to  one  hundr^ 
thousand  circulation  class.  Only 
newspapers  in  this  top  eastern  mar¬ 
ket.  In  replying  please  give  complete 
detailed  information  as  to  experience. 
Salary  open  to  negotiations.  All  re¬ 
plies  will  be  handled  discreetly  and 
confidentially.  Box  3702,  Editor  and 
Publisher. 


BUSINESS  MANAGER 
SUCCESSFUL  Eastern  paper  in  100, 
000  circulation  class  has  an  opening 
with  a  future  for  a  high  calibre  man 
who  has  had  at  least  10  years  experi¬ 
ence  with  top  management  responsi¬ 
bilities.  Please  give  complete  detailed 
information  of  background  and  ex¬ 
perience.  Salary  open.  All  replies  held 
in  strict  confidence.  Box  3761,  Editor 
A  Publisher. 


WANTED:  Newspaper  controller  with 
adequate  experience  to  handle  duties 
of  76,000  daily  and  Sunday  newspaper. 
Please  give  full  information  in  reply, 
which  will  be  treated  confidentially. 
Publication  does  not  now  have  con- 
troller.  Box  3701,  ^itor  A  Publisher. 

AD  DIRECTOR 

Unusual  opportunity  for  aggressive 
and  experienced  advertising  executive 
in  100,000  population  Chart  Area  6 
city.  Present  retail  manager  or  ad¬ 
vertising  director  preferred.  Good 
starting  salary  and  bonus  based  on 
achievement  with  good  opportunity  to 
become  principal  operating  executive 
in  a  short  time.  All  replies  strictly 
confidential.  Box  3800,  Editor  A  Pub¬ 
lisher. 


Circulation 


CITY  CIRCULATION  MANAGER. 
Morning  experience  in  Home  Delivery 
essential.  Chart  Area  2.  Opportunity 
tor  fast  advancement  tor  go-getter. 
List  experience  in  first  letter.  Box 
8735,  Editor  A  Publisher. 

for  September  21,  1957 


HELP  WANTED 


Circulation 


PROMOTION  MANAGER— Full  charge 
home  delivery  on  morning  paper.  Ex¬ 
cellent  opportunity  for  hardhitting 
man  who  can  deliver  increase.  Submit 
complete  experience,  resume,  age,  fami¬ 
ly  status,  and  salary  requirements.  Box 
8736,  Editor  A  Publisher. 


CIRCULATION  MANAGER  for  chain 
of  weekly  newspapers  in  Chart  Area 
6.  to  develop  mail  and  “Little  Mer¬ 
chant  ".  jS.OOO  lu  start,  'lerriiic  po¬ 
tential  in  fast  growing  industrial-agri¬ 
cultural  area.  Box  3704,  Editor  A  Pub¬ 
lisher. 


_ Classified  Advertising _ 

CLASSIFIED 

SALESMAN 

Excellent  opiwrtunity  for  e.xiierienced 
Classified  salesman  in  Florida's  fast¬ 
est  growing  market.  One  who  is 
familiar  with  Classified  Display  and 
layout.  Approximately  90,000  circula¬ 
tion,  morning  and  Sunday  on  Florida's 
Suncoast.  Salary  plus  commissions,  ex¬ 
tensive  company  benefits.  Apply  Classi¬ 
fied  Advertising  Manager,  ST. 
PETERSBURG  TIMES,  ST.  PETERS¬ 
BURG.  FLORIDA. 


Dispatch — Production 


ASSISTANT  TO 
PRODUCTION  MANAGER 

On  leading  Eastern  metropolitan  pa- 
per.  Must  have  mechanical  background 
with  daily  newspaper.  State  age.  ex¬ 
perience  and  salary  expected.  Replies 
confidential.  Box  3708.  Editor  &  Pub¬ 
lisher. 


Display  Advertising 


DISPLAY 

ADVERTISING  SALESMAN 

EXPERIENCED  man  to  handle  top 
accounts  on  fast  growing  Interior 
Alaska  daily  in  10,000  bracket.  Prefer 
man  grounded  in  art  and  able  to 
handle  color  layouts.  Top  salary,  two 
bonus  plans,  hospitalization,  life  insur¬ 
ance,  paid  vacations,  travel  expenses. 
Unlimited  recreational  facilities.  Un¬ 
usual  opportunity.  Send  resume,  tear- 
sheets  airmail  to:  Advertising  Director, 
Fairbanks  Daily  News-Miner,  Fair¬ 
banks,  Alaska. 


ADVERTISING  MANAGER 

Long-established  medium-size  daily. 
Chart  Area  1,  will  shortly  have  open¬ 
ing  for  advertising  manager.  We  want 
a  man  with  experience,  who  must  have 
made  successful  use  of  Bureau  tech¬ 
niques  in  his  local  selling.  We  choose 
our  staff  carefully;  most  of  us  have 
been  with  the  pai>er  a  long  time.  Salary 
open:  starting  date  can  be  arranged 
for  mutual  convenience — we'd  like  suc¬ 
cessful  applicant  to  work  with  present 
advertising  manager  for  a  while.  Write, 
giving  full  Information  and  salary 
range  desired  to  Box  3624,  Blditor  & 
Publisher. 


NEBD  TOP  FLIGHT  young  ad  sales¬ 
man.  Good  opportunity.  Personal  in¬ 
terview  necessary.  Confidential.  Refer¬ 
ences.  Press,  Box  231,  Dickinson,  N.D. 


ADVERTISING  SALESMAN,  immedi¬ 
ate  opening,  only  daily  in  McHenry 
County.  Must  have  local  sales  and 
copy  preparation  experience.  Good 
salary  and  incentive  bonus  plan.  Ideal 
working  conditions,  plus  employee 
benefits.  Woodstock  Daily  Sentinel, 
Woodstock,  Illinois. 


RETAIL  DISPLAY  SALESMAN 

WE  HAVE  opening  for  experienced 
and  well-qualified  display  salesman. 
Excellent  working  conditions.  Insu^ 
ance  benefits,  etc.  References  as  to 
character  and  ability  required,  as  well 
as  resume  of  past  advertising  sales 
experience.  Good  salary  plus  bonuses. 
Write  or  call  Thomas  R.  Alvord,  Eve¬ 
ning  Outlook,  Santa  Monica,  California. 


HELP  WANTED 


Display  Advertising 

OPPORTUNITY  —  Immediate  oi>ening 
for  an  ambitious,  all  around  display 
advertising  man  on  small  daily,  ready 
to  move  up,  into  larger  more  aggressive 
daily  field,  in  Eastern  Pennsylvania. 
Box  3606,  Editor  &  Publisher. _ 

WANTED — Long  established  Southern 
California  6,500  daily  in  growing  field 
will  soon  have  opening  for  display  ad¬ 
vertising  manager.  Good  opportunity, 
salary,  living  conditions.  Residential 
community.  Box  3601,  Editor  &  Pub- 

lisher. _ 

ADVERTISING  SALESMAN  —  Per- 
manent  position  six-day  afternoon 
daily.  Write  education,  background, 
e.xperience.  salary  requirements,  sup¬ 
ply  references.  Press,  Charles  City, 

Iowa. _ 

YOUNGEST  DAILY  in  town  of  two 
has  opening  for  advertising  salesmen 
not  afraid  of  rugged  competition. 
J  Grades  preferred ;  energry  and  ideas 
essential.  Good  starting  salary,  bonus 
plan  and  raises.  Daily  News,  Box  1660, 

Anchorage,  Alaska,  Use  Airmail. _ 

ADv  bKl'iSl.NG  salesman  lor  _  3 
month  assignment  in  St.  Thomas,  Vir¬ 
gin  Islands.  Gooil  compensation.  Must 
be  reliable,  capable  and  industrious. 
Box  3833,  Editor  &  Publisher. 

ADVER'nSING  MAN  AGER  —  Salary 
for  the  young  to  middleage<l  man  we 
are  looking  for,  will  be  $150  jier  week 
to  start.  We  hoiie  this  kind  of  starting 
comiiensation  will  attract  a  family 
man  with  experience,  ideas,  and  the 
knowhow  to  train  personnel.  Com- 
lietitive  selling  e.xperience  preferably 
in  California  is  a  must.  'This  posi¬ 
tion  is  not  oiien  to  those  with 
only  “over-the-counter''  or  contract 
servicing  exi)erienee.  Our  ads  are  hard 
to  get  but  we'll  pay  for  the  man  who 
knows  how  to  get  the  job  done.  Pres¬ 
ent  staff  of  five  will  be  your  restion- 
sibility  to  develop  and  organize  with 
a  free  hand.  Convenient  newly  con¬ 
structed  department  with  all  facilities. 
Present  ad  manager  taking  over  duties 
of  business  manager.  Newspaiier  is 
small  fast  growing  unopposed,  a  daily, 
circulation  4,228.  In  southern  Cali¬ 
fornia  at  Fontana,  60  miles  due  west 
of  L>s  Angeles  at  the  foot  of  San 
Gabriel  mountains,  1  hour  drive  to 
mountain  resorts  and  winter  sports 
at  beautiful  Lake  Arrowhead.  1^4 
hour  drive  to  the  winter  playland  of 
Palm  Springs  on  the  desert,  1%  hour 
drive  to  the  cool  Pacific  beaches.  Only 
western  states  applicants  who  could 
come  to  Fontan.a  at  own  expense  for 
interview  are  urged  to  apply.  Must  be 
able  to  start  new  position  in  30  days 
from  date  of  publication  this  ad.  Write 
fully  stating  background  and  especial¬ 
ly  proof  of  ability  to  perform,  in 
first  letter.  Publisher,  "The  Herald 

News,  Fontana,  California. _ 

ADVERTISING  SALESMAN  0[iening 
for  man  who  can  lay-out  and  sell,  and 
is  seeking  iiermanent  job.  Write  full 
details.  Daily  News,  Newton.  Iowa. 
TOP  MAN  to  set  up  and  direct  news- 
pajier  advertising  department.  Stock 
interest  available  but  not  required. 
Far  West.  Box  3825,  Editor  A  Pub- 
lisher. _ 

VIRGINIA  daily  needs  man  or  woman 
exiierienced  in  handling  credit  furni¬ 
ture  and  appliance  accounts.  Salary 
and  monthly  bonus  commensurate  with 
ability.  Write  enclosing  references  and 
state  salary  expected.  Robert  T.  Nay- 

lor,  Suffolk  (Va.)  News-Herald. _ 

YOUNG  MAN  or  wroman  to  take 
charge  of  advertising  on  3  small  west¬ 
ern  New  York  weeklies.  Must  have 
car.  Send  resume,  and  salary  desired. 
Box  3817,  Editor  &  Publisher. 


Editorial 


MANAGING  EDITOR  for  aggresaive. 
progressive  evening  newspaper  of 
20.000  circulation  in  (Thart  Area  1. 
Good  Pay.  splendid  working  eonditiona, 
chance  for  advancement  with  newa- 
paper  man's  newspaper.  Box  8630, 
Editor  A  Publisher^ _ 


REPORTER  AND  NIGHT  -  SIDE 
SPORTS  EDITOR.  Cliart  Area  2  daily. 
Reporter  will  cover  beat  day  time.  Tell 
all  in  letter,  salary  desired,  etc.  Box 
3615.  Editor  A  Publisher. 
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HELP  WANTED  1 

HELP  WANTED 

HELP  WANTED  | 

INSTRUCTION 

ALERT  and  aggressive  young  news  | 

team  needs  sports  editor  to  round  out  :  Kl  IT 

staff.  Award  winning  paper  in  grow-  !  ^wlNlNt^l  I^U  1 

ing  community.  Personal  interview, 

necessary.  wnte  Ju.in  .\ixon,  Peru  |  T^VO  (JPENIN^^S 

Daily  Tribune,  Peru,  Indmna. _  ' 

IMMEDIATE  OPENING,  Combination  i  IMMEDIATELY 

Ileskmaii  ami  Keiwrie.  lor  li.UOO  .xe«  !  a  \  /  a  li  a  ni  r 

England  morning.  Assist  Wire  Editor,  1  AVAILAdLc 

edit  suburban  news,  general  report-  ' 

ing,  some  feature  and  editorial  writ-  ,  j  on  -.u 

ing.  Excellent  chance  to  develop  your  I  ONE  is  for  a  man  under  30  with 
talents.  Young  college  man  with  2  or  1  ramera  knowledge  for  general  assign- 
3  years  experience  preferred.  Good  I  jnents.  THE  OTHER  is  for  a  young 


Editorial 


Promotion — Public  Relations 


PUBLIC  RELATIONS— TECHNICAL 
WRITER — background  in  aircraft  and 
electric  industries  essential ;  agency 
public  relations  experience  highly  de¬ 
sirable.  To  handle  technical  writing, 
trade  press  relations  and  client  con¬ 
tacts  for  leading  Metropolitan  New 
Jersey  public  relations  agency.  Salary 
oiien.  ^x  3828,  Editor  &  Publisher. 


Linotype  School 


OHIO  LINOTYPE  SCHOOL 
LOGAN,  OHIO 

Linotype,  Intertype  Instruction 
Free  Information 


SITUATIONS  WANTED 

Administrative 


Ing!  ExTIlJn^chtnce^o'^dlvXp  Tou^^  I  O  under  30  with  INTERESTED  IN  NEED  ABLE 

talents.  Young  college  man  with  2  or  1  camera  knowledge  for  general  assign-  CpOPT«;  PPPlK/tPlTIPlM  YOUNG  MANAGEMENT? 

3  years  experience  preferred.  Good  I  ments.  THE  OTHER  is  for  a  young  Or\..yr\  I  O  r  K IVl I  IV^IN  j.  ,  •  ,  •  -.u 

working  conditions  and  fringe  bene-  j  l«dy  to  replace  one  of  our  girl  re-  ,  y  ^  answer  “ves”  Arrange  for  immolate  interview  with 

fits.  Free  Life  Insurance.  Friendly  Pprters  who  is  leaving  for  the  Colum-  the  following  oueXnr  there  fs  a  manager  who  hw 

community.  Box  3746,  Editor  &  Pub-  .t’^hoo  of  Journalism  and  whowe  ^ful  job  ounortun^  enviable  reputation  in  competi- 


work  has  included  the  Women's  Pages,  wonderful  job  opportunity  for  you. 
general  assignments  and  feature  0  ARE  you  single? 


- ^ - - general  assignments  and  feature  | 

CITY/WIRE  EDITOR:  Outstanding  stories.  Journalism  school  graduates  i 
opportunity  available  to  capable  or  e<iuivalent  jireferred.  Limited  ex- 
younger  man  interested  in  position  periente  acceiitable  if  there  is  ability 
as  assistant  to  managing  editor  grow-  to  produce  and  a  genuine  desii-e  to 
ing  Michigan  Daily  city  of  12,000.  learn.  These  jobs  offer  good  ojiportuni- 
Prefer  small  Daily  background,  fa-  ties  to  develop  on  a  growing  30.000 
miliar  with  wire,  all  beats,  photo-  evening  daily.  Pleasant  sairoundings 
graphy.  Complete  resume  to  Box  3741,  and  a  friendly  staff  under  young  and 
Editor  &  Publisher.  I  progressive  direction.  Please  \srite 


DESK  MAN 


!  and  a  friendly  staff  under  young  and 
I  in-ogressive  direction.  Please  \srite 
I  fully  giving  references  to  Personnel 
Department.  New  Britain  Herald. 
New  Britain.  Connecticut. 


•  WANT  to  travel  extensively? 

•  HAVE  you  a  sports 
lnekground  ? 

•  HAVE  you  sports  writing 
ex  perience  ? 

•  ARE  you  promotion  minded? 

•  DO  you  get  along  well  with 
people? 

•  ARE  you  in  good  health? 

•  ARE  you  of  good  character? 

•  ARE  you  a  self-starter? 


tive  markets  both  medium  and  metro¬ 
politan.  60</c  revenue  increase  last  5 
years,  able  administrator,  proven  di¬ 
rectorship  ability,  management  train¬ 
ing.  Knows  all  phases  of  newspaper 
operation.  20  successful  years.  Early 
40’s  ambitious,  energetic,  tempera¬ 
mentally  and  culturally  suited  to  step 
into  medium  or  small  market  from 
present  employment  in  metro  market. 
Box  3729,  Editor  &  Publisher. 


^  seii-seurier .  NEWSPAPERMAN,  35,  with  12 

Strong  medium  sized  evening  daily  I  j  THE  position  for  a  young  m.an  is  with  ‘  year's  international  experience  seeks 

has  opening  for  able  young  desk  man  i - |  one  of  America’s  leading  corporations,  '  new  opportunity  with  major  newspa- 

who  is  ready  for  upward  step.  Chart  |  WANTED  Two  Copy  Readers:  5  i  b.ase  city  New  York.  You  would  be  per,  business  management  or  public 

Area  6.  Box  3740,  Editor  &  I'ublisher.  ]  night  week;  attractive  working  con-  promoting  a  major  participant  sport,  relations.  Presently  managing  Pacific 


one  of  America’s  leading  corporations,  '  new  opportunity  with  major  newspa- 
b.ase  city  New  York.  You  would  be  per,  business  management  or  public 


- — — t - •'  1  ditions:  permanent  if  experienced.  Attractive  salary,  expense  allowance,  ,  editions  of  international  weekly  group 

IMMEUIAIE  UPENINO  expert-  |  references,  salary  expected.  First  and  unusual  advancement  opportunities  i  with  net  480,000  circulation.  Qualifi- 

enced  combination  general  and  sports  ,  letter.  Phone  Atlas  8-f631.  The  I  for  right  man.  Please  send  full  par-  cations:  Editorial — nine  years  on  major 


reporter  with  abilRy  to  use  camera  |  jiuncie  Star,'  Muncie,  Indiana. 

preferred,  on  22,500  daily.  Must  be  -  —  —  - - 

fast  and  accurate.  Five  day,  38‘H  '  COMBINATION  Reporter,  Featui’e 
hour  week.  State  experience  fully  in  j  writer  by  New  Erurland  10.000  after¬ 
writing  Managing  Editor,  Kenosha  noon  daily,  populuti  n  50.000.  Prefer 


Evening  News,  Kenosha,  Wisconsin. 


2  or  3  years  experience.  Write  educa¬ 
tion,  exi>erience,  etc.  Bo.x  3838,  Editor 
&  Publisher. 


ticulars  to  Box  number  3840,  Editor  &  i  city  dailies,  two  international  news 
Publisher.  agencie>,  handling  all  aspects  domestic 

-  and  overseas  reporting  and  desk  work, 

f ,  Business — three  years  managing  Pa- 
lix J 1  i\|j V.,.  1 1^x1  j  multiple-weekly  operation, 

.  At  .  I  including  production,  circulation,  pro- 

Aav€f‘tl$tng _  I  motion,  advertising  and  public  relations 

,  !  lor  maj  r  advertisei s.  Box  3718,  Edi- 

CLASSIHED  MANAGERS  !  tor  &  Publisher. 


INSTRUCTION 

uo,  Cla9$ified  AdvertUing 

MONTHLY  JOB  MARKET  letter,  umisner. -  Ci  MANArvpc 

with  list  of  available  jobs  and  nation-  DESK  OPPORTUNITIES  available.  MANAUEKb 

wide  employment  conditions.  Bill  McKee  large  New  England  daily.  Both  gen-  ua  •  •  • 

Birch  Per«)nnel,  59  E.  Madison,  Chi-  eral  desk  and  telegraph  spots  oi>en.  ,  le^on  Howj^d  Parish  Cor- 

cago.  Illinois.  Box  3813,  Editor  &  Publisher.  1  Course  in  Ciassihed  Adver- 

- - - - - - ,  tising  does  for  them  the  complete  train- 

REPORTER  for  leading  A.B.C.  wei'kly  i  DESK-REWRITE,  prominent,  fast  ing,  and  retraining,  job  they  want 

at  the  seashore.  General  news,  some  j  moving  eastern  daily.  Prefer  young  done  .  .  .  but  which  few  have  the  time 

sports.  The  Leader,  Wildwood,  N  J.  [  flexible  man  with  4-5  years  experience.  i  and  material  available  to  do. 
TSTPTtr\Tyrr>T:,Ts  ui  i.  ’  Top  Opportunities  for  future  advance-  1  Increasing  numbers  of  CAMs  are 

KEPOKTER,  preferably  man  J^ho  ments.  Night  work.  Box  3805,  Editor  enrolling  themselves  .  .  .  and  their 

understands  language  of  agriculture.  ^  Publisher.  staff  members.  (281  newspapers  have 


sr?":*, .<???“  '■  Ad,.,.  » 


understands  language  of  agriculture.  '  g,  p„hi:aV,or 
For  general  news  beats,  with  some  - ^ 


now  enrolled  jieople  from  their  Classi- 


farin  reporting  Working  knowledge  j  HAVE  ASSISTANT  SPORTS  pi-  Departments.)  And  many  Ad  DD  'iepartments.  Prefer  midwest  or  south- 

of  Speed  Graphic  desirable  but  not  i  TOR  S  job  oiien  immediately.  Need  rectors  and  Business  Managers  have  '  “round  .50,000.  Available 


small  daily,  weekly  chain,  or  trade 
publicatiun  in  New  York  area.  Best 
character  and  prpfesNinnal  references. 
Box  3733,  Editor  &  Publisher. 

ADVERTISING  DIRECTOR— over  20 
1  years  highly  successful  exiierience  all 
departments.  Prefer  midwest  or  south- 


required.  Give  details  of  training  and  m.an  with  some  experience.  If  inter-  ,„ken  the  course  to  broaden  their  un- 

experience,  and  reference.  R.  S.  Mar-  ested  ware  or  call  Virgil  A  Stanfield,  jerstanding  of  Classified. 

vm,  Beatrice  (Nebraska)  Daily  Sui^  |  ^ws^ournal.  Mansfield,  Ohio^ _ _  The  cost  is  $66,  payable  as  little  as 

WANT  TO  ADVANCE?  —  Large  '  XEED  YOUNG  MAN  with  sports  desk  '  uiion  enrollment  and  $2.65  a  week 

54etropolitan  newspaper  needs  man  j  0^p0|.i0,f(.0  for  assistant  sports  editor,  for  20  weeks.  To  enroll  .  ■  ■  just  send 

2-3  years  experience  in  Chart  Area  '  background  sai  try  retmirements  name  of  the  person  who  is  to  take 

2  bureau  handling  city  and  county  j  News-Journal.  Mansfield.  Ohio.  ‘  ‘he  course,  and  the  addre.ss  to  which 

Car,  camera  needed.  Job  offers  solid  ;  —  *r - — -  you  wish  the  lessons  mailed. 

experience  covering  all  types  major  |  KEFDK I  hK-UEbK  post  on  strong  Descriptive  brochure  on  request, 
news.  Unlimited  advancement  oppor-  semi-weekly  in  Cumberland  valley  col- 

tunity.  Air  mail  resume,  salary  needed  town.  Age  not  a  factor.  Opi)or-  HO^^ARD  PARISH 

to  Box  3715  Editor  &  Publisher  tunity  for  advancement.  Write  or  call  o  u  i  #  j  aj  _x-  . 

W.  Mittler.  News-Chronicle,  Ship-  I  School  of  Classified  Advertising 
WOiIANS  . E  EDITOR- W  HI  1 KK  -  |,ensburg,  Pennsylvania.  „  j  -i?  **-'u**a’"  . 

To  remake  highly  local  women  s  sec-  -  - —  Howard  Parish  Associates.  Inc. 

tion  10,000  circulation  daily,  handling  REPORTER,  GENERAL  ASSIGN-  Classified  Advertising 

correspondents,  laying  out  pages,  etc.  MENT,  wanted  on  small  afternoon  Development  Service 

with  assistant  of  her  choosing.  Paper  <laily,  desert  agricultural  region.  Some  2900  N.  W.  79th  St.  Miami  47.  Fla. 

in  small  city  within  100  miles  of  New  roPV  <lesk  work.  Knowledge  of  camera - 

York.  Exceptional  opportunity  for  desirable.  Chart  Area  12.  State  quali-  ^ 

creative,  energetic,  responsible  and  fications  first  letter.  Box  3801,  Editor  mr'r^n  .<  arr-v  nTrnri 

competent  person  to  make  reputation  &_I^ubli.sberj^ _  _  EUllOK  AND  PUdLI 

in  a  competitive  situation.  Will  inter-  RF>0RTF.R  on  semi-weekly  in  fast-  _ _ 

view  in  New  York.  Box  3716,  Editor  ^-rowing  Florida  town.  Wide  experi-  I  Ijl'— ?r’*r i 


HOWARD  PARISH 

School  of  Classified  Advertising 
a  division  of 

Howard  Parish  Associates.  Inc. 
Classified  Advertising 
Development  Service 
0  N.  W.  79th  St.  Miami  47.  Fla. 


rea.sonable  notice.  Box  3829,  Editor 
&  Publisher. 


NEWSPAPER  MUST 
GO  FORWARD 

They  can’t  afford  to  stand  still.  They 
must  have  resourceful  leadership  for 
aggressive  selling,  broadest  possible 
revenue  b-are,  minimum  waste,  maxi¬ 
mum  employe  will-to-work  and  an 
alert,  public  service  news  product.  If 
you  need  a  publisher  or  general  man- 
I  ager  with  a  record  of  sound  daily 
1  newspai>er  development,  write  Box 
I  3822,  Editor  &  Publisher. 


EDITOR  AND  PUBLISHER’S  CHART  AREA 


&  Publisher. 


_ enco  not  essential.  Must  be  ambitious. 


WOMAN’S  PAGE  writer,  recent  J-  [  willing  to  learn  and  not  afraid  of 
grad  or  girl  on  small  paper  wanting  work.  Titusville  Star-Advocate,  Titus- 
to  move  up  to  Midwest  evening  daily  ville,  Florida, 
over  50,000.  Box  3739,  Editor  &  Pul>- 

-  Mechanical 

STRONG,  progressive  weekly  chain  ■■  ■  ...  . . 

wants  alert,  young  editor  to  rcorgan-  FOREMAN  to  set  up  and  operate 
ize  and  ojierate  editorial  department,  small  daily  comjvosing  room.  Stock  in- 
Must  be  able  to  mold  a  hard-hitting,  terest  available,  but  not  required.  Far 
liotent  news  department.  Ability  to  West.  Box  3824,  Editor  &  Publisher, 
handle  men  is  .a  must.  Send  full  de- 
tails,  background,  salary  expected. 

Chart  Area  1.  Box  3820,  Editor  &  _ cyaiesmen _ 

Publisher, _ SALESMEN  TO  CALL  ON  NEWS- 

WANTED  :  Reporter  beginner  on  small  PAPERS  WITH  HIGH 

daily  located  on  Florida  East  Coast.  INCOME  SIDE  LINE 

Sonoe  news  training  requir^  Write  Established  almost  three  years-top 
to  Editor.  The  Daily  Times,  Melbourne,  dgiUeg  now  subscribe-all  sold  by  one 

_ _ _  part-time  salesman.  The  only  service 

YOUNG  MAN  or  woman  to  take  of  its  kind,  now  ready  for  intensive 
charjre  of  Editorial  end  of  small  west-  development.  Territories  available  in 
ern  New  York  weekly  newspaper.  Pre-  west,  mid  west,  east  and  Canada, 
fer  recent  journalism  jrrad  with  ideas.  Liberal  commissions  on  new  contract 
Must  have  car.  Send  resume,  and  sal-  and  renewals.  Substantial  earnings.  No 
ary  desired.  Box  3816.  Editor  &  Pub-  investment  required.  Box  3717,  Editor 
lisher.  t  &  Publisher. 


Use  CHART  AREA  Number  in  Ad  copy  for  showing 
LOCATION  without  IDENTIFICATION 
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SITUATIONS  WANTED 


Circulation 


IF  I  CAN’T  double  your  circulation 
you’d  better  close  up  shop  I  Increase 
circulation  consistently  successful  in 
metropolitan  areas  can  guarantee  sub¬ 
stantial  gains  at  lowest  cost.  Receptive 
to  top  offers.  Box  3516,  Editor  & 
Publisher. 


CIRCULA’nON  MANAGER— Experi¬ 
ence  13,000  to  260,000.  Thoroughly 
familiar  with  merchant  carrier,  ABC, 
mail,  promotion,  office  routine,  labor 
relations,  transportation,  dealers  and 
distributors.  Write  Box  3619,  Elditor 

&  Publisher.  _ 

IS  YOUR  circulation  department  run 
down  or  needs  developing?  43  years 
newspaper  experiences.  Young  man¬ 
ager  61,  not  afraid  of  work.  Prefer 
mid  or  far  west  (California)  small 
dai ly.  Earl  Bond,  Bradford.  Penna. 

EXCEPTIONAL 
CIRCULATION  EXECUTIVE 

Experienced  all  management  phases  in 
daily-Sunday  competitive  markets  160- 
250  thousand.  Highly  recommended 
organizational  ability,  effective  and 
practical  ideas,  tenacity,  loyalty.  Pre¬ 
fer  chart  areas  7-8-11-12.  Detail  your 
needs.  Replies  strictly  confidential  un¬ 
less  you  request  meeting  alter  receiv¬ 
ing  details  from  us.  Not  an  employ¬ 
ment  agency. 


SITUATIONS  WANTED 


Editorial 


DEADENOED  on  successful,  smug, 
sluggish  midwest  100,000  daily;  seek 
enterprising,  forthright  daily  where 
good  work  is  demanded  and  appreci¬ 
ated.  Reporting  or  desk.  J-grad,  five 
years  dailies,  two  AP.  References. 
Pleasant  city,  no  South.  Box  3506, 
Editor  &  Publisher. _ 

I  WANT  TO  BE  EDITOR  of  small 
city  daily.  Chart  Areas  3-5,  9-12.  Ex¬ 
perienced  all  phases  editorial,  16  years 
large,  small  dailies.  Age  36,  married, 
3  sons.  Looking  for  permanent  spot. 
Interested  salary-stock  or  profit-sharing 
deal.  Box  3619,  Editor  &  Publisher 

MAGAZINE  EDITOR,  NATIVE 
SPANISH  or  English,  advertising 
background,  knowledge  exports,  experi¬ 
ence  technical  and  scientific  subjects, 
travel  if  necessary.  38,000  start.  Pres¬ 
ently  Spanish  Editor  Trade  Magazine. 
Who  wants  TOP  man  some  or  com¬ 
bination  above  capacities?  Box  3613, 
Editor  &  Publisher. 


WASHINGTON  CORRESPONDENT 
WASHINGTON — Experienced,  capable 
corresjjondent,  operating  independently 
can  assume  additional  accounts.  White 
House,  Capitol  Hill,  and  Federal- 
agency  accredited.  Fast,  dependable 
service,  reasonable  rates.  Mac.  Smith, 
1142  National  Press  Building,  Washing- 
ton.  D.C. _ 


SITUATIONS  WANTED 


Editorial 


REPORTER-FEATURE  writer  nine 
years  experience.  Woman  who  knows 
desk  wants  opportunity.  Box  3728. 
Editor  &  Publi^er. 

TOP-NOTCH  COPYREADER:  Fast, 
yet  careful.  Knocks  out  dead  wood. 
Tightens,  sharpens  stories  and  writes 
bright  heads.  Has  solid  experience 
rewrite,  telegraph,  rim.  makeup,  slot, 
news  desk.  Mature,  educated,  depend¬ 
able.  Box  3738,  Editor  &  Publisher. 
AVAILABLE  NOVEMBER— REPORT- 
ER,  experienced  general  assignments. 
Vet,  26,  single,  B.A.,  car,  prefer 
50,000  circulation  or  greater.  Box 
3802.  Editor  &  Publisher. 

CAPABLE  DESITMAN,  executive  edi- 
tor,  editorials,  features  ex-foreign  cor¬ 
respondent.  Mature,  congenial,  coopera¬ 
tive.  Widely  traveled.  Chart  Areas  2. 
3,  4.  Box  3804,  Editor  &  Publisher. 

EDITOR 

Long  experience  weeklies,  top  man. 
New  York  area.  Box  3826,  Editor  & 
Publisher. 

EDITOR  two  suburban  weekly  news¬ 
papers,  total  10  years  experience  small 
dailies,  weeklies,  sober  family  man 
interested  permanent  industrial  news¬ 
paper  connection  Chart  Areas  6,  4,  12. 
B.A.,  age  S.’S.  Salary  now  $120  week. 
Write  Box  3803,  Editor  &  Publisher. 
EXPERIENCED  MALE-36-singie^d^ 


SITUATIONS  WANTED 


Editorial 


LOS  ANGELES  ONLY — Experienced 
Editor  —  Proofreader  with  excellent 
background  can  bring  to  right  firm 
thorough  knowledge  of  production,  pub¬ 
lic  relations,  layouts  and  pasteups  and 
creative  writing.  Resume  on  request. 
Box  3836,  Editor  &  Publisher. _ 

QUESTION !  Can  Ivy  League  “Ex¬ 
ecutive  Trainee”  be  transformed  into 
newspaperman?  I’ll  be  your  eager 
Guinea  Pig.  Single,  vet,  27,  prefer 
Daily  Chart  Area  2  then  6,  12,  over- 
seas.  Bo.'f  3841,  Editor  &  Publisher. 
REPORTER,  29,  currently  on  small 
daily,  seeks  general  assignment  sfKit 
on  daily  50,000 — 100,000  class.  Com- 
l)letc  resume  on  request.  Bo.x  3844. 

Editor  &  Publisher. _  _  _  _ 

REPORTER,  29,  likes  East  but  wants 
to  grow  with  the  West.  Three  years 
all  types  reporting  on  busy  beat.  Want 
general  assignment,  features.  Handy 
with  camera,  vet,  single,  have  ca'r, 
clips.  Seek  Chart  Areas  10,  11,  12. 

Box  3837,  Editor  &  Publisher. _ _ 

WANT  reimrting  or  desk  job  on  good, 
liberal  southern  paper.  Experienced  all 
phases  reporting  on  medium,  metro¬ 
politan  papers.  Strong  features.  Seek 
permanent  spot.  Box  3842,  Editor  & 
Publisher. 


Photography 


PUBLISHERS  rONSULATION 
SERVICE 

P.  O.  Box  1848,  Hollywood  28, 
California. 

EXPERIENCED  CIRCULATION  MAN 
36  years  old.  Complete  knowledge  of 
A  B  t ,  Little  Merchant  Plan.  Mail, 
Motor  Routes,  Office,  and  Dealers. 
Promotion  minded.  Cost  conscious,  24 
years  experience.  Write  Box  3703, 

Edito^  &  Publisher^ _ 

EXPERIENCED  CIRCULATION  MAN 
18  years  in  morning  and  evening  field. 
Thoroughly  familiar  with  all  phases 
including  A.B.C.,  little  merchant  etc., 
desires  top  job  on  palter  in  60  to  100 
thousand  class.  Best  of  references. 
Box  3846,  Editor  &  Publisher. 

Claaiified  AdvertUing _ 

CLASSIFIED  MANAGER— top  calibre. 
Proof  in  past  records.  Now  available. 
Box  3608,  Editor  &  Publisher. 

CLASSIFIED  MANAGER— 10  years 
highly  successful  experience  in  100,000 
population  city.  Best  references.  Avaij- 
tble  reasonable  notice.  Box  3726,  Edi- 

tor  &  Publisher. _ 

CLASSIFIED  MANAGER  or  AssisUnt. 
20  years  advertising  experience.  Re¬ 
locate.  Box  3632,  Editor  &  Publisher. 

_ Display  AdvertUing _ 

SOLD  ON  NEWSPAPER  ADVER¬ 
TISING  I  Seeking  opportunity  to  sell 
Advertising  on  daily  in  Chart  Area 
11.  Good  layout  and  promotion  man. 
27,  single,  6  years  experience  on  small 
daily.  Box  3727,  Editor  &  Publisher 
advertising”” ASSISTANT.  Experi¬ 
enced  all  phases.  26,  B.A.,  Vet.,  single, 
will  relocate.  Box  3810,  Editor  &  Pub- 
Hsher. 

MR.  PENNSYLVANIA  PUBITiSHER' 
You’re  familiar  with  my  16-year  serv¬ 
ice  as  Advertising  Director  (later  Gen¬ 
eral  Manager)  of  36,000  daily.  Avail¬ 
able  for  interview  during  PNPA. 
(Prefer  state  but  will  go  elsewhere). 

Bo]^3823.  Editor  &  Publisher^ _ 

SUCCESSFUL  AD  DIRECTOR  seeks 
to  re-locate  in  East,  Maine  to  Florida, 
in  comparable  position  on  paper  up  to 
50.000  ABC.  37.  married.  Enviable 
production  record  all  departments. 
Strong  on  Training  and  Organizing. 
Two  employers  in  12  years.  Excellent 
references.  $10,000  plus.  Will  answer 
nil  inquiries.  Write  Box  3821,  Editor 
■  Publisher. 

RETAIL  ADlTERTISINCr^AirESMAN 
■^^4  years’  experience  in  newspaper 
ndvertising  and  1  year  in  department 
•tore  desires  connection  in  agency,  pub- 
w  relations  or  large  department  store, 
t^lege  graduate.  31.  married.  In- 
tor^ted  in  permanency  and  progress, 
write  Box  3846.”  Editor  &  Publisher. 

editor  &  PUBLISHER 


WRITTCR/PHOTOGRAPHER,  29,  mar¬ 
ried,  degree,  seeking  position  with 
future.  Strong  newspaper  background 
and  record  of  sales  to  top  national 
magazines.  Car  and  extensive  photo 
equipment.  Free  to  travel.  Capable  of 
researching,  writing,  illustrating  qual¬ 
ity  features.  Presently  living  N.Y.C., 
but  will  consider  relocation  for  right 
opportunity.  Box  3628,  Editor  &  Pub¬ 
lisher  or  Phone  New  York  MU  8-0199. 

ALERT-Mature,  but  eager  to  do  a 
superior  news  job  anywhere.  Qualified 
reporter,  copy  reader  and  thinker.  U.  of 
Missouri  graduate  with  medium  size 
daily  and  wire  service  background  in 
west  and  southwest.  Want  an  editorial 
post  in  Clhart  Areas  10-11-12.  Will 
submit  references  and  resume  upon 
request.  Box  3623,  Editor  &  Publisher. 
REPOR’TER  -  PHOTOGRAPHER.  6 
years’  daily  experience  including  city 
desk  work,  plus  weekly  background ; 
32,  married,  veteran,  BA  degree  in 
business ;  seeking  post  on  P.M.  daily, 
an  location,  available  at  once,  now 
with  Clhart  Area  2  daily.  Box  3620, 

Editor  &  Publisher. _ 

COPY  EDITOR:  14  years  experience 
— Reporter,  wire,  news,  layout,  make¬ 
up.  Would  like  West  Coast.  Box  3748, 

Editor  &  Publisher. _ 

SEASONED  COPY  EDITOR,  key  man 
on  daily,  college  background,  spruce 
heads,  taut  editing,  recognized  as  good 
man.  Box  3743,  Editor  &  Publisher. 

ASSISTANT  SPORTS  EDITOR.  46. 
large  metropolitan  (Chart  Area  2) 
daily,  wants  position  as  sports  editor 
and/or  columnist.  Current  salary 
$8,800.  New  location  not  important, 
but  position  and  money  are.  Box 
8712,  Editor  t  Publisher. _ 

♦♦EDITORS  &  REPORTERS^^ 

National  clearing  house  for  competent 
personnel  from  coast-to-coast  at  no 
charge  to  employer.  Phone,  Write  or 
Wire  MIDTOWN  AGENCY.  130  West 
42  St.,  N.  Y.,  N.  Y.  WI  7-6746. 

HARD-DRIVING  NEWSMAN  now  on 
200,000  plus  paper  open  to  offers  as 
managing  editor  or  city  editor  of  top- 
notch  competitive  paper.  Non-guild, 
healthy,  experienced  in  all  phases  in¬ 
cluding  production  costs,  personnel 
problems.  Top  references.  SDX.  Box 
3720,  Editor  &  Publisher. 

NEWS  EDITOR:  to  build  maximum 
local  news,  feature,  photo  coverage, 
provide  balanced  editorial  product  for 
competitive  small-city  daily,  5-16000 
circulation.  Chart  Areas  1,  11  or  10. 
Young,  family,  now  managing  editor 
highly  successful  small  daily.  $6,600 
year.  Box  8711,  Editor  &  Publisher. 

POLmCAL  CARTOONIST  for  na¬ 
tional  and  world  news.  Able.  Desire 
important  newspaper  or  syndicate.  Box 
3827,  Editor  &  Publisher. 
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sires  connection  with  American  news¬ 
paper  in  Germany — writes  English 
fluently — speaks  it  with  mediocrity. 
Direct  inquiries  to  E  N  K  E,  Box  923, 
Jackson,  Mississippi. 

EXPERfENCElT REPORTER  on  north- 
em  New  Jersey  suburban  daily  seeks 
a  general  assignment  spot  with  100,- 
000  and  up  in  large  or  medium  sized 
city.  Married,  veteran,  J-school  grad. 
Box  3808,  Editor  &  Publisher. 
FEATURE  WRITER  ”MagBzine  a^ 
news ;  editorialist :  columnist.  Also 
seasoned  music  and  theater  critic. 
Seeks  right  spot  in  any  of  these 

fields. _ Box  3816.  Editor  &  Publisher. 

J-GRAD,  32,  6  years  experience  on 
small  daily,  wants  spot  on  medium 
sized  midwest  paper.  Write  Box  3806, 
Editor  &  Publisher. 

"newspapeiHlal 

(Jood  background  of  experience  in  city 
side  and  women’s  news.  Interviews, 
features,  fashions,  research,  column : 
editing,  heads,  layout.  Some  photog¬ 
raphy.  Resourceful,  capable,  conscien- 
tioi's.  University.  Single.  Have  car 
and  camera.  Available  mid-October  or 
sooner.  Location  secondary.  Good  sal- 
ary  a  must.  Will  consider  allied  fields 
with  top  notch  company.  Box  3831, 

Editqr_&  Publi^er. _ 

PHOOEY!  on  peanuts  for  high  talent 
hard  work.  Country  ed  seeks  right 
pay  job.  Special  editions.  Features. 
Brochures'.  Research.  Your  need?  Box 
3811.  Editor  &  Publisher. 

REPORTER,  rewrite  or  wire  |>osition 
with  future  on  West  Coast.  Former 
editor  small  western  daily,  now  and 
for  past  two  years  with  wire  service 
in  Midwest,  will  be  on  Coast  mid- 
October  for  interviews.  Two-war  vet, 
33.  J-Grad,  married,  two  children. 
Prefer  Bay  Region  north  to  Washing- 
ton.  Box  3818.  Editor  &  Publisher. 

SPORTS  EDITOR,  writer.  10  years 
experience,  college  grad.  33,  family. 
Box  3819,  Editor  &  Publisher. 

TOP  REPORTER,  writer,  deskman. 
Experienced  and  capable.  Married. 
College  graduate.  Box  3830,  Editor  & 
Publisher. _ 

YOUNG  WOMAN  wants  job  offering 
opportunity  to  reyiew  books,  theatrical 
and  musical  productions.  Also  will  help 
with  reporting,  features  and  society. 
Box  3809,  Editor  A  Publisher. 

assistant'^tor 

for  your  Sunday  magazine  section. 
Solid  experience  all  phases  of  magazine 
production.  Good  feature  writer,  spe¬ 
cialized  knowledge  trayel  field.  Box 

3839.  Editor  &  Publisher. _ 

EDITOR,  32.  outstanding  for  Sunday 
edition,  magazine  section,  local  news, 
features,  layout,  pictures.  Experienced, 
det>endable.  Box  3834,  Editor  &  Pub¬ 
lisher. 


Need  a  Photographer? 

The  National  Press  Photographers  As¬ 
soc.  Job  Placement  Bureau,  as  a  sery- 
ice  to  its  members  and  to  prosiiectiye 
employers  maintains  a  CONFIDEN- 
’TIAL  list  of  News  Photographers 
available.  Still-TV,  Film-News  reel. 
Most  with  own  e<iuipment.  No  Fees— 
Write,  wire  or  telephone — 

Gerald  A.  Clarke 

4624  Towle  Avenue.  Hammond.  Indiana 
Telephone  WEstmore  1-2906 
EXPERIENCED  NEWS  and  feature 
photographer,  leaving  for  Europe.  Will 
supply  any  and  all  photographic  cov¬ 
erage.  Bill  Perlmutter,  LU  4-0634, 
924  E.  181st  St.,  Box  60,  N.  Y.,  N.  Y. 

EXPERIENCED  PHOTOGRAPHER. 
15  years  with  news,  magazine,  pub¬ 
licity.  wire  service.  Creative,  versatile 
and  reliable.  Excellent  references.  Seek¬ 
ing  permanent  spot  newspaper,  mag¬ 
azine  or  publicity.  Chart  Area  10  or 
12.  Box  3832,  Editor  &  Publisher. 

Promotion — Public  Relations 

PUBLIC  RELATIONS— Boon  to  any 
company.  6  years  newspaper  centr^ 
New  Jersey.  6  years  industrial  film 
writing  and  editing.  Solid  family  man 
— diligent  worker.  Available  for  Cluirt 
Area  2.  Box  3616,  Editor  A  Publisher. 

LIVE-WIRE  news  gal,  four  years  on 
dailies,  seeks  Public  ^lations,  adver¬ 
tising,  TV  or  Radio  job  in  Manhattan. 
Peppy,  poised,  precise.  J-School  grad. 

Box  3605,  Editor  &  Publisher. _ 

SKILLED  WRI’TER  now  on  top  metro¬ 
politan  daily  seeks  challenging  and 
interesting  public  relations  position. 
College  degree,  11%  years  newspaper 
experience,  married.  Box  3618,  Editor 

t  Publisher. _ 

WRI’TER — news,  features,  copy  all 
media ;  experienced  institutional,  prod¬ 
uct,  community  relations ;  top  back¬ 
ground.  Box  8746,  Editor  A  Publisher. 
PROMOTION  AND  PUBLICITY  posi¬ 
tion  sought.  Have  15  years  previous 
experience  in  newspaper  field  and  in 
promotion  and  publicity  work.  Five 
years  college  with  ABJ.  Would  also  be 
interested  in  top  newspaper  job. 
Prefer  sports  but  have  experience  in 
other  fiel^.  Married,  36,  two  children. 
Prefer  southern  area.  Box  3835,  Editor 

A  Publisher. _ _ _ 

WIRE  SERVICE  vet  wants  challenging 
Public  Relations  position,  preferably  in 
New  England.  Able,  imaginative,  hard 
worker.  J-school  grad.  Young,  married 
and  wants  to  go  places.  Box  3843. 
Editor  A  Publisher. 

CONSIDERING  ALL  newspaper.  Pub¬ 
lic  Relations  offers,  college  Grad,  37, 
10  years  sports  experience  in  news¬ 
papers.  Like  interview.  Box  3807, 
I  Editor  A  Publisher. 
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Shop  Talk  at  Thirty 


THE  FOURTH  ESTATE  By  Trent 


By  Robert  U.  Brown 

Frank  Eatirly,  manapinp 
editor  of  the  Des  Moines  Regis¬ 
ter  and  Tribune  believes  “that 
the  press  on  the  whole  is  curi¬ 
ously  remiss  in  reporting  to  the 
general  public  instances  and 
examples  of  repression  of 
news.” 

“It  seems  to  me  that  one  of 
the  great  failures  of  the  press 
is  to  sell  the  case  for  Freedom 
of  Information  to  the  American 
public.”  he  says. 

To  which  we  add  “Amen!” 

Mr.  Eyerly  is  president  of 
the  Associated  Press  Managing 
Editors  Association  this  year 
and  as  part  of  that  group’s  wmrk 
in  this  field  he  has  been  trying 
to  do  something  about  this 
shortcoming. 

The  Des  Moines  Register  has 
been  publishing  a  series  of 
stories,  prepared  by  Jack  Wil¬ 
son  of  its  Washington  staff, 
dealing  with  specific  cases  of 
secrecy  and  suppression  of  news 
in  the  federal  government. 
Proofs  were  supplied  to  a  se¬ 
lected  group  of  newspapers.  In 
full  or  in  condensed  form,  these 
articles  are  being  published  or 
have  been  sought  for  publica¬ 
tion  by:  Chicago  Daily  News, 
Everett  (Wash.)  Daily  Herald, 
Indianapolis  Netvs,  Kansas  City 
Star,  Lansing  (Mich.)  State 
Journal,  Los  Angeles  Mirror- 
News,  Louisville  Times,  Nash¬ 
ville  Tennessean,  Richmond 
(Va.)  Times-Dispatch,  St.  Pe¬ 
tersburg  (Fla.)  Times,  Tampa 
(Fla.)  Tribune,  and  the  Texar¬ 
kana  Gazette. 

The  annual  APME  conven¬ 
tion  is  scheduled  Nov.  20-23  in 
New  Orleans  and  there  will  be 
plenty  of  emphasis  on  this 
problem  of  secrecy  in  govern¬ 
ment,  the  people’s  right  to 
know',  etc.  The  groundwork  is 
being  done  to  present  an  omni¬ 
bus  resolution  to  the  managing 
editors  which  will  not  only 
“view  with  alarm”  but  which 
will  contain  a  documentation  of 
infringements  on  the  people’s 
right  to  know  and  suggesting 
specific  steps  that  newspapers 
should  take  to  acquaint  the 
American  public  with  what  is 
going  on  in  their  government. 

*  •  ♦ 

The  articles  by  Jack  Wilson 
are  interesting  and  well  writ¬ 
ten.  They  do  not  contain  much 
that  will  be  news  to  regular 
readers  of  E&P,  but  they  are 
not  designed  for  the'r  eyes.  The 
stories  give  an  excellent  picture 
of  the  growing  trend  toward 


secrecy  in  government  and 
should  be  new'sworthy  and  in¬ 
teresting  to  most  newspaper 
readers.  There  are  six  of  them 
I'unning  about  14  inches  on  two 
columns  each,  including  heads. 

Mr.  Wilson  cites  the  laws 
which  bureaucrats  use  to  hide 
information.  But  they  “aren’t 
as  significant  as  the  general 
climate  of  secrecy  in  which  the 
agencies  operate,”  he  says. 

“The  feeling  that  conceal¬ 
ment  is  the  safest  policy  is  so 
widespread  in  Washington  that 
there  are  instances  in  which 
government  information  officials 
refused  to  disclose  facts,  even 
though  they  had  been  officially 
stamped  ‘unclassified,’  meaning 
that  no  secrecy  was  involved.” 

This  is  the  city  where  you 
cover  up  your  blunders  by 
stamping  them  “confidential.” 
It’s  the  city  where  the  watch¬ 
word  is:  “When  in  doubt,  clas¬ 
sify.”  Approximately  1,250  re¬ 
porters  for  all  media  are  not 
allowed  to  do  a  complete  job 
because  of  the  laws  and  the 
climate  of  secrecy,  he  reports, 
and  more  such  laws  are  in  the 
works. 

♦  ♦  * 

There  is  a  general  feeling 
around  Washington,  and  espe¬ 
cially  around  the  Pentagon, 
Mr.  Wilson  states,  “that  if  an 
item  wasn’t  marked  secret, 
there  must  have  been  a  mis¬ 
take. 

He  reports  on  the  misuse  of 
the  “housekeeping”  statute  to 
bottle  up  information,  and  of 
the  efforts  of  Rep.  Moss  and 
others  to  amend  and  clarify 
that  legislation.  Another  sec¬ 
tion  of  the  Administrative  Pro¬ 
cedures  Act  which  is  widely 
misinterpreted  provides  that 
“matters  of  official  record  shall 
...  be  made  available  to  per¬ 
sons  properly  and  directly  con¬ 
cerned  except  information  held 
confidential  for  good  cause 
found.”  Efforts  are  being  made 
to  correct  this  one,  also,  which 
can  be  found  to  mean  almost 
anything. 

The  State  Department  has  its 
own  “portable  screen”  to  conceal 
emergency  expenditures  of 
about  a  million  dollars  a  year, 
he  reports.  Even  Congress  and 
the  (Comptroller  General  can’t 
get  the  details. 

A  bill  has  been  introduced  to 
impose  a  fine  of  $500  and  a 
year’s  imprisonment  on  any 
employe  of  a  regulatory  agency 
—such  as  FTC,  SEC,  FCC, 


CAB,  ICC  and  the  Power  Com¬ 
mission — who  leaks  official  in¬ 
formation. 

The  Defense  Department  has 
filing  cabinets  so  jammed  with 
secret  documents  that  they 
would  fill  a  drawer  575  miles 
long,  Mr.  Wilson  states.  Secre¬ 
cy  is  carried  to  such  an  extreme 
that  a  magazine  article  by  a  re¬ 
tired  officer  on  military  intelli¬ 
gence  operations  during  the 
American  revolution  was  re¬ 
fused  clearance. 

This  is  but  a  sketchy  resume 
of  the  articles  which  are  worth 
publishing  in  all  newspapers. 
Perhaps  other  editors  can  de¬ 
velop  their  own  series. 

Editors  cannot  fight  the  bat¬ 
tle  against  secrecy  alone.  If 
they  inform  their  readers  prop¬ 
erly  about  what  is  going  on  in 
Washington  —  as  Mr.  Wilson 
puts  it  “the  notion  that  papa 
knows  best,  that  it’s  the  tax¬ 
payer’s  place  to  put  up  the 
money  and  the  government  will 
take  over  from  there  —  then 


perhaps  enough  people  will  be¬ 
come  aroused  so  that  Congress 
will  do  something  about  it. 

• 

INS  Chief  Favors 
U.S.  Asian  Exchange 

Kingsbury  Smith,  vicepresi¬ 
dent  and  general  manager  of 
International  News  Service, 
called  this  week  for  an  in¬ 
creased  interchange  of  views 
and  visits  between  American 
and  Asian  editors. 

Mr.  Smith,  addressing  an  INS 
luncheon  at  the  United  Nations 
for  members  of  the  American 
Press  Institute’s  Asian  seminar, 
declared:  “The  United  States 
has  invited  many  foreign  news¬ 
men  to  such  gatherings  as  this. 
It  is  to  be  hoped  that  this  idea 
will  flourish  and  there  will  be 
an  increasing  interchange  of 
visits  between  Asian  nations 
themselves,  and  that  eventually 
American  editors  will  have  more 
opportunities  to  visit  and  study 
the  press  of  Asian  nations." 
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Brings  home  the  bacon  to  ad  alley 

The  Rangemaster  Model  35  Mixer  Linotype!  Whether  you're  talking  food  or  fashion 
linage,  this  is  the  machine  that  sets  it  for  more  profits. 

You’ll  like  the  real  savings  the  Model  35  offers.  No  other  machine  equals  a  Range- 
master’s  main  magazine  capacity.  Big,  black  display  (and  heads)  up  to  normal  36-  and 
condensed  48-point  are  set  right  from  the  keyboard.  Hand  composition,  with  its  expen¬ 
sive  “cutting  in,”  underpinning  and  distribution,  are  eliminated. 

Get  more  facts  about  building  profits  with  the  Rangemaster  Model  35.  Ask  your 
Linotype  Production  Engineer,  or  write  directly  to  Mergenthaler  Linotype  Company, 
29  Ryerson  Street,  Brooklyn  5,  New  York. 


Pi  iited  in  U.  S.  A. 


\\)W//y 


In  th*  Mid-South  trading  araa  you 
reach  405%  coverage  or  hemes  in 
the  42  cities  of  2S00  or  more 
population. 


Yes,  it's  a  great  day  all  day  tor  those  advertisers  who  hitch  their  sales  wagon  to 
the  double-teamed  sales  power  of  CAPS. 

Here  is  responsive  dominant  circulation  in  a  great  and  growing  two-and-one- 
half  billion  dollar  market — ^tenth  in  the  nation  . . .  first  in  the  South  in  wholesale  sales. 

We  said  dominant — and  this  is  what  we 
sRCIAL  mean.  100%  plus  home  coverage  of  Memphis, 

of  the  homes  in  the  62  trading  cities 
>pulation  and  over  that  make  up  the 
empire. 


PPEAL 


Two  Dailies  and  The  South's  Greatest 
Sunday  Newspaper.  Combined  Daily 
Circulation  358,479 — Sunday  Commercial  Ap¬ 
peal  263,076 — (ABC  Publisher  Statement  3-31-57.) 
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